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Abstrakt

Diplomové préace se zabyva popisem a rozborem Fisingh, jako moznosti investice bez
vétSiho kapitdlového obnosu. Prace se orientuje mé vstupujici spolénosti nacesky trh,
a jejich moznosti financovani. Prace analyzujec¢asoou situaci nabidek a moznosti

investovani do novych koncéipt

Kli éova slova

franchising, franchisingovy koncept, financovanimport, marketing a propagace,
podminky

Abstract

This master’s thesis deals with the descriptionthedanalysis of Franchising as the option
of an investment without the need of a higher amhoficapital. This thesis is focusing on
the new incoming companies onto the Czech marketpassibilities of their financing.
This thesis analyses the current situation offerd possibilities of investing into new
concepts.
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INTRODUCTION

Nowadays the trend among companies is that tisegehit rivalry on the market.
Many companies are still in temptation not to invdsat much due to the unstable
economic situation. The Franchise market is theooqeg trend and many even small
producer or sellers choose this choice to spreaid business among their region or even
entire country. This thesis is describing the auirrgtuation on the Czech market and is
showing the process of entry of new concepts. Maduation of potential franchisees is
described together with the evaluation of critdraan the financial side and other factors

that need to be critically evaluated.

The criteria for entry have to be evaluated frovo sides. One side is that whether
the market is ready for such a concept and if thtergial franchisee is ready and capable.
A satisfied project for both sides is a projectt isasuccessfully implemented on the market
and is generating success and profit that is deitbdy both sides. Also the thesis will
consider the establishment of a franchisor in titered country or the possibility of only

providing the market from abroad by “only” havirrgrichisees.



THE AIM OF THE DIPLOMA THESIS

The aim of this thesis is to evaluate the critefian entry of a franchise concept
focusing on the demonstration and possibilitie$frefe” concepts. | would like to manage
this issue by using materials of companies thatraezested in the Czech market and can
be successful using either a franchisor methodrecitly a franchisee in our country. This
will be done firstly from the theoretical side asélcondly by evaluating the possibilities
and outputs from analyzing all concepts gettinghi® result of having profit generating
concepts that are available for the potential itmest. Critically focusing will be this

thesis on the potential “takers” of concepts.



2. THEORETICAL OUTPUTS OF THE THESIS

2.1. History of Franchising

Franchising can be described as one of the mosictafé marketing tools for the

dissemination of products or services. The wordr¢hise” comes from French, which in
the Middle Ages indicated the exemption from custaiaties and taxes. Later this term
was referred to the privileges which the king awedrthe right to manufacture products or
traded within a defined territory. As a businessthod arises in the 19th and 20 century in
the U.S. The very essence of this system is gmntih exclusive rights or certain

privileges, which could very well use products uimitors who have obtained exclusive

rights to sell products a particular territory.(1)

First, this method of sale was used to distribugsvisg machines and cars. The
development of franchising was always after theldvarars, when companies came to the
conclusion that franchising leads to a better ohiction of the brand, easier and faster
distribution and thus to higher profits. Franchgsmost spread in the USA, where it began
to use franchising as a delivery of system of qualustomer service. In the field of sales
franchising was able to solve the problem of thghtfiof small business versus large
corporations. Thanks to franchising even a smalrassman could run business under the
name and image of the large company. It turnedttwatt small firms can have a modern
market instead of the economy that they can sucteleey operate in very close specified
business. However, if they are on a relevant bssimearket, where big companies started
to operate as according to my opinion there isngetachance of survival when acting as a
individual and as a part of a small chain. Thelva#on may become franchising in the
way to enable them to belong to a network of distiors falling under a business name, or
acting under one brand. This will allow these gmteeeurs and its suppliers to act as a

strong partner and to exert pressure on their srgptegarding delivery conditions and
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purchase prices. With this process they are abjgutohase goods and services far more

cheaply than if negotiated separately.

2.1.1. Definitions

In this section are included interpretations of ttwncepts and terms that relate to
franchising and with which the author will work wibelow:

- Franchising - sales system through which it thedg and services are introduced on the
market

- Franchise - a license that gives the Franchiseeright to operate Franchisor's sales
concept for own account

- Franchisor - Provider of a franchise / license

- Franchisee - acquirer of a franchise / license

- Franchise Network - organizational link of a fthisor and all its franchisees

- Master-franchising - franchising over the tergitof one State

- Master Franchise - license for the entire country

Thus, all relevant terms are defined by the Czeahchising Association (2008). In the
literature about franchising, we can bump into otieems such as a license holder rather
than a term franchisee. According to some authweditensing and franchising business
relationship describes two different things, buthis work curfew will be primarily on the
views of Martin Mendelsohn (1979), that these eggians are considered as an equivalent.
In the text is often named the franchisor by thadogiarters, as this name well describes
his position in the chain and the term is widelgdig practice. In some publications Czech
synonyms expressions are used as an examplecigaanfrartisink® and others. The

author of this work prefers the form used in thdimtons.
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2.1.2. Company Theory

Before there will be made a more detailed introuncto franchising, it is appropriate to
become familiar with the term "company" and its artponto the Czech market, which is
the subject of this work and it is clearly very iongant.

The company is an institution that coordinatesipaafnversion of inputs to outputs. (4) It
is essential that the company is only a part oftwkes the part in this conversion right
inside the company, i.e., hiring staff and purchgsnachines. On the contrary, if from any
entity we are taking a payment for drawn componesksch the first mentioned company
also used for production or just resells them, ttiencontractor is considered as another
independent company, not as a part of the fir$t. (9

The company is a business entity usually is clessihto one of the following three forms
that are determined by the ownership structure:

* A separate business, one person owns and mattege$iole business.

« Partnership, a company jointly owned and corgcbbly two or more persons.

» The corporation, from the previous two types aably different and the ownership
structure and the associated liability for any ésss Corporations are owned by
shareholders, the decline in the company risksigpenly to the extent a sum paid for the
purchase of shares that can transform the bankrupto worthless. In contrast, the
previously mentioned individual entrepreneurs aadners shall be liable for loss of an
company and its property. (5)

The above mentioned list shows that only the fiygte of company has the owner a
complete overview over the operations of the congpam the other two types has the
owner no absolute control. If the partnership iy @asponsible for a certain activity in the
company then therefore does not have a perfecvieveiof the activities of the partner or
partners. If it is a Corporation, then the compaowtrol of the shareholders is nearly
impossible and is only influencing the compositajrthe Supervisory Board and Board of
Directors and sometimes not even that. (5)

With the operation of companies that are not owaed directly managed by the same

person, closely relates the principal-agent retetidp, i.e. the owner-manager. The essence
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of the problem first lies in the fact that manageaosnot always have the same interests as
owners and secondly, that the managers are notyslalle to effectively control. This
inability to perfectly monitor the work of employgereates a space for moral hazard. It
primarily means that employees may have a tendemegt to unethical ways to increase
your benefits, especially at the expense of theleyep, or owner. (5) The question is how
this risk of moral hazard is faced. For exampledeav Shotter (5) suggests several ways
to appropriately arrange the principal-agent retethip and minimizing the risks. A
variant, as already mentioned, is franchising. Tdlisws from the company to set aside
quite a part in which this could lead to moral hdzdt is about creating a separate business
unit, which is no longer a part of the original queny and without mentioning the
principal-agent relationship.

Describing the theory of the firm it is importam mention the position you may have
according to different firms in the market. Thisnginly about whether they operate in an
environment of monopoly, oligopoly, perfect competi or monopolistic competition.
Given all the facts that Franchise companies &iadahe position that is described before
as a monopolistic competition a special attentias o be faced to these market

arrangements.

2.2. Franchising Contract

Though this agreement is a key element of hundoédSzech companies, not in
Czech law is described that it is a general agreéimetween the two business entities with
no particulars prescribed. This document showsahge of signs of contract types, such as
the purchase contract, lease or trade of reprdgamntaThe result is a document
corresponding to the specific needs of the framchisdel.

(Czech Franchise Association, 2008)

This contract is primarily regulated by the Frassela to Franchisor relationship, but also to

third parties. Depending on the type of businessait greatly modify the content and
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concreteness of contracts covered areas. The gmids/ are the minimum that should be
a part of such contract:

1. Principles of accession to the system.

2. Franchisee permission to use property rights telledtual property of the
Franchisor. This mainly concerns trademarks, knowslrights of patents.

3. Duration of the contract, usually on a temporargif®a

4. Obligations of the licensor. This is mainly a getteadvice to the training of
workers, subcontractors, marketing, security prodegelopment, etc.

5. Obligations of the licensee. This is mainly abodu tompliance and standards
created by the franchisor.

6. Possibility of withdrawal.

7. The amount and payment system of marketing andding fees.

8. Control mechanisms of the franchisor.

9. Relation to the competition.

10. Franchisee’s right to inspect the accounts.

11.Operations manual that describes in sufficient idetaverything you need to
operate of the business. (5); (Czech Franchisediestsan, 2008)

With franchising, many associated advantages asatldantages are discussed in the next
section. Some negatives, or rather the possiblsesaaf conflict between the two parties,
but arising from the franchise agreements. Onédhefcommon causes of disagreement is
related to the treatment of suppliers of raw matgyimaterial or machinery. It is normal for
the franchisor in order to achieve uniformity ofetlinal products in all operations,
franchisee agrees to receive such materials fr@mséime predetermined vendor. In this
case the supplier is not fully exposed to the cditipe environment and are not
guaranteed for Franchisees as the best possiblditiomis, both price and quality.
Franchisor in this situation can argue that it i do their greater economic power to be
able to exert pressure on the suppliers, whichsléadbtaining better terms than it should

for the Franchisees when all of this is acted sdpbr. In some cases is the franchisor
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supplier himself who provides to his own NetworkFsanchisees products of his own. In
such situations can the Franchisees become hostatfesway of their franchisor which is
forcing them his products (4). We cannot excludat tthe franchisor's franchisees are
taking orders of raw materials from a particulander, which he ultimately pays the
commission of interpretation.

Another situation that could cause a conflict ofnggns occurs if a license holder also
purchased a license that does not want to be usgdbecause of the invested costs he is
trying to sell the license. In such situations, leadquarters due is to guarantee the smooth
running of the establishment and usually reservesight to choose a new franchisee. It is
often that a part of the franchise agreement itaase which stipulates that the purchase
price will be in such cases established by thechior. This basic interference with
property franchisee rights, which inevitably leadsonflict, is usually the justification that
the franchisor has more experience and knowleddeisatherefore able to appreciate the
enterprise better than sellers than buyers espetic@nse agreements. Also in the interest
of the licensor is that the new franchisee haspaod a disproportionately high amount
when entering the chain so he can possibly invesheé company and contribute to its
development.

2.2.1. Advantages of the Franchisee

Franchising offers many advantages to the liceaselethe most common are listed in this
chapter and others below.

Franchising is a considerable simplification of tartsof a business. License contract
permits the purchaser to own and operate a prs@tgany, without the need to come up
with my "business idea". A Franchisee does not havéuild a brand name, but his
business can take the advantage associated wietstablished name of the Franchisor
including the reputation. Thanks to the cooperatidgth the licensor the cost of opening a

business for the Franchisee is often lower thamgcompletely separately.
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This cost reduction is achieved mainly due to tize ®f the chain standing behind the
franchisor, which is then capable of supplying canips to achieve better conditions,
because there is an important trading partner. ahaéfrisor would also be able to provide
the new holder of such license training that willbwa the management to do this training
without a specific knowledge of the field. Therefoif someone wants to become an
entrepreneur, franchising is not the case wherersop would be limited only by the field

which he knows. In addition the franchisor will pehim with many prior investment

matters and it is mainly about the site selectaparation of plans for managing the store
space, obtaining the necessary financial envirohmpuarchasing equipment and raw

materials etc.

Franchisor is also committed to the rule that flcense will not be provided as a way
which would evoked among beneficiaries a competititi is therefore especially a
geographically divided market. Franchisee, whicallsénter into the industry can benefit
from the experience of the franchisor and its &distaff and can use franchisors patents
and registered trademarks. The biggest positivéhiiFranchisee is that on one hand it can
benefit from all these advantages that are belgngiather to large business, but

maintaining at the same time the freedom and freedfoindependent entrepreneurs.(2) (5)

2.2.2. Disadvantages of the Franchisee

For the franchisee are however from the contradbwald with the franchisor not only
benefits. Most of the disadvantages are cominggtnoterdependence between the parties.
Although the franchisee is the owner of his compatyl the franchisor holds over him a

considerable control.
The license holder is on one hand benefiting frown ¢éxperience of the franchisor, but

must also comply with many rules and regulationsbgethe headquarters. If the specified

standards are not respected it could underminesfhgation of the entire chain. Therefore,
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a provider of franchise retains the right to witdrthe license if the franchisee is not
deviated from the designated standards or has etiopipeying them completely.

Franchisee takes the risk that if there is a dmtation of the reputation and prosperity of
the entire chain will be with him "taken" down, haut any fault from his side. The
negative impact may also be required to followratsgy designed by the headquarters. If
the Headquarters makes a bad decision and theséickolder again will suffer with an
apparent fault of their own profit or suffer a los®rsening economic situation of the
company. The disadvantage of a strong dependentieedfranchisee the Franchisor has a
very negative impact when the franchisor is undblaneet their commitment, without

which usually cannot operate even the franchisee.

Franchise agreement also generally regulates thimdss opportunity of the franchisee or
his work in the same field, which is the subjecfremchise. These limitations often apply
not only for cooperation with the licensor, butcal®r several years after termination.

Franchisor is trying to escape and prevent unaiziduse of the internal of information.

The obvious negative aspect of purchasing a licent®at the franchisee cannot be free to
sell the license, because the franchisor has aalatterest in ensuring that the license was
owned by an appropriate person. Often overseesmgtto whom the license is sold, but
also to the fact at what amount. The downside gfrigua license is also the fact that there
is no doubt that with the right to its use is oftemsiderable fees associated. (1) (4) (6)

2.2.3. Advantages of the Franchisor

The Franchisor is by providing a franchise ablentike a reasonable profit without having
to face the capital risk. Also a number of concetraps that are associated with routine
daily matters that would otherwise be the issu¢hef management and ownership retail

chain would have to deal with it.
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One of the major positives of licensing is thatan be expected to streamline upwards
operations as the leading classical salaried empoy has generally no such work
assignment as a franchisee, which is engaged irbukaess capital. Franchising is the
licensor for the ideal form of expansion and does mamely need the insertion of any
additional capital, as it is given by the franckis@he Franchisor from this cooperation
also benefits by the way that the license holdstsally know better the environment and
so can enforce themselves much better. This isc&slyetrue if franchising is used as an

input method the foreign market.

Franchising is often called as the system of ocatl@his name is best suited for the

situation where the franchisor is a producer ofatergoods and Franchisees build up the
distribution network. Grant of the license then kgnot only as a very good and cheap
way to create a distribution network, but also alfateral sales as the Franchisees are in
most cases totally dependent only on the salasediranchisor. (4) (11)

2.2.4. Disadvantages of the Franchisor

Although the franchisor is by licensing premisebstantially free from routine matters, he
is still responsible for the entire network. He @wes the reputation and the chain is
therefore forced to constantly check that licenssmaply with all prescribed Standards.
The Provider and Licensee may also have very édifferviews on the volume of
investment, which should be used by the franchisagpgrade or renovate the space and
recovery equipment and to meet mandated standétle tranchisor. If the licensee would
ignore the compliance with all standards that at there would be a threat on the
reputation of the entire network of stores. Althbutpe headquarters is not capitally
engaged at the premises of the license holder plogir management could damage it. This
can lead to the deterioration in the perceptiothefchain without the obvious franchisor’s

assistance.
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The Franchisor also faces the risk that the frassghimay due to his good results acquire
the impression that the licensor is no longer néedéere may be a deviation from the

original rules of the relationship between two jgsror even the effort to break away from

the company’s headquarters. Using the same logietis a fear rising that the recipient of

the license only lets himself get by the headquarteained and then with the acquired

know-how he creates his own independent operatibich will directly compete with the

original concept. (In practice, the above acticens loe legally avoided quite fairly)

The Franchisor further in connection with the psto of franchise faces the risks, that in
the situation, where some stores are owned andgedndirectly by the headquarters and
some in the administration of the license holdensy be substantial different working
conditions for their employees. This fact may caesasiderable dissatisfaction and
pressure on employees to identical working conaiitiachich may not correspond to the

standard in the locality. (4)

2.2.5. Payments related to providing the license

Providing a franchise license is a way to acqusewices to which are usually connected
various payments. The license holder often encosiméth two types of payments

including entry and running payments. The firstetygf payment is used for example for
the provision of know-how and brand, as well ap&@h selecting a suitable site and builds

a business. This fee is usually around 5 to 10gmeraf the total input costs of the licensee.

Interim payments are linked to services that amviged to the license holder throughout
the franchise. These services include mainly marggetvhich is common for premises in
the entire network and is usually secured by thadfearters. In addition, the ongoing
training workers, provision of suitable raw matesappliers, development and assistance
with the implementation of new products. The ratethese services is continuing normally
from 1 to 15 percent of the actual gross saleslentere it can be set by both upper and

lower limit of absolute payments. (4) (Czech FraselAssociation, 2008)
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In some franchise networks are only charged infeals. In such cases the licensor may
only provide the know-how by training personnelpglies or equipment necessary to

recommend to the supplier, the selection of swugtdbtation and then the contractual

relationship ends. It is then only to the licenaseeceived the instructions to dispose of the
business. However, it is questionable whetherigmaase it is still a franchise, regardless of
how this relationship is called in the contractefiéis no ongoing service and assistance
provided by the franchisor, which is one of theibagfinition points.

(Czech Franchise Association, 2008)

2.3. Divisions of Franchising

For the majority of the population franchising isbasiness form, which is associated
almost exclusively with fast food and other typessdxample realty concepts. According to
Mendelsohn (4) can be franchised almost anythirdytha list of franchise companies in
the United States gives him the truth. Accordingh® diversity it is useful to classify the

market of franchise concepts into certain categorie

The first option is to follow Zbynek Loebl and Dahakajovou (1994), who understand

franchising as a marketing system that has thiféereint forms:

1. Production of the patented product. In this caseset on the franchisee licensing

agreements for products manufactured joins tradesvarthe licensor.

2. Distributor Agreement. Franchisees are working adis&ribution network of the

Franchisor products. This is an example of theoc@as station concepts.

3. License Agreement. With this agreement, the traesfenay operate a specific
business under the auspices of and on behalf ofrémehisor. The Franchisee
provides ongoing assistance and it also checks hg&het complies with the

standards common in the whole chain.
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The above-described division of the current mafkspecially the Czech one) is not too
beneficial, because the vast majority of todaysdhise concepts falls into the category of
licensing agreements, which are also known as bssiformat franchising. A significant
expansion and instantiation of this division repres MrsReznikova (8), she focuses on

different aspects by which it is possible to pratee

First - Historical
a. The Product franchising - permission to selhted products.

b. Franchising business - obtaining licenses tofiggl business concept, including support

during operation.

Second - Subject Franchise
a. Industrial - licenses to produce products argsidy subsequent sale.
b. Distribution - sales of licensed products.

c. Service - provision of services under the nafthe® franchisor and its supervision and
support. Wholesale house - here the franchisorllysaats as a producer of products,

which the franchisee (as a wholesaler) distribtgestailers.

Third - Vertical division

a. Single level - all Franchisees are from the gmosve of the hierarchy on the same level

in the chain.

b. Multilevel - Franchisees at various levels @ thstribution chain.
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4th - Relationship with third parties

a. Simple - the licensee is not allowed to perf@amny activities that would lead to the
spread of franchising.

b. Master franchising - franchisor provides the t@a&ranchisee the right to continue to

provide franchising.

5th - The territorial aspect
a. National - within a single state.

b. International - across national boundaries.

The given terms are beneficial in the theory, betanalysis of the Czech franchise market
is based on the information published by the Cz&s$pciation of franchising (2008) and
shows that, once again almost all concepts cantbgrated into a single formula, namely:
business - service - single level - simple, wherly breakdown by group of countries, the
vast majority does not fall into either categoryt bere it is based on approximately the
same number of Czech and foreign concepts.

2.4. Legal aspects of Franchising

As already mentioned before, in many publicatidmes official definition of this form of
business is not really recognized by the Czech @entracts that are concluded between
the licensor and licensee can contain many terras dne described by the Law on
Protection of Competition (hereinafter OHS) asgglk practices. It's all about fulfilling
nature of agreements distorting competition, whach hereby defined by the law. These
agreements between businesses are generally alhich may limit, distort, prevent or
otherwise distort competition.
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Specific arrangements which are quite common incingsing and fulfill the above general
description as those that leads to direct or imtliceetermination of the price of a single
business entity. Further commitments to reduce @drol the production, geographic
market partitioning and franchisee obligations thdk be determined by supplier (may be
again the franchisor) and remove services or pisdiicectly not related to the business of
the designated franchise agreement. As unfairipeaict terms of OHS we can consider the
commitment to limit market access to other compgtijti.e. not to provide additional

licenses.

It is therefore apparent that franchising, as aawvarvertical relationship between the
licensor and licensee and as a horizontal reldtipnsetween Franchisees, to some extent,
restricts competition between markets actors irew|wvhich is contrary to OHS. On the
other hand, the vast majority of franchise concelatshot operate in areas of the market
where collusion and especially the competition oamwost frequently. These tend to be
fields such as energy, or network suppliers andfi@lds of small and medium-sized
enterprises, which are typical for franchising. fehean be a contrary, contributing to
public interests, in particular with regard to {h@duction of goods or promote technical
and economic progress. This has resulted in Czaweh dwarded by the Office for
Protection of Economic Competition certain typesagfeements, thus franchising, the
general block exemption, which to some rate makpessible interfere prohibitions of the
OHS. This exception has but with certain conditions

Among the most important issues are that actorthefagreement must not be on the
market is in a position to be able to conduct theidermining in its competitiveness.

Another example is the requirement that one partthe agreement was not entitled to
impose the price of the other side, regardless ladther the terms of trade were between
them or a third party. (8)
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2.4.1. Franchising in the Czech Republic

Mapping of franchising in the Czech Republic is pticated by the fact that the domestic
legislation does not recognize this and in mangsgatsis not possible to determine exactly

whether a specific relationship between tradingngas is franchising or not.

Furthermore, in the Czech Republic there is onky, drut now more organizations that aim
to associate to provide Franchise. It is theretbifecult to determine exactly how much is
in the Republic franchising networks or systems.the most trusted source of information
from which this section is drawn primarily workwsdely regarded as the Czech Franchise

Association.

2.4.1.1. The development of Franchising in Czech Republic

The first franchise systems in the country occuriredl991, when arrived at the local
market companies like Yves Rocher and McDonald$. Qissemination of forms of
business in the early days was by no means easylyMaexperience prevented business
with this system and business as such. (12) Thelolewment was also slow because foreign
companies operating these concepts would not inuste Czech legislation and also did
not find enough suitable candidates for the liceAssignificant problem was also a lack of
equity between the bidders.

In recent years, however, shows that franchisinghenCzech market will still be more
prominent. This is evidenced primarily by unpreceddly growing interest of foreign
systems to enter the local market. A major impétushis growth is beyond the current
positive economic and political environment as vesllentry into the European Union and
the associated harmonization of Czech legislatidh BU laws. This was raised as a shield
of foreign investment and enforcement of judiciatidions. Positive impact on foreign
investors also operates the gradual harmonizafitimeaCzech tax system.

(Czech Franchise Association, 2008)

The development of franchising in the Czech Repudlso contributes to changes in the

world market and in international trade. There isna@ticeable increase in constant
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competition, which forces small and medium-sizedegnises to build networks and
alliances, which allow you to strengthen our positin the market and provide some
protection against competition. Also leads to tlmerinationalization of trade and
expansions to new markets. This again requiresngndusiness partners and strengthening
relationships with them.

(Czech Franchise Association, 2008)

In line with the above fast growing number of fraise concepts are which are available on
the market. Similarly is increasing the number elbbging to license holders of individual
concepts. At the end of the year 2003, accordingtaétistics of the Czech Association
Franchising (Franchising Czech Republic, 2004)elzee about 90 different franchisors.

At the end of 2007, there have already been reg$te31. The Association also states that
the franchisor rarely opens its own establishmadtfacuses instead on opening additional
licenses. While the one still feels that the licetlders in average have only 1 or 2
establishments. Of the current franchisors is abo&t from the field, and 50% of the area
of trade. There is a large group of licensors tst fimod outlets and also there is a
significant number of Realtors. Other common am@asfrom the hotel industry, Tourism,
selling fashion and textiles and cosmetics stonglsdaugstores.

(Czech Franchise Association, 2008)

All franchisors, who are registered by the Czeclsossation franchising, together with

their areas of operation are listed in Annex 1.

2.4.1.2. Czech Franchise association

Czech Franchise Association was founded in 1998ramprofit professional, organization
grouping at the national level providing licensiagd franchising experts focusing on this
issue. The main mission of the association is &ater favorable conditions for existing
franchise systems and support further developmfehisoform of business.

Member of the Czech Franchise Association can becamy domestic business entity that

applies to the Czech Republic for more than one iyefianchising as a distribution system

25



and has provided a license at least for two fragegs. Two other possibilities of obtaining
membership of the holding of a master-franchisa reputable company on the domestic
market or a company performing or publishing cotady activities in the field of
franchising.

There is also the possibility of extraordinary associate membership for candidates who
do not meet the above said criteria.

(Czech Franchise Association, 2008)

2.4.1.3. Franchising as a method of entry onto the domestic market

One of the frequent themes of the franchisor foensing is ignorance to the local market
and the assumption that the franchisee has thelkdge and will be able to utilize them
for the benefit of both. Entrance to the new madketiously carries with it an increased
risk of business failure, so it is advantageousafoexpanding company to transfer a lot of
this risk to franchisees who will then participatghe expansion of the capital.

The fact that the franchisor is originally from ahd, the acquirer does not license or takes
an extreme increase in risk compared to domestiprnégrawbacks. It is therefore a
mutually beneficial relationship, which is widelysed in the Czech Republic and has
usually one of the following forms:

1. Direct franchising. This is particularly the eawhen the franchisor in one country
manages a network of franchisees in another counlrg strategy is typically used for the
first phase of expansion into a new market andnily suitable for smaller regions. For
example the managing of franchisees in the SloveghuRlic is from the headquarters in the
Czech Republic.

2. Regional Franchise headquarters. The parent @oynip the country / region creates a

subsidiary, which also provides franchise and emfigr the rules laid down by the parent

company.
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Examples include McDonald's Czech Republic.

3. Area developer. Very close to the previous fobut instead of opening regional
headquarters contracted with a third party, locafltreer who searches for suitable
franchisees franchisor and then provides them watte and consultancy. In this country,

this form of cooperation is not in practice.

4. Master franchising. The essence is that expgrtie company provides franchise to the
whole market, i.e. master-franchise. Master frasehithen is given to the market and
works equally well as a regional headquarters,itist quite a separate business entity. It
also has the option to continue to provide clagsinchise within its region. This entry
strategies international market is by far the mwegtespread. For us it is operated as
follows for example, fast-food chain KFC.

(Czech Franchise Association, 2008)

2.4.1.4. Franchising companies in the Czech Republic

In this part of the work will be more specificaljescribed and partially divided the
franchise market in the Czech Republic. Criterieoagding to which the individual concepts
are categorized into distinct groups is certainlyren In addition, the factors listed in the
first chapter may seem like the most natural divishccording to the size of the necessary
initial Franchisee investment, because that largelermines who is given the Franchise
intended to offer to a still young Czech markethis respect is very varied. Just an idea,
the initial investment for the licensee can rangemf about 50 thousand CZK (Fornetti
Centro, bread) to about 150 -300 000 000 CZK (Gbibby-market).

(Czech Franchise Association, 2008)

However, the author based on information aboutviddal franchisors that are presented
by the Czech Association of franchising (2008) deenthe most divided licensor
according to other criteria. These are, first tbeia description of the concept, a form of

central support franchisees in the chain, and éshecequirements that are imposed on
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the franchisor interested in the license. In paléic according to these requirements, it is
evident that the majority of licensed operatinglom Czech market may be identified either
as a concept that creates a completely subsidiarias such, which incorporates into its
chains already operating independent businessesseThwo specific methods of the
creation of chain branches are more particularlycdeed in the two of the following
chapters. Of course there are also franchisorsythatcannot fit neatly into one category,
because they are combining both.

2.4.1.5. Turnkey Franchising

For this form of collaboration is the sequence wérgs usually such that franchisor first
builds the business and manages the branch. Thareaarches for suitable candidates for
the position of the Franchisee in its chain, whictder certain financial conditions of the
business within the franchise is taken up and mechag a separate business entity under
the auspices of the names and know-how of the fitaac Prime running branches secured
by the Franchisor are not absolutely necessaryijthsitimportant that franchisees do not
operate the enterprise before plugging into thanchaut come already to the finished
project, therefore a turnkey concept.

This form of the creation of franchising chainsGermany and are dominated by way, for

example, a built network of companies Oxalis, BaéiguBoulevard, Paneria or McDonald's.

2.4.1.6. Brand Franchising

Although this method is used by fewer represergatiand their place in the Czech market
of Franchising is here also. Building networks pesges so that the franchising chain is
connected already to functioning independent eng¢regurs with their own branches, which

are then tailored to meet the standards and st@sdat Franchisor. The extent to which
individual plants are then given network to comp&rawith different concepts may greatly

vary.

In some cases there is a complete transformatiobusiness, as in the visual, thus

rebranding (Kotler, 2005), and especially in tewwhservice, where often there is a change
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of suppliers and product line. In some franchisacepts, besides the acquisition of
licenses and entry in the chain is only almost gligible change in the customer barely
notice. Often it is only a change of name of a canypand the associated changes in the
marketing strategy.

The franchising system consisting of the assoaiaibeady functioning enterprises one
network is common for example in hotels, real est#fices and smaller stores food. It
links the licensee to the opportunity to enjoy mifear name of the franchisor opportunity
to advertise as a chain to a much greater extantitnwould be able to be an independent
shop or an option, because of its economic powex#wt pressure on suppliers to improve
business conditions. A benefit of the franchisdcwaates the primer income in the interim
fees for the license in the extension chain, wiéchspecially in the hotel network and is
very important. Especially for the Franchisor igortant that the franchisee complied with
norms and standards set for the entire chain, wibkerit could be dangerous to the name
and reputation of the whole. An example of thisnfoof franchising can be in Czech
conditions including chain of retail grocery stos¢nka, the network specialist joinery
refurbishment races Welle, and many real estateestf

You will now be presented to a real estate comp@entury 21, as a typical representative
of a franchising brand. It was founded in 1971 he United States and the 90’s flight
massively expands to the whole world, for examplé€hina it has created a network of
more than 2000 offices. The company currently desr&entury 21 nearly more than
9,000 branches, located in 70 countries. The maa af expansion in recent years is the
Eastern Europe where the company has been opefatiegample in Russia, Poland and
Romania.

At the end of 2008 came in the form of master-fhése sales on to the Czech market. It
would seem that the culmination of the financiasisy which strongly affects Czech real
estate market decline in real estate prices andutiwallingness of banks to provide
mortgages, is not an appropriate time for the eotrgew companies. But the opposite is
true. Czech real estate market compared to thosempare with developed countries is
highly fragmented. Operating here is an unusuahgd number of mainly smaller real

estate agencies and independent brokers. The isrisssially associated with the decline of
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the weaker companies with a total consolidatiorthef market when there are mergers
leading to the creation of fewer, but larger amdreger companies.

This corresponds exactly to the strategy of thepmmg Century 21, which, from their
entry into the market in November 2008 managedte have license to sell the franchise
to 20 smaller and larger real estate offices. Amttregfirst of which was then the second
largest Czech Reality 21 became a separate offftar, which followed for example ABA
Reality, Reality, Angel or Dynamic, which are noarpof the chain Century 21. That is
the current period suitable for cooperation in then of franchising, confirms to seven
licenses sold competitor REMAX during the first twmnths of this year.

(Economist, 17th 2009)

2.4.2. Pre-contractual faze

It is necessary that before the franchisor is eflethe project he was at least involved in
one pilot project that was undertaken by him. Qthé® pilot project proves to be viable for
a period of at least one year, the owner may tbhinkanchising project extensions. Legal
basis for each franchise company is a contractladad between the franchisor and
franchisee. Yet before this contract, it is necgsda handle the offering brochure,

Franchise package, the manual system and the tgo#stions.

2.4.2.1. Offer Brochure

Tender booklet is an obligatory part of any pretcactual phase franchise business. It
should contain a range of products, services andnt#ogy, the amount of input and
ongoing fees, rules of use trademarks, patentectbgs of the project and the conditions
for terminating cooperation. This booklet shouldves primarily as an interest in the
possible input into the project to be able to geerded in choosing the appropriate

franchising.

30



2.4.2.2. Franchising package and manual

Franchise package includes a procedure to helpeiestablishment of the Franchisor new
company, permission to use the intangible rigimsge and goodwill rules of training and
all possible support possible. For this assistaaqaires the franchisor from the franchisee
fees both at the beginning and in the course opeion. The content of the manual is a
management methodology. It is a kind of a detagedlance on how to manage daily
business franchise process. Since this is almesgt@mby step guide to success, of course
every effort the Franchisor protects this manuanibl should begin with a description of
the franchising project and its basic philosophwter following and describing the
methods of management of the entire company artthilg operations. It is helpful to have
also standard forms such as contracts, agreemaentsaterial accountability, trade secret
protection, competitive clauses and agreementsswigipliers, customers and others, which
in normal operation may occur. To conclude it thelheuld be a detailed directory that
links to all the members of the franchise netwdrks very important that this manual is

updated regularly.

2.4.2.3. The system of control questions

Even before the two sides decide for mutual codmerait is necessary to ask a couple of
questions. It is very important to the franchiseeask questions such as, | am an
entrepreneurial personality? Am | able from a peat@and professional perspective to bear
the weight of an independent business? Do | hameegwrevious experience with this type

of business? What everything | know about the téuar and franchise business? Are the
products or services capable of being competitiveny area? Do | have the necessary
capital? How can | obtain it? Does my investmenteha real chance to return? Not only

these, but many more questions are usually theenbrif the questionnaire sent to

prospective franchisees by the franchisor befarisg to fill the application. Very similar

guestions should be asked by a franchisor. Somegtihese issues are underestimated, but
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they should be an important guide for the propéecs®n of Franchisor and Franchisee
vice versa for the right franchisee for projecesébn.

2.4.2.4. Pilot project

The actual system is usually created by first thadhisor business establishment and after
to help him to try to expand franchising. There aetatively often meetings with
businessmen, who are named as the black sheepe Ené®preneurs are trying to use
franchising to obtain cash resources by offering selling uncertified and pre- untested
project. For this reason, the choice should be andfrisor thoroughly well-considered
decision and very well proven. Franchisor shouidttr create a project as simple as

possible.

It was the pilot project that should verify thaistbusiness concept of operations is capable,
should address issues, identify gaps in the firmesiablishment, determine the optimal
opening hours, determine which is the most efficavertising, etc. In this trial operation
often the training of employees is performed whe then subsequently acting as advisors
to the new franchisees. Franchisor's obligationrtdertake a pilot project is so important

that has been incorporated into the codes of etiifranchising associations.(8)

2.4.2.5. Innominate contract

The usual parties are businessmen, so it is nagessaapply to their relationship the

provisions of the Commercial Code, where in § 2&dagraph 1 provides that the third part
of the Commercial Code governs the obligations ajraumsinessmen, if they occur at the
obvious level with regard to all the circumstancHsat it relates to their business.
According to the Commercial Code can enter two $ypkecontracts. These are the first
contract given, which contains more details abaavigions currently in the third section

of the Commercial Code. The others are unspectedracts or innominate, which are not
expressly regulated as already mentioned. The lpbgsto conclude unnamed contract is

embodied in § 269 paragraph 2 of the CommerciakeCuadhere it is stated that, the parties
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may enter into a contract and not designed as @ t¢fpcontract. However, if there is
enough participants unless the subject of theigabbns.

Currently the franchise contract is not regulate@my way in the business or in the Civil
Code, which under certain circumstances also appientrepreneurs. It follows that it is a
contract and that it is located in the innominaietract and it's a legal expression only in 8

269, paragraph 2 of the Commercial code.

The basic legal requirement for closure of the umedagreement is sufficient to determine
the subject of States Parties obligations. No otleguirements of any other law are
provided. Franchise agreement is the only documanth regulates mutual relations and
which parties determines their rights and imposestltem the obligation. It should
therefore be the result of far-reaching negotiaipreceding the closing contract. It is not
regulated in any manner or form of the franchiseeagent. It will therefore depend
entirely on the will of the parties that enter irgtacontract in writing or orally. Given the
importance and the lack of regulation it can bememend that the contract was concluded
in a written form. (13) (14)

2.4.2.6. European Franchising ethic code

Although franchising is not legally anchored in timividual national jurisdictions,
however is its treatment in the European Uniongrated and on a very high importance
level. One of the first documents that regulat@dhasing businesses is the European Code
of Ethics for Franchising (European franchisingead ethics) treated in 1972 European
Federation of franchising in collaboration with inatl franchise associations from the

various Member States of the European Community.

The Code contains a summary of basic rules ofctamduct and conduct in the franchising
practice in Europe. This Code is binding on the iers of national associations that have
adopted it. The Code was passed by the Czech Agmwciof franchising in its inaugural
Assembly on the 26.10.1993.
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2.5. The know-how of the franchise concept whenairtipg

Some specifics contain the license agreement okrtbe-how that can be adapted to third
parties, without a charge or for a fee, usually tbrough licensing agreements. This
adjusted license agreement, however concerns belyights stemming from the industrial
property and not from another intellectual propeltylimited to facilitating the exercise of
those rights and does not include the transfeis @tljustment does not apply on the know-
how and the object is not a right, but the onlyeothsset. The license agreement is the
subject of which is the know-how concerned of aiiltllve concluded on the basis of § 508
and following paragraphs. This license agreement lmeaconcluded with using the analogy
of the above provisions. It is possible and basethe consent of both parties to proceed in
concluding the license agreements knowhow with tise of § 508 et seq. of the
Commercial Code. Know-how a certain property vaki&ept in secret by institutes and
this secrecy is served to them. It is thereforeeagary to deal with this know-how as trade
secret. The protection is then the trade secrettguasubject to certain conditions, both
within the law of unfair competition and within tleeiminal law. A substantial part of the
contract is the manual. This manual is a kind obkbmok for franchise concept as
mentioned before.

Obligations of recipients correlate with the obtigas of the provider, if therefore the
provider leaves the recipient certain intellectpidperty rights, he then has a duty to use
those rights and treat them according to contraicst of all, just follow the provided
manual. Another obligation may be obliged to therse of products from the provider, but
more often from manufacturers, who must be apprdwethe provider. The right of the
provider is the control of the recipient and it mgahe beneficiary obligation to submit
regular financial reports of the provider and itstivaties consist of accounts. Such

information usually fulfills two goals.

The first is to allow providers following and thesrformances of each recipient and

simultaneously provide basis for the calculatiofieafs paid.
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The second objective is to enable recipients tdlssie performance in comparison with its
plan with other members of the franchise networkvilers are usually required to present
gross revenue, profit and loss accounts and cagi@aénditure. It is also the duty of the
recipient to pay of certain fees. Again, it dependghe agreement between the two sides,

as denominate these fees, the amount will be paldrawhat time period.

First of all, the recipient pays to providers a-tinee input fee. The fee varies depending
on the complexity and success of the concept teptovider offers. The entry fee could
be characterized as a fee for the development @mdfer of industrial protected rights.
Another ongoing franchise fee is a fee, which igl paonthly and set a percentage of the
monthly turnover. Actually, it is a payment for sees that are continuously provided from
the provider. The amount of these interim charges again on different franchising
projects varied, but can be determined from otleidbamounts, such as net sales from

restaurants. It is possible to meet with the calooh of ongoing fees and gross revenues.

2.5.1. Advertisement

In most franchise systems for commercial and athreg; at least in a part, as noted above,
cares the provider about the support in markefling purpose for this service comes from

its contribution to recipients. Most often is cdated by posts advertising using the same
method as for the calculation of continuous fedsest contributions and taxes are also
related to the need to adapt the contract duenefentry fee is due date mostly date of
signing the contract, the other is always set byuntg on a particular day of the calendar

month. It is appropriate for providers also to nfipdihe consequences of non-payment fee
as a penalty or interest of delay. The contract alay be regulated by insurance, liability

and limited liability.
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2.5.1.1. The duty of confidentiality

Regular item on contract is an obligation of coefitlality and confidentiality. The
recipient is obliged to ensure that its employe®smy with the obligation to remain silent
about all data and information relating to franotgs system. The provider of your

franchise concept usually provided in the contregotiation of pre-emption rights.

2.5.1.2. Price condition for services

If a beneficiary is received from the providersggobds and products, they can be signed by
the beginning of their cooperation, thus simultarsiy the franchise contract, terms and

conditions regarding to the supply of these go&uliges of goods or services are provided

to the beneficiary and are determined accordirtherice list drawn up by the provider.

Prices however do not contain precise rates, iptice level, in which it is possible to
move. Binding determination of prices would be intavention of the Protection of
Competition. Specific prices then determined byheegripient at the price level itself,
taking into account the specific conditions of theantractually specified area and nature

of customers.

2.5.1.3. The competition ban and the period of the contract

Franchise relationship should be capable of longrtexistence. The contract is usually
concluded for a period of 2 to I5 years. Therease contracts with longer duration, but
the most common period is 7 years. Given that fberea long-term cooperation is
essential and that a contract is to prevent sgnatwhere either one party is not satisfied in
the relation to each other. It is therefore neagstamake the end of the contract before
the expiry of the periods agreed. Such a posgibifit for example the possibility of
withdrawing from the contract. Reasons for withdahvWwrom the treaty, however is

properly adjusted.
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The basic reason is the long-term insolvency, failinstructions provided by the

beneficiary, provider disrepute or failure to asei@nticipated turnover at some time. After
the contract is no longer beneficiary it is endtk® sell goods or provide services. It also
may not use the name, description of goods, markisogher characters mentioned in the

preamble of the franchise contract.

After termination of the contract there must algoadbmutual settlement. In foreign sources
may be found even with the ban for former recipientompete for some time or another
provider recipients in the same business. For gb surestriction in the contract has not
been possible and the provider could prosecutgissttionly if after the termination of the

contract is used his know-how and business methdudsh have been the subject of

franchising.

2.5.1.4. Thearbitration clause

If the franchise agreement has been concluded katwetrepreneurs within international
franchising, it is advantageous to adjust the goesif applicable law, which the contract
to manage, and negotiate contract language intatgme and in particular arbitration
clauses. Using arbitration appears as if franchisippropriate dispute resolution, even in
cases of national franchising because that dismresliscussed, and methods of internal

information confidential nature that the publi@atrcould be abused.

2.5.2. The final clauses

In the interests of legal certainty, it is apprapeito incorporate into the contract a clause
stating that contractual lose all previous agregmbéptween the parties, their force. It is
also injecting clause in the contract that if ampvsions of the contract and becomes
invalid, the other provisions shall remain in vald The contract must be signed by the
parties and, of course, bear to the date of theatige. In some cases, the contract is

concluded in front of witnesses who will sign adlwe

37



Finally, it is useful to summarize the franchiseemgnent is a very complex document that
needs to be carefully worked out. In particularsihecessary to take into account its long-
term absence and the fact the legislation. Contshould be concluded after long and
detailed negotiations between the parties to wpatties should invite a consultant with

legal education and to prevent and potential caisfihat might arise from the contract. (8)

2.6. Business legal act

Franchising is a relationship between two or mefasate businesses. Entrepreneur of the
Commercial Code shall mean the person registerdideiiCommercial register, the person
doing business under a trade license, a persondsssunder other than trade authorization
under special regulations such as lawyers, doctoosaries and individual, which is
engaged in farming and is registered in the regigterred special law. All these persons
must perform continuous activity their own named an their own responsibility in order

to achieve profit.

One of the cornerstones of the franchise privilzgachisee is the use of a trade name of
the franchisor as already mentioned. Trade nan@ename under which the entrepreneur
acts is in their business. The commercial naméehtatural person's name and surname is
possible with a clause that sets it apart from rohrgrepreneurs. The business name is a
legal entity and the name is under which it is exdein the Commercial Register, or
another law tent to the Register. Business nam¢heflegal person must contain an
appendix that identifies its legal status. The [awahibits transforming the business name
without a transfer, but is not an option to useadé name of another business entrepreneur.
But it is essential that the franchise agreemerst weorporated arrangement by which the
franchisee is entitled to use the trade name ofRfachisor in connection with the
franchise system and its features and on the ditwed the Franchisee will have a duty in

the ordinary course of a trade act as an indepémragrepreneur.
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An essential provision is the protection of tradersts Franchisor. Trade secrets defined as
a subject of rights belonging to business. Thisre®walso describes in this provision of

several characters.

Firstly is the material characteristic of the natiaf the Commercial secrets. By law, trade

secret includes all commercial, industrial or tachhnature relating to the business.

The second sign of commercial secrets is thathalldonditions are of actual or at least
potential tangible or intangible value. In this @w@er is also included under the general
requirement definition of the business assets ef dampany and in 8 5 and 6 of the

Commercial Code, which is appreciable trade seastscomponent of the business.

Third character of trade secret is that fact thhatonsists not in the relevant business

society.

The last assumption is of subjective nature. Ofden fact to have a trade secret, it must
be according to the will to reveal the entreprenand businessman correspondingly
ensures its confidentiality. Trade secret law i€l@sive. His content is authorized to
dispose of a mystery, especially to authorizents determine the conditions of use of such
use, which is a legal authority and which the Fhése is for use in almost all cases.
Entrepreneurs obtain for the legal protection \iolaor threat the right to trade secret in
unfair competition. With this protection of the oaisces lie in the fact that the entrepreneur
whose right has been infringed or threatened arsdtha right to demand that he who
violates the law or threatens your refrain and nesdocaused by the defect. Entrepreneurs
may also claim reasonable satisfaction, even ineayolh damage occurs entrepreneurs can
require compensation. If the offender such dealamgsched, the entrepreneur has the right

to issue such an unjust enrichment.

With the protection of trade secrets related to ghatection of know-how. Aside of the

franchise relationship may be a foreign personalissérom the Franchisors side. A foreign
person is a natural person residing or entity kedabutside the territory of the Czech
Republic. Enterprise foreign person is considecedbe the location of a business or its

organizational unit in the Czech Republic. A forefgerson may be in the Czech Republic
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participated in the formation of a Czech legal tgntir to participate as a member or a
partner already established Czech legal entity.

For the foreign franchisor is the current legislatadvantageous and it can be opened by
the Czech legal entity and, through her, to impleire pilot project and to take other
important steps to expand its franchise networthenCzech Republic. What should not be
forgotten when doing franchising is to secure dailmns. Important institute in this area is
a penalty obligation. This penalty is one of theamgeto secure an obligation, which the
contracting parties agree on and also that theoheris obliged to pay default by a certain
amount, but unlike with interest, it is necessaratrange written form, otherwise the legal
claim arises even when the violation. The amounthef penalty is to be determined in

advance by either absolute or determination ofbéhod of its calculation.

The obligation to pay the penalty may be prosecbieduppliers, such that in the case of
failure has to supply the goods on time, as wealtamers, who may not have removed the
entire quantity, ordered. For contractual fines halistinguish what is the legal relationship
IS concerned, either commercial-use or civil. Ie ttivil regime, the payment of the
contractual penalty shall not release the debtomficomplying the following secured
obligation, contractual penalty generally precldide claiming damages, unless the parties
otherwise agree, and the debtor is not obligedatp @ contractual penalty. If the breach
fault will take a wrong way the possible litigatioo prove as appropriate. Mode of the
legal business for business obligations has toyagtthough the treatment of the Civil

Code exempt with significant variations was givgrtie Commercial Code.

First of all, circumstances excluding liability leaan effect that the obligation to pay a
penalty, which is particularly important when comgzhto the damages, for which it is not
generally required that, when it proves that theabh was caused by circumstances
excluding liability according to 8 374 of the Commmial Code is necessary. The
Contracting Parties may, however edit conditionsvitbstanding and are not mandatory to
provide the provision. In contrast more over ig thdisproportionately high penalty can be
reduced by court. Surrendering the contract do¢saffiect entittement to the payment of

the penalty, but these provisions yet again nottreotually bind and can be changed.
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Contractual penalties can provide any breach, mby émely payments, although are
naturally the most common case.

In practice prevails approach where the agreemerthe contractual penalty is provided
directly part of the contract can be however, th®e legal effect negotiate separately with
the penalty reference to the secured obligatiore $acond case will be in place if,
provided by the contract was concluded orally omlg, had to keep in mind arrangements
that the penalty must always be in writing, otheemt is null and void, even if the debtor
with him and subsequently agreed to such performamould be assessed as unjust
enrichment creditor without legal reasons. For th&son it is recommended to enter into a
franchise agreements and arrangements writtensxely on contractual fine to include as

one of the points the entire contract betweenridwechisor and franchisee.

The cases can be specified in advance in the abmtegotiated option withdrawal from the
franchise agreement. You can withdraw from the reatonly if it is provided by law or
contract the parties agreed. Cancellation of tharaot is governed by the Commercial
Code in two planes. Above all, the general ruletaimed in § 344 to 351 them delays
associated with the debtor or creditor and rarbbbnes the cancelation of the contract even
if there is a delay occurred. Moreover the ComnaérCiode contains a number of special
provisions in which they are the possibility of ethreasons for withdrawal. These reasons
are both in the general and business obligatichsyedl as the specific provisions of some
business obligations, i.e. in the provisions gowgnthe various types of commercial
contracts.

Some of them are connected to the breach of cdu#laobligations, others are not. In
general legislation applies that the specific pgmns are not included in different
treatments. The Commercial Code, concerns arrangsnier independent adjustment in
the Civil Code. At the same time it goes in itsirty to modify the dispositive.

Withdrawal from the agreement terminate all rightel obligations parties, except the
claim for damages agreement on choice of law orceh€ommercial Code and the
settlement of disputes between the parties. Infidnechise agreement should be strictly

defined the conditions under which you can withdra@m the franchise agreement to

41



prevent such abuse status of the parties to thechkise relationship. It is also appropriate
to formulate that contractual obligations are cdesed for resignation to be substantial and
that as irrelevant. Another option is extinctionfulfilled obligation Institute severance
modified 8 355 of the Commercial Code.

Adjustment contained in it is of dispositive nattlierefore, the Contracting Parties may, in
exercise of its freedom deviate from that princifat it is always important to keep in
mind the provisions of § 265 of the Commercial Gaalkich provides that the exercise of
the right, which is contrary to the principles @lirftrade, legal protection is not used.
Institute severance lies in the authorization &faaty or both parties to cancel the contract
by paying the other Contracting side in the contthe severance pay. In such event, the
Convention shall be deleted from the beginninghé entitled party shall notify the other
Party that his law uses and pays the other paxgrdractual severance pay. Given the
nature of severance would not be appropriate tririsanchise contracts provisions on the
authorization of any Party paying compensation remt$ canceled. Franchise agreements
are a so complex system of contractual cooperdhiahit would not be appropriate and
reasonable to give any contracting party the rightcancel the contract by paying

severance.

Franchisee in this institution could be used touaregknow-how and other skills that once
they got them all, he would pay severance and trdract would be null and void.
Cooperation is also possible to terminate undeBZdnd following Civil Code. This civil
law, which is applicable to Commercial commitmentyarious types of contracts covered
Commercial Code contains different rules. Then thas special legislation, of course, take
precedence over the general. Testimony can be emdgdooperation based on contracts
for indefinite.

A very important role not only in franchising plagdvertising. Franchise businesses have
to be very careful when choosing advertising resesir since each ad must meet
requirements for her imposed namely Act No. 40/1688. regulation of advertising.

It should also not forget to Act No. 634/1992 C#8ltotection consumers.
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3. IMPORT OF A FRANCHISING CONCEPT IN PRACTICE

3.1. Information about the Concept

Progression company corporation LTD

The company was founded in 1998 in the city of KxakPoland, as a company dealing
with a wide range of activities. In 2000, the owmelecided to start working with the
Internet. In the same year idea to provide comprglie services on the Internet. As an
initial Contacts.cz domain has been registered uthde name arose portal which currently
contains approximately forty thousand listings. @thactivities are the provision of
unlimited wireless Internet connection, completepiric and advertising work relevant to
presentation on the Internet and creating presengat Since Krakow, Poland region
managed for the past five years to reach huge nuoustomers, the company decided to
expand outside of the Krakow, Poland Region. Ademeful consideration of how it would

be to ensure the development in other regionsypliemum appeared just as franchising.

For the franchisor is presented the opportunityhdge in each county trained colleague,
without an entailed disproportionately large finahavestment. On the other hand, for the
franchisee to benefit from skilled designers andgmmmers is a proven software and
proven system by thousands of customers without firgncial requirements, both initial

and during cooperation.

In the fall of 2005, the company participated ine tiiair franchise Opportunities
FRANCHISE Meeting Point in Brno within INVEX 2008his option seemed to be
optimal, as the price of a few tens of thousand®ewweesent possible candidates the project
www.internet-centre.com, which cover the entire agmovided Services. During the four

days on the stand gave way to a lot of professiandllay public. The result was sixteen
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potential candidates for cooperation which hasadlyebeen introduced in detail at the fair

system, explained the intention Franchisor and #oded the necessary materials to study.

In January they were invited to a seminar on tieréicooperation. After his graduation for
cooperation decided seven entrepreneurs from diftgparts of the Czech Republic. The
month of March is five of them just before signitige franchise agreement, which is

attached to this work.

3.1.1. Business under a trade license

A simple way is to apply for a license as a busneszdesman on the basis of valid trade
licenses. All desired trades are a 'free tradis, ot their issue to require special training,

experience or other skills.

The second issue is advertising and marketing. Uthie business can be offered and sold

for example advertisement on the internet and cavigle complete Internet consultancy.
The third necessary trade is data processing, a@sgadervices, and network administration.

This business is needed to the service called wsbry. Starting up a business as a sole
trader are the terms of settlement of all legatlyspribed conditions for business by far the
fastest. An applicant for the issue of trade liemnsan only provide confirmation of his
indebtedness to the territorial and financial adtles, criminal punishment and pay the
administrative fee of 1000, - CZK for each issuetlé certificate. Starting up a business

can be at the date of the issuing of this tradmbe.

3.1.2. Limited Liability Company

Most applicants for franchising business are inftren of a LTD company. This method
can only be recommended, even though the limitgiliiy company is somewhat time-

consuming and a very complicated process. The psogkgetting trades is the same as in
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the case of trade business. Setting up a limitedpemy needs approximately 200.000, -
CZK and requires approximately three weeks of .

Once the entrepreneur has settled all the necedsanments, faces the decision how they
will conduct business. He can begin to developblisiness plan and in a way to take risks
and hope they chose the right path. Another walp isise a previously proven legally

business concept.

3.1.3. Costs for business

Cost of such project, such as the www.internetreecdm can currently be quantified at
approximately 1.500.000, - CZK. Necessary techriobdgphackground can be bought for
200.000, - CZK. The biggest item is the developmehtnecessary programs and
fulfillment of the database of companies. Currentlge website www.contacts.com
registered more than 40,000 businesses. Addressiegcompany and requesting her
consent corresponds to 20 crowns, so we have desimytiple of the amount of 800 000,
- CZK.

The remaining 500.000, - CZK will require programgpia publishing system for the web
content management. If anyone was still willingingest in the considerable resources,
truly runs to a great risk of failure. Foundatidnaofranchise company will require only a
tenth of the above mentioned investments, franehiksas save at least 1,400,000, - CZK.
Instead of wasting money, energy, time and stanihaking up the concept after a few
months of operation, can begin to invoice the famtvices, exactly in the first week after
the foundation. From the Franchisee is requirecry yminimum. Minimum of technical
equipment is meant a computer connected to thenktteand mobile phones. From the
above mentioned follows the fact that the openih@ mew franchise business can be
franchised after signing the contract and is a vasy process. For any business activity the

collection of invoiced amounts culminates.

With franchising the project www.internet-centrarcthis process can be accelerated by up

to several months, with less risk and cost requatesl decimal number.
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3.2. Products of the Franchisor — company sign in

Www.internet-centre.com franchising project corssist several products. The first is a
business listing in the directory www.contacts.cddasic description of the company's
activities and contacts for free. The task of thr@anEhisee is to offer and sell prior
statements in the section sponsored links foraZK per day. Just one crown is essential
idea of the whole project and because it has besmraged in the past five years it earned
thousands of customers. The customer pays onlCZK- per day skipping his competition
in the section in which it is inserted and also tiesoption to use the unique services call
the "Action”. In addition, the option of having exded information about the company,
insert corporate promotional banners or imageshagtdight one of the activities that shall

be placed immediately next to the description ®aittivities.

Thanks to the interconnected information systenisitquite distinct from corporate
customers who have description for free. Franchiseesponsible for contacting potential
customers and is preferred to negotiate theseesrior 1, - CZK per day for at least one
year. Print on pre-printed forms at the custonr@gsiest, which contains all the necessary
information. After that it is sent to the headqaeest where it is in 24 hours processed.
Preview of such registration is sent back to ttenEhnisee, along with the invoice sent back
to the customer. After the payment of the finaloice to the customer, who is served by
the franchisee a message is sent to the franctiiabthe registration will within 24 hours
be displayed on the internet. From the above meatiat follows that only task of the
Franchisee is the task to communicate with theooost and the only necessary technical
equipment is a computer connected to the Intefftenks to the benefit of the Franchise
the Franchisee can use the engineers and desfrteéesfranchisor and he does not have to

start a financially challenging system.
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3.3. Web Pages

The system of the one crown is also set by the aotigity, which is the creation of the
web pages with accompanying services. In the CRsgiublic is more than half a million
active businesses. It is estimated that its Intgonesentation of the companies has a little
over a hundred thousand. The reasons why it ighm®tsystem of promotion, which is far
not more widely spread is more. The largest of e®us the price. For many entrepreneurs,
the amount of production for websites in thousamdsven ten thousands is unimaginable.
This is the biggest obstacle so the franchisord#etito remove it in a sharp way. With
thousands of customers, good technical and perkdac&ground of the franchisor, the
franchisee offers for the website production only CZK. End customer has a choice of
five pre- preprogrammed templates. Template systam be compared to the engines
produced at TPCA Kolin, where one type of enginm@inted in three different bodies of
three cars of different brands. Consequently eacHooks different, but the end customer
who bought the car more cheaply than if all thre¢omakers produced engines each
separately. This principle also works in a similabsite for templates at the amount of 1, -
CZK.

Site structure produced e.g. according to a temphath vertically placed menu is very
similar, but the appearance of each site is of smudifferent. The production of each page
is of course based from different parts such asga bnd corporate colors, photos of the
establishment, products, etc. Instead of each mestavould pay the programmer's job
separately, this cost is distributed among hundoédsistomers. The only requirement is a

contract for the operation of such sites for asi€a months.

3.3.1. Publication system

Another obstacle to the development of their webstdifficult and expensive updates.

There is nothing worse for a company than wherr aftiéering the Internet addresses these
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pages or not display at all, when there were otd dach as on a malfunctioning telephone
number. Such pages can be on the Czech interfiefirglable in a huge amount. The
reason is that programmers work is very expengdfeen it happened and even yet even
happens that a change of a single data sourceargeth as a phone sometimes in hundred
crowns. So there is no reason to wonder that regularly updated to owners of such
websites and they do not want it very much. Thetgm might be a system, which allows
the owner free of charge and can immediately beatgod Such a system, called the
English CMS (Content management system) and therefioe tool for web content
management began the franchisor to develop in 2B8@#&r a careful consideration he
decided to build his CMS platform called Typo3.

The basis of this system is the subject of the Gidéhse, which in a nutshell means that
the operator cannot sell it. For the Franchisos #yistem worked out and he translated it
into Czech. That did not violate with the GNU lisenand it is offered as a part of products
for free. With this system, the end customers aatantly and completely do a free update

of their website.

3.3.2. Transferring the publication system

In its activities, the Franchisees of course doamdy focus on customers who do not have
a website. There are lots of companies that theiwvsites have, but their operation and
the update is worth thousands or even tens of #rmussof crowns each year. Such clients
may use the franchisees offer to convert thesespage a publishing system. Due to the
very advanced method of programming the end custalmes not know anything, if he
wishes to maintain the current appearance of sitek and the site with his consent, but
without the transfer of any work. Price for suchngfer is always determined based on an

individual quotation and CMS is supplied for frfecourse.
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3.3.3. Web hosting

Operating condition for every web site that hastyped the address of the page is web
hosting. This service means renting space on dateers of the Franchisor. These servers
are located in a secured room at the headquartete dranchisor, are connected to the
fiber optic link to the Internet which guaranteegyé bandwidth and of course the constant
technical supervision. This service is necessamhaoweb pages are always a loadable and
protected against unauthorized access by thirdegartVith this service it involves the
provision of email services. Every customer hasetlseveral mailboxes. For their selection
can be used the Web interface to the franchisomay collect through standard mail

programs like MS Outlook.

3.3.4. Price comparison and description of the cstitipn

To get an idea of the situation on the market heBn attached comparison of services of
the franchisor provided by its largest competitov@NUX Ltd. This company offers
publishing system called the Web system. It is &tesy developed by the company. The
features and options are almost similar to the dfrigor's system Typo3. The main
difference is in the pricing policy. While the coany focuses on large firms, which can
afford to invest in Internet presentations thousaotl dollars, franchisors project is for

everyone.

Price of the basic configuration of Web systemd$80, - CZK, in our case the Franchisee
CMS provides for free. Price for webhosting and itololl services at the company
AVONUX Ltd. is set to 790, - CZK without VAT montbf operation. Franchisee provides
this service for 10, - CZK per day without i.e. VA®r 300, - CZK without VAT per
month. Price for creating web pages at AVONUX Compétd. determined based on
hourly work. The average we get the amount of temare thousand. Franchisee provides

this service and for 1, - CZK.
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If we take the example of a smaller company or ésathn, we can declare a very
significant way, why is franchisors product on tharket so popular. For companies like
AVONUX Ltd. the client for at least comparable deevpaid following. Approximately
10.000, - CZK for the creation web pages, 30.00@ZK for basic configuration and
publishing system year of operation at the amod®09 - CZK. In total, the first year the
amount of 49.480, - without VAT is charged. Witle thranchisee’s resulting amount is due
to the large number of clients and trade policytaken and was fairly created. From
creating a basic web page and the fulfillment &f lasic content of 1, - CZK. Publishing
system is completely for free. In a year of operati.e. 3650, - CZK without VAT is
generated.

Franchisee signs with the customer the order, & wdpch will be sent to the Franchisor.
Customer gets the invoice from the Franchisee. Qineenvoice is paid, the Franchisee
shall inform the Franchisor with a message. Froenciiistomers it is just needed to get the
materials for the foundation and basic fulfilmeftthe website. Once these documents are

received from the Franchisor, these sites are tsethwithin 48 hours.

The Franchisee thanks to the cooperation contrahttive Franchisor gets to the position
of an experienced, reliable and, above all, onthefcheapest Internet service providers in
the market. The above quotation shows that thecfiiaae can with minimum cost achieve
large profits. (15) (16) (17)

3.3.5. Suggestions of the support from the state

Just to summarize the facts and let the proposats ftow onto the Czech market we ha be
to add that the better support from banks, insbiigt and state are more into these concepts

and are deeply connected in the import.

First of all the situation has to get better witte tassociation in the Czech republic as
mentioned before and to support it better so tiereally a strong partner to help in any

case needed when entering with any project ontdCthech market. We have to have a

50



strong background for the potential customers siheecompanies will otherwise franchise
from abroad.

Second thing is that the banks should make thetfgdio larger and there should be more
than one bank offering franchise financing. The Ksashould give the entrepreneurs a
better interest on these products and getting hegetith this to the third and last point we
have to point out the fact that the state is nahtacare of these incoming concepts since it
is cost worthy and they are depending that if tteeket is not assigned already by strong
competition they will enter. But with rising statlebts and higher taxes the view of the
incoming companies is weaker and weaker. They bBak the people are still holding
money and not spending that much, just for exanfpfeu take the fast food chains them
are and will be successful due the power of theelsiyBut restaurants like Potrefena Husa
will maybe experience some problems in the futwe © the fact that really the people are
buying more food home and do not want to spend nadem going out. Especially when a

typical Czech consumer in average, does not caretathat he is eating.

Getting back to the company dealing with interned aveb pages we can say that there is

still a large potential to enter and develop thek®igin even a strong competition.

3.3.6. Notes to the attached example of a FramzhiSontract

A Franchise agreement attached to this work (Anmexber 2) is the standard contract
concluded between the XXX company as the Franclasdrthe second company XXX as
the franchisee. Since this is a contract model,esparts may be different from those in
specific contracts concluded with specific franekisn each region. In each region it was
necessary to take account of local conditions, rtfagket situation and competition of

course, both common by third parties.

The point I. specifies the parties. The franchisetiact is important not to forget the bank

number and of course the date of the contract.

In section Il. are closer specified products thtotigs franchisee contract that he may offer

and sell. In this very dynamic sector, namely patglichange and the improvement is very

51



quick. More detailed specifications are containedhie manual, which will be regularly
updated. This step | avoids responsibilities athegttange of products or to enter into a

contract to change its additions.

In section 1ll. is an Franchisee the obligatiorp&rform under the head of the franchisor. In
terms of the success of the project, it is impdrthat Franchisees get everyone involved in
this project performed under one trade name. I aksgotiates the Franchisor's right to
withdraw from the contracts in violation of thisligation. It is of interest that the whole

concept served to customers as a whole, which sieohdeliver as the credibility.

In section IV. the Franchisor shall be negotiatgdbligations to the proper support to the
Franchisee at the beginning and during the cooperatWithout experience and

supervision of franchisees may namely cause prabline most important part in this
section is to take care of this right from the begig of the cooperation. Important
passages are the authorized access of the Framdbisese technical and staffing of the
franchisor. Thanks to this can the Franchisee gewvithout any investment services
immediately, the preparation for the franchisee locost hundreds of thousands of
crowns and months of preparation.

In section V is adjusted the maintenance of thec¢hisor's obligation in terms of the right
to franchise in concepts in operation. The purpaddais article is to protect the Franchisee

investment in this project.

In section VI. is another way to ensure the Fraseds investment. In order to take full
advantage of their knowledge and business acumehisnhometown, he's ensured
exclusivity. It is this provision of the franchismntracts in certain cases received for

consideration before the Office for Protection cetitfpn.

In section VII. is adjusted for the further suppairthe franchisor. It is extremely important
to ensure by the Franchisor the in assistance &diord but also in business operations.
Character franchising is that all materials and estisement prepared centrally and

individually to Franchisees and they are requiggdliis to contribute in.
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In section VIII. in the contract marks the techrgpdal progress. In the best interest of the
franchisor is to constantly improve its servicesd &b he can keep pace with its
competitors, or has even tried to overtake the @gitngn. It is important that this right is

not limited by the consent of the franchisees his,tif the franchisor has lost the greatest
right that belongs to him and is like a creatortloé project it can lead and develop

independently.

In section IX. is to the Franchisee provided inwestt protection. These provisions are
very important, because in many franchise systémesg fees are high. They are also a way
to prevent use of franchising black sheep who wanise this system only to backstop

their dysfunctional businesses.

Section X. emphasizes more of the essence of figingh which is confirming that it is
cooperation between two legally and economicalependent entrepreneurs. So it is not
in any way constituted as a dealership. Franctisae@nues to act as a single entity, but is
entitled to the required use and operation undeftlanchisor brand. Just because you can

ensure a uniform appearance establishments andabtaracters are a franchising project.

In section XI. the obligation is governed by theartehisee to learn more. Them both
important is that all Franchisees and their empeyworked to a professional impression
to prove corresponds to the most questions frontomexs and were able to maintain a

high reputation of the entire project.

In section XII. is again remembered the good remriaof the franchisor and the project.
There is also remembered in the case where theHisee will want to offer even JNE
services. It is not expressly prohibited by thisédgment, but this is a conditional consent
of the franchisor. Furthermore, he is not entitiedell these services to other entrepreneurs
who would sell them to end customers. Hereby tloegquure could be granted because
Franchisees are sub-franchising without the corntfothe franchisor, which is for the

protection of the reputation and to ensure therobof the franchisor is inadmissible.

In section XIll. is modifying the obligation of thiganchisee to inform the Franchisor

regularly on developments in the market, the nunolbeustomers, the amount of its orders
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and any facts that may affect the market situatiofiranchise concept. Franchising is a
very narrow term collaboration of two or more epteneurs. It is important that together
actively communicate and thereby ensure that thmitual efforts led to a satisfied

customer.

In section XIV. again the protection of the repisiatand intangible assets Franchisor for
cooperation, but also for the terminations. It is/@e of competition clauses which must
never franchisee termination of cooperation stamdsbme time in a competitive position
against the franchisor. In this article is also edibd the transfer prohibition of franchising
rights. This provision is to prevent the franchisathout the knowledge of the franchisor
that has not transferred its business to anothéy.en

In section XV. is addressed to advertising. In mestnchising concepts, advertising is
addressed to two levels. Franchisor provides ageenent as a central to which he
contributes to the individual Franchisees who @wguired to perform even while local
advertising according to their capabilities.

In section XVI. is estimated the amount of the erfe. The fee is an equivalent for
preparation, which is required by the Franchisoogen a new franchise company. A large
part of it consists of training and Franchisee awygés. Continuing fee is set at 40% of
gross turnover. Though it may seem at first sidgtdt tthis fee is high but it is not.
Bestsellers package consists of creating the we=bsitr 1, - CZK annually as the priority
for registration. The resulting amount of this pagd is exclusive at the amount of VAT
4016, - CZK. Franchisee remains the amount of 240YK from each such contract. It is
important to realize that all technical issuesatdressed in central level by the Franchisor
and Franchisee i.e. after the deduction of theivel@ost of the phone, office, gasoline and
other necessary expenses it still remains a véeyeasting figure.

In section XVII. more developed section Xll is redgjag the competitive status of the
Franchisee, sub-franchising etc. It is recommentliest in franchising the divorce
agreement is in detail, because the protectiohefranchisor know-how should be one of

the most important points of the agreement.
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In section XVIII. ensures the financial control the franchisor. This check is important for
both in terms of calculating interim franchise felbsth for control of the management of
Franchisees. It can be considered as one of tlaehdistages of franchising because not

every single businessman he can tolerate thatdicdntrols.

In section XIX. as in any other contract needs @ospecified the going of the period for
which the contract is concluded. Franchise agreémanostly concluded for a period of 3-
7 years with an option or preferential right toemdion. This contract is concluded for a
period of 5 years. The aim is to invoice each yahexisting customers and will do the
same in addition of new customers. The advantagéh#ofranchisee is the technical fact
that if a client has a web page built on the platf@f Typo3, he cannot choose another
service provider hosting than on which is the sei@®S recorded. It should also be
resolved to terminate the contract. In case of eldatcon of the contract by the franchisor,
you must have a duty to emphasize its forward atiuthentation about clients Franchisor

so that it can continue to provide services.

In the final section XX. as in almost every contrappear final provisions. It is good to
negotiate in franchise contracts the arbitrati@usés. This information is needed to protect
the prior disclosure, which may in the case of tembon can be provided much more

effectively than in proceedings before the ordinaoyrts.

CONCLUSION AND PROPOSAL

The theory was first described in detail and ex@dias franchising, as a modern form of
business. It was also thoroughly introduced toth# major positives and negatives
associated with this business relationship condec8udying franchising issues also
pointed out the lack of legislation to this bussesd no proper regulation or at least
defined really nowhere. It is hard to believe ttat Czech law the term "franchising"” is not

anchored and that even this sort of business eaktip formally in conflict with the law
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on the Protection of competition. Although theraaigranted block exemption, however,
the author would consider sense to create apptepéagislation.

In a search focused on both the theoretical conaefstanchising and the Czech franchise
market, the author met with a lack of quality reses. The only publications are
Mendelsohn orRezntkova, Czech Franchise Association and several ofussible
considered as a correction value. Complicated es tine mapping of the market. Since
franchising is not defined by law, in many casessinot possible to determine even a
relationship whether it is business partners or. kuwever, the author based on the
available information, describes the recent develamts on the domestic market franchise
and suggested its possible division. This is intia®t to cutting other authors is not based
on theoretical concepts, but from the practicaleobations and thus better reflects reality.
Franchise concepts are defined here as "key" orbtand ", according to the method of

cooperation between the acquirer and licensor.

Small and medium-sized businesses are the drivrgefof any economy. It is therefore
necessary that a huge group of people interesetdpropriate care. If these entrepreneurs
will have favorable conditions for the establishinamd subsequent operation of their
trades and crafts they will pay off everyone instiituation. Just difficulties with the
establishment and subsequent early business abegipest reason why many people ended
their business in the first years after the fouioaadf his trade or business or even started.
Probably never confess sufficient support from stege, but we find a helping hand from
private entities.

This helping hand may be just franchising. Wittstbontractual cooperation of two legally
and economically independent entrepreneurs caneceegcessful business and one who
does not have sufficient financial background. Latkunds at the beginning of business is
the greatest obstruction establishment of small medium enterprises. Banks and other
financial institutions do not trust these new emte@eurs and their concepts, projects or
brands. For banks become interesting only when Hae behind at least two years of
successful business history. But how can we suceetdthis new brand, company or

product if it 1 do not know what to buy, build, éclf | am limited in spending on
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advertising and promotion or sufficient quality rhexes, employees or other essential
items, the chances of success are really small.gOssible way out of this vicious circle
can be just franchising. Novice entrepreneurs #eredl a proven concept helping hand,
both financial and human resources at the beginafrthe collaboration and many other
benefits. There are even franchising concepts, biglwno entrance fees are required. It
may therefore happen that a successful entreprelbecomes even those who at the
beginning of cooperation have been only a visiffiorts or a taste for business.

Before selecting a suitable franchisor a franchiskeuld make a careful consideration
whether this project is suitable for him, whetheri$ financially available, whether in the
field of competitive etc. Such questions shoulcabked by the franchisor as well, because
one can spoil the reputation of businesses in tieeesystem. Franchising should also not
become a mean to rehabilitate defunct of the commnrevenues from the initial and
ongoing charges. The biggest problem in my opimsaiat the vast majority of population
of the very concept. For this reason, often arevana what options it offers. One reason
may be that the actual Franchising is not govetne@zech law. Of course it is good that
the entrepreneurs leave a wide contractual freedmm, convinced that at least basic
editing institutes deserve this. In a globalizedrld/at seems to be no place for self-
entrepreneurs. Franchising is one of the ways tead in the market and expand
successful concept to other countries. Franchismes the success of support to the
Franchisor who uses their commitment and knowledfyéhe local environment. This
cooperation helped millions of people around theldvéo get a job. Hopefully, in the
Czech Republic, these projects will increase batmektic as well as abroad. One such
project is the project www.internet-centre.com, athihas only one goal and that, if
possible, to provide comprehensive services tanete Customer is offered a wide variety
of services from which selects the most demandusgoener. Franchisor offers prospective
franchising stable background functioning societyd aequires only hundred percent
efforts. At the beginning of co-operation is regdironly a small initial investment and the
requirements for the establishment of the facdity also in Compared with other concepts
minimal. | believe that this project is on the netrin the Czech Republic that succeeds and

thus ranks among the thousands they work proj&bts aim of this work was to familiarize

57



the reader with the theoretical information frasaig, the situation in the Czech Republic,
find advantages and disadvantages franchising.n®rptactical case, | tried to show that
although the disadvantages of this system, in fadicular case, substantially more

favorable than separate business and | succeedey apinion.
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List of tables
Annex number 1: The list of franchise concepts on the Czech market

Brand / Concept Type of activity

AG FOODS manufacture and distribution of solubledrages
ADOMUS-REALITY OTHERWISE Services, real estate aigen
Aerospinning Services and body care

Alois Dallmayr Automaten-service operation of vargimachines
Alpine Pro Shop, Fashion Leisure

AMBIENTE RESTAURANTS GROUP services, restaurantdeang and fast food
ARDEN Real Estate Services, realtor

Art Property Services, real estate agents

AVEX BAUMARKT Business, hobby-market

Axid Services, real estate agents

Bageterie Boulevard service, restaurant, catenmpfast food
BARUM Services, tire

Benzina Services, petrol stations

Bio-Services Cafés, restaurants, catering anddasit

BO Concept Store, furniture

Body Basics store, drugstore and cosmetics

Botanicus store, drugstore and cosmetics

Brnénky, retail store chain, retail grocery, healthgtdi

Bushman Business, Fashion

The tea garden store, retail food, healthy diet

Premier Concrete Business, building

DANIEL'S DONUTS service, restaurant, catering aast food
Decoland store, furniture

Good Tearoom service, restaurant, catering anddast

Dr. Irena Eris Services, cosmetic studios
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Brand / Concept Type of activity

Ecosystem services, heating

Envy Store, Fashion Leisure

ERA services, real estate agents

Hotels & Travel Services, Hospitality

EUROPE estate agency services, real estate agents
Farber Services, renovation

FLOP store, groceries

Fornetti service, restaurant, catering and fast foo
Fornetti CAFFE service, restaurant, catering astftaod
FotoStar Gold line store, selling photo

FRAIS MONDE store, drugstore and cosmetics

Gold Pralines Shop, retail grocery, healthy diet
Hacienda Mexicana service, restaurant, cateringastdood
Hair Studio Kotlar Services, hairdresser

Helen Doron Early English Services, school / sclodohusic
HERTZ Services, rental cars

Hilton Services, Hospitality

Holiday Inn Services, Hospitality

Hradeska bakery, Bakery

Yamaha Music School Services, school / school afimu
Hudy Sport Shop, Fashion Leisure

CHIRS Services, real estate agents

INDECO Services, wardrobes

INVIA Services, Tourism

JULIA service, restaurant, catering and fast food
JYSK store, furniture

KA International Business, Supplies

Services Kindergarten, school / school of music
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Brand / Concept Type of activity

Kolkovna Group Services, restaurant, catering astfbod
L'Occitane en Provence store, drugstore and cossneti
LA BOTTEGA VECCHIA Business, sales of goods for goets
LABOTA Business, Fashion

Le Jardin des Fleurs Shop, selling flowers

Cheap Houses Services, construction of houses

M & M Property Services, real estate agents
Manufaktura Business, toiletries and cosmetics
Marks & Spencer store, fashion

McDonald's service, restaurant, catering and faed f
MEXX Reality Services, real estate agents

Affiche Mobile Services, rental of advertising spac
MONDOPIZZA service, restaurant, catering and fasdf
NATURHOUSE store, retail food, healthy diet

NBB National Business Brokers-Services, Insurance
NOVAK Butcher Shop, retail grocery, healthy diet
Novotel, IBIS, Mercure Services, Hospitality

OBI store, hobby-market

OP Prostejov, Pro-fashion Business, Fashion

OREA HOTELS Services, Hospitality

Original Marines Family Store Business, Fashion
OXALIS store, retail food, healthy diet

PANERIA service, restaurant, catering and fast food
Penam Bakery

PG CYBER Cade Services, cyber cafes

Picante service, restaurant, catering and fast food
Pietro Filipi Business, Fashion

POMPO Store, Toys
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Brand / Concept Type of activity

PONT store, retail food, healthy diet

Portas Services, renovation

Potrefena Husa Staropramen Concept Services, rastagatering and fast food
Prink store, printing material

Profimed Business, dental care and medical devices

JOY store, drugstore and cosmetics

RE / MAX Services Czech Republic, real estate agent
REAL MORAVIA Services, real estate agents

REAL Spectrum Services, real estate agents

Real estate company MS Services, real estate agents
Reality OSKAR Services, real estate agents

REALLEX Services, real estate agents

Segafredo Espresso Services, restaurant, caterthfast food
Shell Services, petrol stations

SIXT Services, rental cars

Stavoodbyt building trade, building

SUBWAY service, restaurant, catering and fast food

Super Pet Business, Pet Supplies

Skorcova Services reality, real estate agents

Svejk Restaurant Services, restaurant, caterindestdood

TANA estate agency services, real estate agents

Tecnocasa Services, real estate agents

Telefénica O2 Services, Telecommunications

TETA Drugstore Business, toiletries and cosmetics

The PUB - Pilsner Unique Bar services, restauatering and fast food

Ticket-com services, advertising on the back ohaaseipts
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Brand / Concept Type of activity

TICN Services, Investment Education

TIME OUT Business, Fashion Leisure

Town & Country House Services, construction of lesus
UNIGLOBE Services, Tourism

VITALAND store, retail food, healthy diet
V-PLAST Business, floor coverings

WELLE Services, renovation

XANTEA store, drugstore and cosmetics

Yves Rocher store, drugstore and cosmetics
Green Star Shop, dental care and medical devices
Zumo service, restaurant, catering and fast food

Source: Created by the author / Czech Franchise Assonia?iol1
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Annex number 2: Sample Franchising Contract in Czeh

Franchisova smlouva

uzavenéa dle 8 269 odst.2 zakogialo 513/1991 Sb.

l.
Smluvni strany

Poskytovatel: XXXXXXXXXX
Adresa
Postovni 8ravacicislo, Mésto
(: XXXXXXXX
[01: CZXXXXXXX
zapsany v OR vedenénuiBrre oddil C vioZzka 30644
zastoupeny: Jméno -n@dlem
bankovni spojeni: Kislo (ttu

dale jen franchisor

a
Prijemce: HXXXXXXXXXX
Adresa
PosStovni 8ravacicislo, Mésto
: XXXXXXXX

M1: CZXXXXXXX

zapsany v OR vedenénSumBrre oddil C vlozka 30644
zastoupeny: Jméno -ngdlem

bankovni spojeni: Kislo (Etu

dale jen franchisant

uzaveli dne 20.2.2010 tuto franchisovou smlouvu.

66



Franchisor poskytuje za Uplatu pravo franchisant@bizet a prodavat produkty nabizené
na internetové adrese franchisora http://www.irdegentre.com

Témito produkty se zejména rozumi zépisy do kataligem a reklamni prostory na
internetovém portalu vedeném na internetové admes.contacts.com. Dale internetové
prezentace, tzv. www stranky spolu s néastrojem pravsl obsahu webu Typo3, tzv.
publikatnim systémem. Sluzbu web hostingu, ktera je podouimkovozu www stranek. V
neposledniradé veSkeré grafické a kre&tiké prace. VSechny tyto sluzby je franchisant

povinen nabizet dle cen uvedenych v plathném cemildavaném franchisorem. BliZSi
specifikaci obsahuje franchisovy manudl.

Franchisant je poviner¥ipsveé cinnosti vystupovat pod hlaskou www.internet-centre.com
a dodrZovat pravidla franchisora pro jednotné yyswani na trhu.

Pfi poruSeni povinnosti vyplyvajicich z tohoto usteerd je franchisor opraen
jednostrané odstoupit od této smlouvy. Vypédani doba se sjednava na mésice od
doruwteni vypowdi

franchisantovi.

V.

Franchisor je povinen umoznit franchisantovi podhigod znaky fanchisového systému
uvedenymi vélanku 11, této smlouvy, poskytnout franchisantowd pelou dobu platnosti
této smlouvy nezbytné aigzité informace k usgnému vedeni franchisového podniku.

Franchisor je povinen pravidelprovadt Skoleni zardstnand franchisanta.

Franchisor je povinen byt franchisantovi k dispozpro jeho konzultace ohledn
franchisového projektu.

Franchisor se zavazuje, Ze franchisantavi gpdpisu smlouvy feda jedno vyhotoveni
manualu a ze mu bude bez zldyieho prodleni dodavat dodatky tohoto manualu a nové
verze tak, aby franchisantéhmeustale jeho aktualni &ni. Zarovés se zavazuje, Ze bude
franchisantovi vzdyadre a Was poskytovat dle tohoto manualu vesSkeré sluzbyna p
svoje povinnosti.

Franchisor je povinen umoznit franchisantovi &lwyuzivat jeho zawrstnand a
technického zazemi@dnému provathi zakazek.
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Franchisor je povinen seznamit franchisanta se wvSdadavateli, zawrstnanci a
spolupracovniky tak, aby zakazky byly pro#ag jednotnym systémem.

Franchisor je povinen na svoje naklady jedenkrdhdaispdadat vyr@ni setkani vSech
¢lena franchisoveé sé jejimz cilem bude zhodnoceni dosavadniho podnikagedavani
vzajemnych zkuSenosti jednotlivyélkent.

V.

Franchisor je povinen po dobu platnosti této smjouwdrZzovat v platnosti veSkera
nehmotna prava tykajici se smluvni spoluprace, @egmdoménova jména a licence k
softwarovym prograriim a zajistit jejich prodlouzeni, pokud to pravniaya vyZaduje.

Franchisor je saiasré povinen chovat se tak, aby néspbil Zadné Skody, neohrozil
nehmotné statky, pojpact aby nedoslo k zaniku jeho vlastnického nebo uiivaprava k
témto statkim.

Ob¢ smluvni strany se zavazuji k oboustranné pelpoobrad v této smlou¥ popsaného
franchisového systému. Franchisor je povinen infovat franchisanta o vSech hrozicich
nebo nastupujicich problémech a asabu jejichreSeni.

VI.

Franchisor se zavazuje, Zze na Uzemi vymezenémckrandihomoravského kraje nebude
sam provozovat a ani jinému franchisantovi nepaskytanchisovou licenci. Zarokese
zavazuje neumoznit jingym osobam provozovat podalkkbucinnost s vyuzitim ékterého

z nehmotnych statk specifikovanych v této smlodwi jinych prvka a znak tvoricich
franchisovy systém.

V piipack, ze franchisor bude v regionu sousedicim s regiofranchisanta poskytovat
franchisovou licenci, je o tomto svém z&m povinen franchisanta informovat. Tato
informace musi byt dinéna pisem#é a musi byt dorkena franchisantovi nejmém5 dm
pied prvni uvéejnénim nabidky. Franchisant ma praveastnit se vybroveéhotizeni na
poskytnuti této franchisoveé licence.

VII.
Franchisor je povinenipdat franchisantovi nejpo&dpii podpisu této smlouvy propada
materialy, katalogy a prospekty nabizenych sluz#bdtiSEné objednavky a smlouvy,

piihlaSovaci Udaje a heslo préigiup do databaze klienfranchisora.

Franchisor si vyhrazuje, Ze vySe uvedené materigdtavaji v jeho vlastnictvi do té doby,
nez budou v rdmctddného obchodniho provozuegany zékaznikn. Franchisant se
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zavazuje chréanitfihlaSovaci Udaje a hesla préigiup do databaze proti jejich zneuziti
tretimi osobami.

Franchisor se zavazuje po dobu platnosti této syglgropagovat franchisovy systém a
jeho nazev dle svého uvazeni s tim, Ze je povirrnwavahu informace od jednotlivych

Z 7

franchisani zapojenych do franchisovésit

Franchisor se zavazuje, Zéeg zahdjenintinnosti franchisanta v jeho regionu provede
propagaci oteteni tohoto podniku, a to praéstliky dle svého uvazeni tak, aby s timto byla
radre a Was obeznamena co nejSirsfejaost.

Franchisor se zavazuje priestky ziskané od jednotlivych franchisafjako pispsvek na

reklamu sousedit na jednom &tu a pouZzit je vyhradnna tyto @ely. Jednou v roce je
franchisor povinen franchisantoviqalozit owiené vy@tovani jakym zfisobem byly tyto

prostedky vyuzity.

VIILI.

Franchisor se zavazuje vyvijet maximalni Usili weriok dalSimu rozvijeni a zlepSovani
franchisového konceptu a metody. Franchisor je rmmvio vSech zlepSenich franchisanta
neprodle informovat. Pokud je zlepSeni takového charakter@, vyZzaduje Skoleni
franchisanta a jeho zastnand, je franchisor povinen toto Skoleni proveést negjgpzdo
jednoho ndsice od provedeni takoveé &ny.

Franchisor je opran dophovat a ménit systém podnikani vzhledem k roziskanym
zkuSenostem a je povinen &hito krocich franchisanta neprodiemformovat. Dale si
vyhrazuje pravo rozst spektrum nabizenych sluzeb vap&hu smluvni spoluprace. V
takovéem pipact se smluvni strany zavazuji uzavdodatek k této smlodvve lhit¢ 1
meésice ode dne pisemného oznadmeni takové &knsé franchisantovi. Tento dodatek
bude obsahovat Uplnou &psnou specifikaci novych sluzeb s tim, Ze podl&mjuvnimu
rezimu stavajici franchisové smlouvy veahjejiho dodatku.

IX.
Franchisor se zavazuje nahradit franchisantovi @kodzniklou v souvislosti
s provozovanim franchisového podniku, ktera fragetiovi vznikla Umysinym zawnim
franchisora nebo prokazanym porusSenim prav k nemmoistatim ze strany franchisora
ato jen v pipack, Ze tato Skoda nevznikla z poruSeni této smlo@vstrany franchisanta.

Franchisor se zavazuje mit urené pojistni z odpo¥dnoti za Skodu podnikatele a
pramyslu.
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X.

Smluvni strat prohlaSuji, Ze franchisanbgtava po uzaeni franchisové smlouvy pra¥n
ekonomicky samostatnym podnikatelem a neni ogr@vmastupovat franchisora ani
vystupovat jako jeho zprastdkovatel.

Franchisant je povinenftip veSkerém provozu souvisejicim s chodem francléiksov
podniku vystupovat jako samostatny podnikatel. B&eavazuje, Ze bude uzivat povoleny
nazev jako své jediné a hlavni obchodni éenéddle podminek uvedenych v této smkauv

Franchisant je povinen uvédna veSkeré korespondenci, fakturach, smlouvaghyah
dokumentech, Ze je samostatnym podnikatelem.

Franchisant se zavazuje v ramci franchisov& siblupracovat s ostatnimi franchisanty i
franchisorem. Dale se zavazuje, Ze neprovede isgcipoziho pisemného souhlasuiam
sidla svého podniku.

XI.

Franchisant se zavazuje, Ze bi@miného Skoleni sebe a svych 2atman@ nez&ne
provozovat franchisovy podnik. Dale je povinetasinit se kazdého Skoleni, na kterém
franchisor pedstavuje a Skoli nové produkty.

Franchisant se zavazuje, Ze pro své &aiamce bude adat vnitni Skoleni ve svém
franchisovém podniku s cilem zajistit kompetentreosysokou profesionalitu zastnand
v pInéni pracovnich povinnosti.

XILI.

Franchisant je povinen provozovat franchisovy pkdwi souladu se vSemi platnymi
pravnimi gedpisy a nézenimi. Dale se zavazuje, Ze po dobu platnosi gétlouvy bude
dodrzovat franchisovy koncept. 2ny franchisového konceptu je povinen proveést ihned
po pisemném oznameni.

Franchisant se zavazuje, Ze po dobu platnosti gétiouvy bude chranit dobrou p#st
svého franchisového podniku a celé franchisowe sit

Franchisant se zavazuje, Ze budespé ¢innosti dodrzovat veSkera pravidla stanovena pro
franchisovou si zejména dbat na to, aby byl dodrzovan jednotsyésy prodeje sluzeb a
byla tak ochraéna dobra posst franchisanta.

Franchisant se zavazuje zajistit, aby vSichni jelmestnanci zapojeni do franchisoveégsit

poskytovali zakaznikm sluzby na takové udrovni, aby byla ochmda dobra posst
franchisanta.
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Franchisant se zavazuje nabizet a prodavat slufmadre pro franchisora. Jiné sluzby, je
opravrén nabizet pouze se souhlasem franchisora.

Franchisant se zavazuje, Ze smluvni sluzby budggped pouze koaym zakaznikm.

XIII.

Franchisant se zavazuje pravidelio je jedenkrat gsicné, informovat franchisora o
vyvoji jeho obchod a o celkové situaci na trhu v jeho oblasti.

Franchisant se zavazuje vésesnou a podrobnou evidenci o svych zékaznicich a je
povinen ji na pozadaniedloZit franchisorovi k nahlédnuti.

XIV.

Franchisant je opra¢n pouzivat know-how, systém a obchodni nazvy fremoch pouze
pii vykonu svécinnosti v rdmci franchisoivého systému, na sméuvgmezeném Gzemi a
pouze po dobu platnosti této smlouvy.

Franchisant je povinen opatvSechny propagai jakoZ i provozni materialy, tykajici se
franchisového podniku, informacemi dle polymanchisora.

Franchisant se zavazuje neprodlemformovat franchisora o kazdém potencialnim
poruSenici ohrozeni jeho nehmotnych prav a je povinen séipagk takového poruseni
fidit pokyny franchisora.

Franchisant neni opraynm jakymkoliv zpisobem pevést jakakoliv prdva nebo povinnosti
vyplyvajici pro r¢j z této smlouvy, bezipdchoziho pisemného souhlasu franchisora.

Franchisant se zavazuje, Ze n#isdieti osoks zadné informace, které se doédd
v prabéhu smluvni spoluprace s franchisorem. Tato povihtrea i po dobu 24 gsiai po
ukorgeni franchisové smiouvy.

Franchisant se zavazuje, Ze po ula@r této smlouvy nebude uzivat nehmotné statky
franchisora pro své ani cizi podnikatelské aktivity

XV.
Franchisant se zavazuje provhdeklamu a jinou propagaci jeho podniku v souladu
s pokyny franchisanta a znaky celé franchisové $ftateridly dodané franchisorem k

propagaci se franchisant zavazuje pouzit pouZentotuenym &etim.

Franchisant se zavazujéegkladat veSkeré propaga a reklamni materialy franchisorovi
ke schvaleni. Bez jeho souhlasu neni opfaugto materialy pouzit.
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Franchisant se zavazuje, Zze minilkdi% z hrubého obratu svého podniku za kalémda
rok vénuje vylwiné na propagéni a reklamni &ely. Zarové se zavazuje dastnit se vSech
celosfovych reklamnich a propag@ich akci peadanych franchisorem spolu s ostatnimi
franchisanty zapojenymi do franchisové sit

XVI.

Franchisant se zavazuj@dre a Kas to je do rsice ode dne podpisu této smlouvy zaplatit
franchisovy poplatek 100.000,-¢Kslovy stotisickoruéeskych pevodem na franchistv
acet.

Franchisant bere natdomi, Ze tento poplatek je jednorazovym vstupnirplag&em za
poskytnutim franchisové licence. Zarévee zavazujeéadre a Was to je k 15. dni kazdého
kalend@niho nesice platit pibézny poplatek za uZivani technické zazemi a prav
franchisora ve vysi 40% z hrubého obratu svéhocfimového podniku za kalenad
meésic.

XVIL.

Franchisant se zavazuje, Ze nubude nabyvat magetkmdily ani jinak fsobit ve
spole&nostech, které by mohly byt Wimém ¢i negimém konkuretnim postaveni i
franchisorovi. Zakazuje se i forma tichého spelestvi v takovychto spalaostech.

Franchisant se zavazuje, Ze nebude prdvadimo Gzemi Jihomoravského kraje
marketingovouci jinou ¢innost, kterou by aktivh ziskaval zakazniky z tohoto jiného
azemi.

Franchisant je opréd¢n provadt subfranchising jen se souhlasem franchisora. To
znamena, Ze je opraém poskytovat franchisovou licenci dle této smloudglSim
franchisanim, ale musi si vyzadatigdchozi pisemny souhlas franchisora.&&s@ neni
opravren bez pedchoziho pisemného souhlasu franchisdevgst suj podnik na teti
osobu. V tomto fipact se sjednavaipdkupni prava franchisora na tento franchisovy
podnik.

XVIII.
Franchisant je povinen vyhotovovat a uchovavat e@eSkloklady, které jsou nezbytné pro
fadné a uplné vedeniétnictvi. Franchisant podpisem této smlouvy soulgasm, aby

bylo jeho &etnictvi gezkoumatelné auditorem, ktery bude vybran franchigo

Franchisant se zavazuje vysledky tohoto auditu oiagéani pedlozit franchisorovi ke
kontrole.
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Franchisant se zavazujéepkladat detni za¢rku vzdy nejpozdi do 15-ti dmi od jejiho
zhotoveni. Zarove uckluje souhlas franchisorovi ke vstupu a kontroleojétanchisoveho
podniku.

Franchisant se zavazuje udavpojiS€ni nutné proiadny provoz jeho franchisového
podniku.

XIX.

Tato smlouva se uzavira na dobuitou 5-ti let ode dne podpisu &ma smluvnimi
stranami. Franchisant m&eginostni pravo na jeji dalSi 5-ti leté prodlouzgpokud v
pribéhu smluvni spoluprace hrubymigmbem neporusi tuto smlouvu.

Franchisant ma pravo na odstoupeni od smlouvy, gpdkanchisor po dobu smluvni
spoluprace i fes pisemné upozafmi neplini zadvazky z této smlouvy plynouci nebo
podstatnym zfisobem poruSujesktery z ¢lankia této smlouvy. V fipad odstoupeni od
smlouvy ze strany franchisanta je franchisant pawvirfranchisorovi fedat veSkerou
dokumentaci souvisejici s provozem franchisantas@niku jakoz i veSkeré udaje o jeho
zakaznicich.

Franchisor m& pravo na odstoupeni od smlouvy, pdkadchisant po dobu smluvni
spoluprace i fes pisemné upozaimi neplni zavazky z této smlouvy plynouci nebo
podstatnym zfisobem porusSujedktery z ¢lanki této smlouvy. V fipad odstoupeni od
smlouvy ze strany franchisora je franchisant pavirfeanchisorovi pedat veSkerou
dokumentaci souvisejici s provozem franchisantas@niku jakoz i veSkeré udaje o jeho
zékaznicich. Vstupni ani gezné franchisove poplatky se v takovérippcE nevraci.
Franchisor ma pravo po odstoupeni od smlouvy v daasti provozovat franchisovy
podnik sdm nebo poskytnout franchisu jinému frasehiovi.

XX.

Oznadmeni podle této smlouvy nebo v souvislosti udou povazovana za doéema
prislusSnému nize uvedenému adresatovi, pokud bylo¢dno osoba# ¢i zaslano faxem, a
tretim dnem po odeslani, pokud bylo odeslano dagoéupostou nebo kuryrni sluzbou.

Tato smlouva obsahuje Uplnou dohodu stran a negxjsta ujednani, ustndi pisemna,
kter4 by upravovalarpdmet této smlouvy, nebo, pokud takova ujednani exmtmvjsou
timto zruSena a nahrazena touto smlouvou. Jakakoina ¢i Uprava této smlouvy musi
mit pisemnou formu a byt podepsangrol stranami. Auterthost této smlouvy potvrzuji
svym podpisem.

Smluvni strany prohlasuji, Zze smlouvyegetli, bezvyhrada souhlasi se vSemi jejimi

ustanovenimi, Ze ji neuzésli pod natlakem a za napadnevyhodnych podminek ani pro
jednu smluvni stranu.
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Pokud se &které ustanoveni smlouvy stane neplatnym, ostatdnoveni této smlouvy
zastavaji v platnosti.

VSechny spory vznikajici z této smlouvy a v sowssl s ni budou rozhodovany
s kongnou platnosti u Rozheétho soudu fi Hospodéské komae Ceské republiky a

Agrarni komde Ceské republiky podle jehdadu a Pravidel jednim rozhodcem
jmenovanym pedsedou Rozh@tho soudu.

Tato smlouva se vyhotovuje véeth vyhotovenich, z nichZ franchisor obdrzi¢ dw
franchisant jedno vyhotoveni.

Ve XXX dNe...ooveveeeieiieeannn,

Source: Created by the author / Czech Franchise Assonia2iol1
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