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Vision for the Brand
In December of 2011, A&W’s U.S. franchise association 
partnered with its largest international franchisee and 
acquired the business from Yum! Brands. Since then, every 
decision we make has been filtered through its franchise 
association. That franchise association also has seats on 
the main board of the company, where strategic and policy 
decisions are made. So, when we call our franchise part-
ners “partners,” they truly are.

One of our goals is to be more diverse and to attract a 
larger variety of people who are interested in the brand, not 
someone who is just looking for an investment. We really 
want quality versus quantity when it comes to franchisees.

For our consumers, we reach into the brand’s past and bring 
back nostalgic elements that they know, love and trust, 
offering them an exclusive experience with a vintage aes-
thetic, high-quality food and a level of service that exceeds 
their expectations.

I believe the brand is equally as focused on making qual-
ity food and delivering a quality guest experience as its 
long-term value goals. And I believe A&W’s rich history is a 
compelling story that’s ready to be told.
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We haven’t fully told our story — that we are a literal piece of 
American history — or at least it hasn’t been heard. For the 
first four or five years, after I returned to the company, we 
weren’t even focused on new development. We were fo-
cused on improving the unit economics of the business. To 
be honest, in the first five, six, seven years, our economics 
were improving, but we weren’t quite where we needed to 
be to tell an interesting and exciting story to a new fran-
chise partner.

Now, after seeing unprecedented growth over the last few 
years and even during the pandemic, the brand’s story has 
come to fruition. Today, we have a very, very competitive 
story in terms of unit economics, and we all have the same 
purpose in mind — to grow the business, strengthen the 
brand’s message and get the story out.

As a standalone and franchise-owned brand, A&W is now 
in its 10th year of same-store sales increases and is seeing 
double-digit comps for the last 12 months coming out of 
COVID-19, and the brand is getting even stronger.

Looking ahead, we want to utilize all of the resources we 
have to accelerate new growth and create a replicable 
model for new franchisees. Our focus is franchisee-centric, 
with an emphasis on unit economics and same-store sales 
increases that are profitable, not just transactional. We all 
have the same goal in mind — to grow the business and 
strengthen the brand so that everyone can benefit from a 
financial standpoint.

- Kevin Bazner, CEO A&W 
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How the Product Stands Out
Established 102 years ago in 1919 with the first Root Beer stand, A&W has established a legacy 
across the U.S. A century later, we have more than 500 restaurants from coast to coast. We make 
our Root Beer fresh in stores daily, and we’re still deeply connected to the small-town communities 
that have supported us all these years.

Our focus on quality and tradition explains why A&W has experienced a brand renaissance, with 
guests flocking to our living piece of Americana. Now more than ever, Americans care more about 
the authenticity and quality of their food. So while A&W harkens back to simpler times of soda jerks 
and drive-in diners, it also perfectly aligns with guests’ desire to experience tradition over mass pro-
duction. We offer a true one-of-a-kind dining experience coupled with hand-crafted, quality food — a 
concept that connects with individuals and families across the U.S.

With any top restaurant franchise, it all starts with the food, and ours more than lives up to the 
memories longtime guests have of our century-strong brand. If you want a frosty mug of A&W Root 
Beer on draft, there is only one place in the world to get it, and that’s at an A&W restaurant. From 
the fresh Root Beer on tap to the juicy 1/3 lb double burgers made with 100% U.S. beef on the grill, 
along with the first bacon cheeseburger ever invented in 1963 and the hand-breaded chicken ten-
ders in the fryer, our food goes beyond the quality guests expect of fast food, while still maintaining 
the right price point.
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Costs
Units                   625+
Startup costs    $276,000 - $1,397,000
Franchise fee    $15,000 - $30,000
Liquidity             $150,000
Net Worth          $350,000

*Per A&W’s 2021 Franchise Disclosure Document. Please review this              
  information in its entirety.

The average net sales for A&W franchises with drive-thru service exceeds $1 million per year. For example, 
A&W’s top reporting, drive-thru-equipped unit brought in more than $2.3 million in 2020 net sales, while its 
average net sales (using data from 54 drive-thru equipped units) topped $1.1 million.
 
2020 and 2021 data is below:

      • 13.5% increase in sales during October 2020 compared to one year prior
      • 59% of A&W units attained or exceeded their average EBITDA as a percentage of their net sales in  2020
      • 14 new restaurant commitments in 2021
      • 20 new deals in 2021
 
*Financial Performance numbers as published in Item 19 of the A&W 2021 Franchise Disclosure Document. 
Read Item 19 in its entirety for important defined terms, assumptions and qualifiers relating to these figures. 

How Much Can You Make? A Look at A&W’s Item 19
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Growth Plan
Although A&W has been around for 102 years, it is not 
stuck in the past. We have a real history, and that his-
tory is important to us and to our guests. A&W evokes 
nostalgia, but we always remain forward-thinking.

We have also developed convenient service options 
for our guests. Our drive-thru model allowed us to not 
only survive but thrive in 2020 when dining rooms were 
closed in cities across the country, which is why we 
are prioritizing the growth of our standalone drive-th-
ru model in the coming years. The model saw a 14% 
increase in average unit volume last year despite the 
pandemic, and we saw a 9% increase in year-over-year 
sales across our entire system, separating A&W from 
the crowd during a year when most foodservice brands 
were suffering from dramatic sales dips.

Our success throughout 2020 puts us on a short 
list of foodservice brands that are coming out of 
the pandemic even stronger than they went in, and 
that success can largely be attributed to some bold 
operational choices that have set us apart from 
competitors in the segment — including another 
unique service option, the A&W restaurant buildout. 
For years, QSR brands have been scaling down their 
buildouts in response to rising costs in real estate 
and building materials. We are resisting that trend, 
carving out a lane as one of the few full-dining-room 
models left in the QSR space, which will be essential 
to our ongoing growth.

Now, after nearly a decade of year-over-year sales 
growth and a successful 2020, A&W is preparing to 
welcome new franchisees into our family, starting 
with target development markets in Ohio, Michigan, 
Iowa, Minnesota, the Pacific Northwest and the 
Rocky Mountain region. We also plan to continue 
franchise sales to build on the strong operator foun-
dation we have established, and we are hiring addi-
tional staff for our development team.

By the end of 2021, A&W is aiming for 20 new 
free-standing restaurants, with five new units having 
already been awarded. 
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Why Franchisees Love A&W

It’s been a wonderful experience to work with an A&W 
as a franchisee... You get to see both sides of how the 
business operates. You’re not just seeing the top line; 
you’re asking, ‘What are you going to do this year and 
next year?’ So it’s been quite a business lesson, as well.” 

Sandy Brown, Oklahoma 
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I never saw myself going into business like this, but 
with our experience operating multiple locations, if 
franchisees have questions we’re there to help.” 

Julie Glenz, Minnesota. 

I only do things I love, and I love A&W... The A&W 
corporate team runs the brand like it’s a family-oriented 
business. I could call the CEO today, and he’d pick up. 
They know their franchisees are important, and that’s 
why I chose to expand with them.” 

Pete Knight, California
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