a wing and a prayer

Landing airport locations can be profitable

By Beth Marttson-Teig

have become  prize

retail locations, bul many fran-

chisees find that securing those

coveted stores is no casy Lask,
Franchise operators are  attructed 1o
airports for their reputation in bringing in
record high sales. The Chili's Giall & Bar
at the Minneapolis-5t. Paul International
aarport, for ecxample, produces the Lirgest
sales volume among Chili's U8, loca-
tions, The 4.300-square-foot restaurant
tops 55 million in gross sales each year
"Adrports are very good relative o wop end
sales,” said Georpe S, Goulson, an execu-
tive vice president at A&W Restaurans
[nc. in Farmington Hills, Mich.

The captive  costomer  market  is
certainly a draw for many concepts, Major
airports might see in excess of 32 million
boarding passengers cach vear,

“Adrport locations are also very good
for the image of the company, especially
when you're prowing in a particular
market,” Goulson said.

"Evervone that comes through the
wirport secs you, A flagship store is the
best advertisement you can get.” he sad,

"There are isoluted stories of huge
successes, bui 1 don't thiok that is the

OIS

norm,” siiel
William Anton,
chairman aned
[ounder of

Washington, 1.C.-
hased

Anton  Airfood
Inc. "It appeals (o
us because business
15 much  more
predictable,” Anton
Adrfood Inc. oper-
ates O3 restaorinls
in b1 airports
across the country,
including both
franchise  brands
and originil
OIS S,

Some of the brands
Restaurants, Godfather's Pizza o
Fricday's.

Stores are nol necessarily going to be
producing record sales, but the sales are
typrcally very consistent, Anton said,

Some revenues are preity exciting. For
example, Anton Airlood operates o Max
& Erma's at the Port Columbus
International Adrport that is the top sales
location for the state of Ohio, However,
uther store sales are disappointing.
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Certain market concepts do betler in
certain markets, and one ot the challenges
is determining which concepts will work
i the different airports,

Anton Adrfood analyzes airport demo-
vraphics and passenger profiles to get a
better picture of the airport trattic, but
sometimes even that information is just
“dlead wrong," Anton said,

Ulismately, many franchises find that
airports are o wough business, I's difficul
10 win contracts, business costs are lngher
and theee are alente of operational chal-

lenges unigue to the wrport selling.
Finding labor is diflicelt, and food and
hevernge operators are abligated to offer
cimployee  discounts 1o all badged
cmplovees, Depending on the airport,
concessions inight be operated by the city,
county, state or even the airlines them-
selves.

Landing space in airports 15 more of o
challenge, and the development side also
is difficult. Evervthing relating (o archi-
tecture and engineering must go through o
rigorous approval process, Because ol the
arrport environment, there are more strin-
penl requirements reluting 1o factors such
as fire sufery and sceurity, For example,
every single subcontractor working on
constructing the store has to be budped as
an approved airport employece.

One of the biggest challenges for tran-
chise operators pursuing airport locations
15 adapting o smaller store  locations,
Ajdrport retail and concession space 1s al
preani, Minneapolis-St, Paul
International, for example, bas o total of
OO0 square Teet of retail and conces-
sion space, which is currently fully leased
w 62 tenants, "Typically we have to get
them w 2o back to their offices and re-
merchandise based on hall the square

Airport continued on page 49






