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Abstract: Green franchising means ecologically sustainable and fair franchising, including franchise companies that 
behave environmentally friendly. Due to the increased awareness of sustainability, ecology, and fairness, “green” is 
also becoming a more and more prominent topic in franchising. Green franchising aims to find balanced and 
sustainable economic, ecological and social solutions. Green franchising aims for franchise systems to operate 
sustainably and in an environmentally and socially compatible manner over the long term. Green franchising also 
sees the sustainability of the franchise system itself as one of the critical success factors. The binding power and 
duration of franchise partnerships depend on the quality of the concept and, on the other hand, essentially on the 
quality of the relationships. The paper's main aim is to investigate green franchising from the research point of view 
and to see whether there is an opportunity for such franchise systems not only in Croatia. The paper is based on 
global green franchising development data and the unique features of green franchising. The paper will present case 
studies of the Croatian green franchises. Based on the research, the conclusion will offer proposals for increasing 
possibilities for such franchise systems. 
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Sažetak: Zeleni franšizing znači ekološki održivi i pošteni franšizing, uključujući franšizne kompanije koje se 
ponašaju ekološki prihvatljivo. Zbog povećane svesti o održivosti, ekologiji i pravičnosti, „zeleno” takođe postaje sve 
istaknutija tema u franšizingu. Zeleno franšizing ima za cilj pronalaženje uravnoteženih i održivih ekonomskih, 
ekoloških i društvenih rešenja. Zeleno franšizing ima za cilj da sistemi franšize funkcionišu održivo i na ekološki i 
društveno kompatibilan način na duži rok. Zeleno franšizing takođe vidi održivost samog franšiznog sistema kao 
jedan od kritičnih faktora uspeha. Obavezujuća snaga i trajanje franšiznog partnerstva zavise od kvaliteta koncepta 
i, s druge strane, suštinski od kvaliteta odnosa. Glavni cilj rada je istražiti zeleni franšizing sa istraživačke tačke 
gledišta i vidjeti postoji li mogućnost za takve franšizne sisteme u Hrvatskoj. Rad se zasniva na podacima o razvoju 
zelene ekonomije u svetu, jedinstvenim karakteristikama zelenog franšizinga i statističkim podacima Međunarodne 
asocijacije za franšizing i Svetskog saveta za franšizing o razvoju zelenog franšizinga. U radu će biti predstavljena 
studija slučaja jedne hrvatske franšize. Na osnovu istraživanja, zaključak će ponuditi predloge za povećanje 
mogućnosti za ovakve franšizne sisteme. 
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INTRODUCTION  

One of the trends in the modern world is env-

ironmental protection. The governments of the 

world's leading powers are taking initiatives to red-

uce the negative consequences of climate change, 

especially those related to the problem of global 

warming. Many households and businesses in most 

developed Western countries have begun to focus 

on recycling (where possible) and reusing goods 

(separate waste collection, recycling containers, 

furniture restoration, etc.), installing solar panels in 

their homes and opting for the benefits of electric 

vehicles. In this context, the search for new business 

areas focusing on green, sustainable development 

and creating a “green” planet is becoming incre-

asingly important. Another reason for opting for this 

trend is that looking for entirely new business niches 

is unnecessary. It is enough to reform existing areas 

of activity and give them a touch of environmental 

friendliness. It is essential to choose the right time to 

enter the market and to find someone who “under-

stands” the modern challenges of the time regarding 

sustainable development issues. The company can 

become an innovator in these modern business 

realities. The franchise business is an excellent ex-

ample of an organic “transformation” from traditional 

sectors to resource-saving, environmentally friendly 

and “green” technologies. 

The second part of the article explains the global 

place of green franchising. The third part describes 

the types of green franchising. The fourth part 

presents the franchising situation in Croatia and two 

cases of green franchising. The paper concludes 

with final reflections and suggestions for further 

research.  

1. GREEN FRANCHISING 

A green economy is a fast-growing economic 

development that prevents global warming, poll-

ution, resource depletion and environmental degr-

adation, creates jobs and promotes economic 

growth (Zhang et al., 2022). Addressing economic 

development and environmental concerns is critical 

as global warming and other environmental issues 

continue to threaten the world (Acheampong & 

Opoku, 2023). 

Despite the difficult economic conditions in the 

world and the many external challenges faced by 

entrepreneurs in recent years, specific business 

sectors have managed not only to lose their cust-

omers but also to gain new customers and signif-

icantly strengthen their position in the business 

world (Berger, 2020). So, 2020 has undoubtedly 

been one of the most unexpected and challenging 

years for everyone. The extent of the impact of 

Covid-19 could neither be predicted nor prevented. 

Businesses, including franchise networks, appar-

ently believed that consumer demand for goods and 

services would fall significantly (Rosado-Serrano & 

Navarro-Garcia, 2022). This was especially true for 

companies that offered so-called “green” products 

and services because they thought consumers 

would want to keep their jobs stable or stick to som-

ething familiar in their consumption preferences.  

In most cases, the exact opposite was found. 

Research has shown (Povlitz, N/A) that the pand-

emic has forced many people to rethink their career 

choices and explore other opportunities to earn 

more money and improve their lifestyle. The author 

further noted that this is reflected in a 67 increase in 

requests for goods and services in the “eco” cat-

egory in 2020 compared to 2019. In addition, sign-

ificant growth was noted not only among consumers 

but also among business partners. For example, in 

2020, the number of companies willing to invest in 

franchises specializing in “green” technologies incr-

eased by 60% (Shahzad et al., 2022). 

The concept of modern franchising has been 

around since the 19th century (Erceg, 2017). Fran-

chising allows individuals to own and operate their 

business using a parent company's established 

brand, support and resources (Ziolkowka & Erceg, 

2016). Franchising is usually associated with the 

fast food, hospitality and retail industries (Mickovski 

et al., 2024).  

However, a new wave of franchises has emer-

ged in response to growing environmental concerns 

focusing on sustainability and environmentally con-

scious practices (Revolution Brands, 2023). These 

franchise systems emphasize eco-friendly practic-

es, and products gain traction as they meet cust-

omer demand for sustainable products and the need 

for companies to decrease their environmental 

footprint. The adoption of green technologies can be 

seen everywhere - from existing franchises going 

greener to those gearing their entire concept toward 

protecting the environment (Campisi, 2024). The 

green trend has been spreading for around 25 

years, but only recently has it become mainstream 

(Franchise Direct, 2023). As for eco-business fran-

chises directly, they are now presented in several 

ways (Salisbury, 2015; Franchise Direct, 2023; 

Campisi, 2024): 

 rental and sale of electric vehicles - for exam-

ple, in Italy, the franchisor company offers a 

business for the rental and sale of electric 

bicycles and additionally develops ecoto-

urism in the country (bicycle excursions),  

 sale of goods powered by solar and other 

types of energy, 
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 selling goods and opening direct catering 

restaurants based on organic farming prod-

ucts, 

 installation of energy-saving windows and 

spray systems (made from limestone and 

other environmentally friendly materials), 

 consulting (analysis of household energy 

consumption, drawing up a plan for reduc-

ing consumed resources, assistance in sort-

ing waste, etc.), 

 training in the field of ecology. 

Due to the increased awareness of sustainab-

ility, ecology and fairness, “green” is also becoming 

an increasingly important topic in franchising. Green 

franchising usually refers to ecologically sustainable 

and fair franchising. On the other hand, it includes 

franchise companies that act environmentally 

friendly and eco-friendly (Martius, 2010). Green 

franchising aims to find balanced and sustainable 

economic, ecological and social solutions (Salisb-

ury, 2015; Faster Capital, 2024). Bellone and Matla 

(2012) state that the franchise structure is predest-

ined for the integration of the three-pillar model of 

sustainability - namely economic, social and ecol-

ogical sustainability (Figure 1). 

 

 
Figure 1: Green franchising principle 

Source: adapted from (Bellone and Matla, 2012:13) 
 

Green franchising aims to ensure that franchise 

systems operate sustainably and in a long-term 

environmentally and socially compatible way (Mart-

ius, 2010). The author says that green franchising 

considers the franchise system sustainability one of 

the most critical success factors. The strength and 

duration of franchise partnerships depend on the 

concept's quality and the relationships' quality. 

Bellone and Matla (2012) conclude that green 

franchising should not be seen as a new type of 

franchising but rather as a behavioral indicator of 

sustainable franchising. Green franchising refers to 

franchisors providing their franchisees with know-

how in reducing pollutant emissions and whose 

codes of conduct require franchisees to obey spec-

ific ecological standards (Landini, 2016). In resp-

onse to the “green” economic growth, more and 

more franchises are offering “green” goods and 

services and introducing environmentally friendly 

practices into their business to reduce the potential 

negative impact of their technologies, products or 

waste on the environment (Maltius, 2010). With eco-

business franchises, you can today (Revolution 

Brands, 2023): 

 work in a market segment with low comp-

etition, 

 create a market segment for a potentially 

new audience of consumers, 

 save resources, and at the same time 

minimize business costs, 

 attract more customers to the business 

thanks to an additional flow organized by 

fashion trends, 

 receive high profits. 

Although it is impossible to determine which type 

of franchising is best suited for its “greening” due to 

the different needs and goals of every kind of 

business, it is nevertheless possible to identify five 

trends in the field of eco-franchising that are rec-

eiving close attention from potential partners. These 

franchising business categories aim to go green, 

preserve natural resources, and limit waste emiss-

ions and energy use, and they include (Salisbury, 

2015): 

 Organic or healthy food - organic and/or 

fresh food restaurants, delivery and vending 

machines. 

 Green Home - landscaping solutions, pest 

control, lighting and duct cleaning. 

 Transport - enterprises focused on using 

bicycles in their activities and even envir-

onmentally friendly car washes. 

 Green business products and services - 

consulting companies that increase awar-

eness or help companies become green 

while improving their performance. Comp-

anies focus not only on consumption and 

energy use but also on the products used in 

the office and how they are recycled. 

 Organic or recycled furniture and clothing - 

repurposing and upcycling redundant or 

unnecessary items rather than throwing 

them away. 
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 Repair of electric vehicles and batteries for 

electric vehicles. 

When speaking of a “green franchise”, one might 

think that the company manufactures a product or 

offers consumers an ecologically friendly service 

(Salisbury 2015). However, remembering that a 

franchise can be deemed green if it has adopted 

environmental practices at its headquarters and 

altered how it does business (Bellone & Matla, 

2010). This could imply a recycling program or lim-

iting waste (e.g., not printing out every email, ther-

eby saving paper; recycling, etc.); energy-efficient 

lighting options that require employees to turn off 

computers and electronics when they leave the 

office; having a water conservation system in place; 

or implementing other types of energy-efficient 

systems. Potential franchisees should approach 

these green opportunities with their eyes wide open. 

Sound business practices cannot be ignored beca-

use a company is considered “green” (Berdin & 

Berdina, 2022). They have to be wary of so-called 

“greenwashing” - companies that claim to be envir-

onmentally friendly but do not have the proof for 

those claims. Alternatively, worse, what they do 

might harm the environment (de Freitas Netto et al., 

2020). One must beware of these pretenders, 

companies that claim to be green, to capitalize on 

the increasing interest and demand for environm-

entally friendly companies and business practices, 

but they are not green (Berdin & Berdina, 2022). 

Green franchising is best described by Libawa 

(2010), who stated that to qualify as green, they 

must do more than recycle paper or use eco-friendly 

cleaning supplies. They need to make sure, step by 

step, that the company is committed to environm-

entally friendly practices.  

2. GREEN FRANCHISING RESEARCH 

As we prepared this paper, we searched Clar-

ivate Web of Science, Scopus and Google Scholar 

databases for scientific papers about green franch-

ising using the search words “green” and “franch-

ising”. There were not many scientific papers, i.e., 

six papers in Web of Science, five in Scopus data-

base and a similar number in Google Scholar. All the 

scientific papers found were published in the last ten 

years, and we have only one researcher who is the 

author of more than one paper. This shows that the 

research on green franchising is still not a hot topic 

in the franchising research community. One of the 

problems with this could be the name of this type of 

franchising. Some call it green franchising (Berdin & 

Berdina, 2022), some eco-franchising (Nikolaychuk, 

2020), and some sustainable franchising (Jang & 

Park, 2019). Still, most franchising studies do not 

make any difference within these terms and do not 

research them separately. In none of the found 

papers, there is no green franchising in the name or 

keywords, but it can be found in the paper itself. The 

main topic of most recent research about franchising 

is the topic of sustainability in franchise systems and 

the impact of sustainability on potential competitive 

advantage (Calderon et al., 2017). 

This shows that there is no separate type of 

franchising but that sustainability and being green in 

doing business are accepted. We can expect more 

papers about sustainability in the “regular” franchise 

chains like Mcdonald's, Burger King, Subway etc., 

as they accept the circular economy importance as 

was researched in several scientific papers (e.g., 

Dada et al., 2024; Perrigot et al., 2021).  

3. CHOOSING GREEN FRANCHISES 

Choosing a franchise is always tricky, and sel-

ecting a green franchise is no different. A potential 

franchisee intending to become part of a genuinely 

green franchise network must objectively analyze 

the franchisor's green business capabilities (Belloni 

& Matla, 2010). To wisely choose a green franchise 

and protect themselves (both the franchisor and the 

franchisee) from possible risks and implementation 

failures in practice, the parties need to analyze and 

consider the following conditions (Franchise Direct, 

2023; Salisbury, 2015; Revolution Brands, 2023): 

When considering a green franchise, a prosp-

ective franchisee should decide whether to join a 

franchise system that directly supports environm-

ental initiatives (such as clean energy or solar panel 

installation) or one that incorporates green technol-

ogies and is committed to environmental sustainab-

ility. 

Verification of adherence to green standards is 

essential. In the USA, the Green America Seal of 

Approval (Green America, N/A) certifies that a 

company has completed a selection process and is 

recognized as socially and environmentally resp-

onsible. 

When selecting a green franchise, ensuring it 

genuinely practices sustainability is essential. Gre-

enwashing occurs when franchisors exploit envir-

onmental trends for profit without genuinely comm-

itting to green practices. Sometimes, a franchisor 

might allocate its entire environmental budget to 

promoting its green image rather than implementing 

sustainable practices. 

The prospective franchisee should confirm that 

the franchisor offers comprehensive training for new 

franchisees and their employees. This training 

should cover the fundamentals of franchise manag-

ement and educate employees on the environm-
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ental technologies and business practices that must 

be consistently applied across the franchise. 

Franchisees need to know the costs of operating 

a green franchise or transitioning to green practices. 

It is crucial for a potential franchisee to thoroughly 

research the franchise network they are interested 

in to ensure they are making a sound investment in 

a truly green franchise.  

Participants in a franchising network can realize 

their eco-opportunities in business in any way if the 

franchisor and franchisees use truly green technol-

ogies. There is no clear list of those areas of activity 

where it is possible to use elements of green franch-

ising. Franchise Direct (2023) states that green 

franchises are i) ones that directly aid the environm-

ent and ii) that employ green practices and techn-

ology. In the first group are companies from solar 

panel installation to consultants for energy cons-

ervation. The second group comprises companies 

from different industries, from retail and fast-food 

franchises to consulting and auditing franchises. 

Among the most popular franchise networks from 

multiple industries that have introduced environm-

ental technologies and programs in their activities, 

the following groups can be distinguished: a) retail 

franchises, b) car franchises, c) franchise delivery 

and d) printing franchises. 

While the benefits of green franchising systems 

are substantial, they are not without their chall-

enges. Here are some common obstacles these 

businesses may encounter (Faster Capital, 2024): 

 Initial investment - green franchises may 

demand a higher upfront investment than 

traditional franchises (Figure 2). The costs 

associated with eco-friendly technologies, 

sustainable materials, and necessary cert-

ifications can contribute to increased startup 

expenses. Beyond the initial investment, 

green and traditional franchises require 

ongoing payments, including royalties and 

marketing fees.  

 Consumer education - Educating consum-

ers about the advantages of green products 

and services can be challenging (Nek-

mahmud et al., 2022). Green franchises 

often need to invest in marketing efforts to 

raise awareness among potential custom-

ers about their eco-friendly offerings. 

 Supply chain sustainability - Ensuring a ste-

ady supply of sustainable materials and 

products can be difficult, mainly if the fran-

chise operates in regions with limited eco-

friendly options. 

 Competitive market - As demand for sust-

ainable products and services grows (Fig-

ure 3), more companies enter the market, 

intensifying competition. Green franchises 

must consistently innovate and distinguish 

themselves to maintain a competitive edge. 

 Changing regulations - Ecological regul-

ations can differ across regions and are 

often subject to change. Compliance with 

these evolving regulations can be a compl-

ex challenge for green franchises. 

 

 

Figure 2: Initial investments in some of the green franchises  
Source: (Franchise Direct, 2023) 
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Figure 3: Trend in green growth index by region 
Source: (Global Green Growth Institute, 2024) 

 

In the general franchising system, there is an 

actively growing movement towards environment-

ally friendly business (Berdin & Berdina, 2022). 

While ten years ago, for potential franchisees, it was 

possible to find only a few business options that 

would fall under the “green” category, today there 

are already many options among various types of 

business where one or another green technology 

can be implemented (Franchise Direct, 2023; Sal-

isbury 2015).  

4. GREEN FRANCHISING IN CROATIA 

The franchise business in Croatia, which has 

been in operation since the 1960s, has been looking 

for a stable place on the market for a long time. In 

the past three years, there has been significant 

growth in this sector, especially in the domain of 

domestic franchises (Erceg et al., 2023; Kukec, 

2024). This growth testifies to the Croatian market's 

adaptability and innovation and entrepreneurs' 

growing interest in the franchise business model. 

The franchise sector in Croatia is characterized by 

high dynamics, which is evident from the significant 

number of brands entering and exiting the market. 

In contrast to larger markets, where the closure of 

one location may remain unnoticed due to the 

number of others, in the relatively smaller Croatian 

market, any closure of one area of a prominent 

brand becomes very noticeable. 

According to data from the Hrvatska udruga za 

franšizno poslovanje (Kukec, 2024), 248 franchise 

systems operate in Croatia at 4,500 locations, 

employing around 20,000 people. In the last three 

years, the share of domestic franchise systems has 

grown, accounting for 29% of the total number of 

franchises. In the Republic of Croatia, the fashion 

sector has the largest share of 43%, followed by the 

food and beverage sector with a share of 12%; the 

education sector occupies an important place with a 

share of 8% in the market, the transport sector, i.e., 

rent-a-car franchises, has a share of 6%. In comp-

arison, the health and beauty sector occupy 5%. As 

far as franchising statistics are concerned, there is 

no data about green franchise systems in Croatia. 

The Croatian franchise sector has significant 

potential for further growth and development, esp-

ecially in the context of global trends and the adapt-

ability of the local market to international business 

models. In 2024, the franchise sector will be charact-

erized by several key trends providing challenges 

and opportunities for growth and development. 

Technology will continue to play an essential role in 

the franchise sector, focusing on automating busin-

ess processes and artificial intelligence (Kukec, 

2024). This will lead to greater efficiency, higher 

customer satisfaction and better decision-making for 

the franchise business. As people increasingly emph-

asize health and wellness, the demand for franchise 

concepts in the wellness sector, including fitness, 

nutrition, mental health and wellness centers, will 

increase. Alongside these developments, franchises 

must continually adapt to the changing needs and 

expectations of consumers, with a focus on digital 

experiences, personalization and sustainability. 

While researching for this paper, we examined 

all franchises in Croatia to check if they are franch-

ises that directly aid the environment or employ 

green practices and technology. Most Croatian 

franchise systems employ green practices (e.g., 

McDonald's Croatia, Burger King, etc.). However, it 

was hard to find the “real” green franchises that 

operate in Croatia and are of Croatian origin. 

However, there has been recent progress in this 

area, as a new green franchise concept has emerg-

ed in the Croatian market. This franchise specializes 

in the repair of electric vehicles and their batteries, 

which is still a completely new niche, not only in 

Croatia but across Europe. Given the high demand 

for their services globally, they have created a 

franchise and are negotiating their first franchise 
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agreement. With the growing number of electric 

vehicles on the road, many of which are coming out 

of their yearly warranty periods, this niche has 

enormous potential (Katić, 2024).  

As with international franchises, the statistical 

data shows no division between “green” and “no-

green” franchises. For the research on the green 

franchises in Croatia, we have searched the data-

bases and data from Hrvatska udruga za franšizno 

poslovanje (Kukec, 2024), Colak Franchising Cons-

ulting Group (2023) and Croatian Chamber of 

Commerce (2024). Based on the available data, two 

green Croatian franchises with already established 

franchise networks were identified. In the next part 

of the paper, we will present their business models. 

4.1. Biomania - Croatian “green” franchise 

BioMania's journey began in 2018, driven by a 

vision to change the perception of healthy eating 

and sustainable living. The brand aims to inspire 

individuals and the industry to live harmoniously with 

our planet. 

BioMania emerged as a pioneer in the resta-

urant industry with a vision to combine culinary exc-

ellence with environmental sustainability. BioMania 

Bistro and BioMania Street Food were founded on 

the ethos of offering 100% organic and plant-based 

cuisine to challenge conventional food norms and 

provide a sustainable alternative that promotes he-

althy living and responsible entrepreneurship. The 

founding principle was to create a culinary gem that 

satisfies the palate and contributes positively to the 

planet, reflecting a broader commitment to a sust-

ainable future. 

This innovative approach has quickly propelled 

BioMania to the forefront of the global restaurant 

scene. BioMania is among the top 1% of restaurants 

worldwide and the top 10 vegetarian and vegan 

restaurants. BioMania's reputation for quality and 

sustainability speaks volumes about its impact. This 

recognition is a testament to BioMania's success in 

combining eco-friendly practices with culinary art-

istry, which has resonated with a diverse and grow-

ing customer base. 

A deep-rooted commitment to environmental 

stewardship is at the heart of BioMania's operating 

philosophy. The franchise greatly emphasizes using 

local, seasonal and organic ingredients, significantly 

reducing its ecological footprint. By prioritizing ingr-

edients sourced from local farmers, BioMania 

supports the local economy and reduces the carbon 

emissions of transporting food over long distances. 

Furthermore, using organic ingredients ensures the 

food is free from harmful pesticides and chemicals, 

promoting healthier lifestyles and sustainable farm-

ing practices. 

BioMania's franchising model is designed to 

replicate this winning formula across multiple loc-

ations, providing franchisees with comprehensive 

support through culinary philosophy training and 

ongoing operational guidance. The franchise offers 

street food and bistro formats, each tailored to 

different market needs while still following the basic 

principles of sustainability. The strategic franchise 

fee structure enables a mutually beneficial partner-

ship and ensures a sound investment with signific-

ant return opportunities. 

BioMania's commitment to sustainability goes 

beyond its culinary activities. The franchise appeals 

to a broad spectrum of customers, including health-

conscious individuals, environmentally conscious 

consumers and those new to plant-based eating. 

This inclusive approach expands its market reach 

and is critical in educating the public about the 

benefits of a sustainable lifestyle. Through its activ-

ities, BioMania not only enhances the dining exper-

ience of its customers but also promotes greater 

environmental awareness. 

In summary, BioMania is a prime example of 

how sustainable business practices can seamlessly 

integrate into the culinary world to create a profitable 

and environmentally friendly franchise model. The 

franchise's journey from a novel idea to a leader in 

the eco-friendly restaurant industry illustrates the 

transformative power of combining business goals 

with environmental and social responsibility. As 

BioMania continues to expand, it redefines the 

standards of food service and sets a precedent for 

the role of sustainability in shaping the future of 

global entrepreneurship. 

4.2. EcoPoint - green story from Rijeka 

In 2009, Rijeka's author duo Bunek and Raspor, 

noticing several existing problems, designed a 

simple modular cabinet which, when implemented in 

residential buildings, serves as (i) an adequate and 

tidy space for storing advertising brochures of 

shopping centers that are delivered to residential 

buildings almost every day often in or on mailboxes 

and other inadequate places; (ii) an information 

space that is available to tenants and visitors of 

buildings from 0-24 hours every day, with important 

information such as address, manager, authorized 

person, telephone numbers of emergency, public, 

communal and on-call services; (iii) info area about 

various frequently or occasionally needed services 

and services; and (iv) a place for the primary select-

ion of waste paper generated in households and its 

removal for recycling. 

Eco Point is a multi-award-winning innovation 

that, after its commercialization in 2010, became a 
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desirable element in residential buildings due to the 

range of benefits it provides. It enables innovative 

advertising with a solid positive ecological environ-

mental impact. After many years of successful 

business, the desire to expand to other cities and 

interest in the product from various parties led to the 

fact that 2015, the company was adjusted, and the 

franchise business concept was established.  

Eco Point franchise is a young brand under 

construction that provides the franchisee with a 

profitable turnkey business with a well-chosen niche 

in the indoor advertising marketing industry. Several 

reasons why it is good to become a franchisee of an 

Eco Point franchise: (i) the possibility of earning a 

monthly income of EUR 2.000 to EUR 3.000; (ii) 

operating costs are meager and are reduced to 

mandatory contributions and tax payments, acco-

unting, telephone and internet costs, fuel and 

monthly royalties in the amount of 10% of turnover; 

(iii) the franchisee does not have to work 0-24, that 

is, after establishing the business properly, the time 

he will set aside for performing the necessary activ-

ities is very short; (iv) there are no high investments 

in shopping and expensive arrangement of business 

space, apart from investment in equipment and 

procurement of infrastructure on which the business 

is based; (v) territorial exclusivity. 

The total investment to start the business of the 

Eco Point franchise does not exceed EUR 21,000, 

which in the world of franchises is relatively low on 

the scale of investments in starting a business. 

Although everyone who becomes an entrepreneur 

does so for their profit, with the Eco Point franchise, 

it is possible to raise the quality of housing in the 

urban environment of residential buildings and exert 

a strong influence on the preservation of the envir-

onment. By increasing the amount of high-quality, 

valuable secondary raw material and recycling it, the 

franchisee will also influence the reduction of air 

pollution and the preservation of water resources. 

That is why Eco Point is one of the rare so-called 

green franchises. 

Franchisees are fully supported from the start. 

After signing the franchise agreement, the Eco Point 

cabinet production process is started, and the 

training and field preparation process begins so that 

everything is ready to set up the infrastructure with 

which the franchisee generates income. When 

agreeing on locations and installing cabinets, the 

franchisee has full support from the franchisor and 

assistance in the field. When everything is set, the 

franchisee is qualified to generate income. The 

franchisor ensures the complete transfer of knowl-

edge and experience in business. 

Eco Point lockers enable constant income beca-

use advertising areas on the front of the lockers are 

rented, which is extremely attractive. According to 

the data so far, the fluctuation in advertising space 

is not significant and satisfied clients stay for long 

periods and return periodically if there are available 

spaces. 

Although they are currently oriented towards 

local advertising and local clients, and with the 

franchisee from Varaždin, they have common 

clients, Eco Point cabinets are also becoming an 

exciting advertising medium for national clients. With 

more franchise units and new franchisees, the 

franchisor will be able to jointly perform on the entire 

market of the Republic of Croatia, as it will be more 

attractive for large advertisers as well. Over time, the 

franchisor plans to expand internationally to become 

the most famous and leading chain in the indoor 

advertising sector in Europe.  

5. DISCUSSION 

The previous two examples of green franchising 

in Croatia show two approaches to this type. 

Biomania is a green franchise in several areas, 

ranging from sustainable business practices in all 

segments - such as waste reduction, energy effici-

ency, carbon emission reduction, water managem-

ent, recycling, and more - to the ingredients they use 

for their vegan dishes, which are locally and organ-

ically grown. Ecopoint is a franchise whose business 

concept is based on sustainability. Both companies 

used franchising to expand their businesses. The 

following can be stated if we examine these two 

franchises based on potential obstacles that green 

franchises encounter.  

Regarding the initial investment, both franchises 

are within the range of the “traditional” franchises, 

especially Biomania, whose investment is relatively 

high because it is a restaurant and needs to be 

within specific safety regulations. On the other hand, 

the Eco Point initial investment is not too high, but it 

is within the range of investments for similar busin-

esses. So, the franchisees considering these franch-

ises must find additional benefits when deciding.  

The second is consumer education. In Croatia, 

the ecological movement is high, and people rec-

ognize the need to care for the environment and act 

sustainably. Therefore, this does not represent an 

obstacle for Croatia, but it is probably an additional 

benefit of having this business. 

The third potential obstacle is the sustainability 

of the supply chain. Since Biomania uses organic 

food in the restaurant, it may have a problem with 

the supply chain and possibly scarcity of ingredients 

in the domestic market, which may cause problems. 

Eco Point has no issues with the supply chain 

because it collects waste (mostly paper) and has a 

constant supply of raw materials. 
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The fourth potential obstacle is the competitive 

market, and this is something that both franchises 

are facing. Every city has a lot of restaurants and 

other food places, so Biomania has a significant 

number of competitors, some of which are offering 

the same type of products as (organic-grown raw 

materials). Eco Point is also facing huge competition 

because, in every city, there is a company collecting 

waste; the other problem is that this is a regulated 

business. This is probably the biggest obstacle for 

both companies. 

The last potential obstacle is changing regulati-

ons, as with every other company and not only fran-

chises. Due to the increased environmental attent-

ion in modern life, the rules are constantly being 

evaluated and, if necessary, changed.  

Based on the potential obstacles examined, it 

can be concluded that although there are obstacles, 

they don't significantly influence franchise growth 

potential. Therefore, franchisors must continue dev-

eloping their franchises, and success will come. 

CONCLUSION 

As governments worldwide introduce stricter 

environmental regulations, companies already ad-

opting sustainable practices will likely have a comp-

etitive advantage. This regulatory environment and 

the growing demand for environmentally friendly 

products and services make eco-franchises a prom-

ising and forward-looking investment opportunity. 

As awareness for the preservation of planet 

Earth has increased significantly today and the 

SDGs of the United Nations have been adopted 

accordingly to achieve a sustainable future on a 

global level by 2030, more and more companies are 

focusing intensively on their implementation in 

business. This is precisely why the business model 

of a green franchise is becoming even more attract-

ive. As mentioned, one of the most important segm-

ents that can be described as a green franchise is 

using renewable energy sources. The seventh UN 

SDG talks precisely about the fact that energy 

should be affordable and clean. The ninth UN SDG 

refers to Industries, Innovations and Infrastructure, 

which can also be observed within the franchise 

business model. For example, McDonald's is introd-

ucing sustainable and environmentally friendly proc-

esses into its business. The eleventh goal, Sust-

ainable Cities and Communities, is closely related to 

the example of the Croatian franchise EcoPoint 

described earlier in the paper. The thirteenth UN 

SDGs dealing with climate protection can be linked 

to the franchise company BioMania, which has also 

been described in detail above. Of course, other UN 

SDGs can also be linked to this topic, but we have 

selected those directly impacted here.  

In a world where environmental issues are bec-

oming increasingly pressing, eco-franchises are 

proving that it is possible to run a successful bus-

iness while positively impacting the planet. With their 

innovative approaches to sustainability and comm-

itment to social responsibility, these franchises set 

the standard for a new era of green business pract-

ices. 
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