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* Smeall Business, 12 ANrrrust Buie. 1191 ( 1967).

- PYRAMID SCHEMES: DARE TO BE
. REGULATED

DermvrrioN or Pyramip Scuemes

. Pyramid schemes, a relatively new sales concept, bear a striking re-
: isi widely utilized marketing technique.! Pyra-
liferate in size and number during the late
sixties,” the same period the franchising frenzy was sweeping the na-
tion.® Because franchising appeals to individuals with little capital and

. 1Franchising, a system of product or service distribution, is basica
rangement whereby the franchisor, . oduct, od,

fiable by a brand name or trademark, distributes the product, method, or service at
the retail level through franchisees. The franchisees are affiliated dealers who pay an
initial fee or a percentage of sales income i e the franchisor’s product
or trademark. The franchisor ret /

or service may be merchandised. Franchise agreements also

contractual and continuing relationship between the franchisor
See Susser v. Carvel Corp.,

Gargett, 68 Mich. 454, 36 N

Wis. 318, 110 N.W. 174 (1907).

pyramid schemes began to develop

of Glenn Turner, well known pyr:

growth of pyramid schemes. See Kugler v. Koscot Interplanetary, Inc., 120 N.J. Super.
216, 252-56, 293 A.2d 682, 701-03 (Super. Ct. 1972), k

8See H. Kursn, Tue Francse Boom (1968). Annual sales from franchising for
1969-70 totalled an estimated $90 billion, with 1,000 franchisors and 600,000 franchisees
operating nationwide as business units, SeNATE

Rerort oN Francasig, supra note
1, at 1. See also Zeidman, The Growth and Importance of Franchising—Its Impact on
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