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Abstract

226

A Study on the Conditions, Trust and Intention to Contract of Franchise
Head Offices under the Food Service Franchising Establishment

This study investigates the recovery of trust and provision of a contract between a franchiser and a
franchisee in the food service industry. It has come to the following results after analyzing the inter-affections
among the franchisers' conditions, the trust level of their support and their intention to contract. First, such
factors as experience, confidence, and expertise of a franchisee have significant effects on the terms of a
franchiser. Second, ad support, experience, expertise, confidence, and capital factors have significant effects.
Third, such factors as history of a franchiser, the number of its franchisees, its brand have significantly influence
on trust. Fourth, educational support, utilization of job instruction and purchasing of packages have significant

effects on intention to contract.

Key words: restaurant franchise, environment of a franchisee, joining, condition of a franchiser, confidence,

intention to contract.
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Condition of a franchiser

H2

Advertisement
Education
Business guide
Package

History 03
H1 Number of franchisees > Confidence
Condition of a franchisees Brand
Capital
Experience
Expertise Support
Confidence ™
Intention to

contract

<Flg. 1> Research model.
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{Table 2> Result of the factor analysis and reliability analysis on condition of a franchisee
Factor Fact'or Eigen N of Cronbach's
loading value variance(%) a
] Avoid danger 0.889
E;::}IZS e‘;f ? Sale price 0.830 2.005 51.724 0.7434
Choice of long history 0.725
High recognition 0.921
Number of the Many franchisees 0.884
. 3.052 25.538 0.8936
franchisees Franchisees across the country 0.860
Worldwide franchisees 0.826
Brand value with brighter prospects 0.887
Brand Value 0.850 2.642 12.994 0.8269
Management of advertisement 0.760
Importance of image 0.710
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{Table 3> Result of the factor analysis and reliability analysis on ability of a franchiser

Factor  Eigen N of  Cronbach's
Factor

loading  value variance(%) @
Capital raise 0.752
. Probability of financing of financial institutions 0.707
Finance 1.781 51.936 0.7845
Need the head office which offers loan 0.634
Securing enough capital 0.560
Engaged in the franchise industry 0.930

Experience  Experience of being engaged in the food service industry 0.923 1.776 16.936 0.7366
High probability of success with the help of the head office 0.543

Need the expertise of a head office and one's own 0.856

Expertise ~ Need the expertise of a head office 0.736 1.540 13.43 0.7707
Chose a franchise restaurant due to lack of expertise 0.515
Brand 0.898
Have confidence when the terms of a contract are clear 0.893

Confidence Facilities 0.750 4.668 11.586 0.8842
Products 0.710

Have confidence when there are good supports for services  0.641

<Table 4> Result of the factor analysis and reliability analysis on support of a franchiser

Factor Eigen N of  Cronbach's
Factor

loading  value variance(%) a
Management of advertisement 0.894
Sale price 0.820
A franchi f a h ffi 0.652
Advertisement anchisee bears ad expenses of a head office 2406 43124 07742
Knowledge 0.631
Head office's support for ad to be considered in the 0.532
place of a franchisee '
Education 0.936
) Efficient training for employees in a head office 0.929
Education . . 2.830  23.754 0.8618
Necessity of educational support of a head office 0.856
Education before opening a restaurant 0.598

Delivery of a business guideline before opening a restaurant  0.959
Timely notice of a changed business guideline 0.923
Administration based on a business guideline 0.850  3.124  14.107 0.8990

A business guideline carefully and accurately made by

Application of a
business guideline

a head office 0.793
Convenience 0.932
Use of package products of a head office 0.893
Package Necessity of package products of a head office 0.872 3.918 11.358 0.9264

Package products of a head office are a good system 0.865
Package products of a head office are cheap 0.863




ol
r?
[

A} Z710] Franchisore] & 2| Q49 A<k <A} 233

Ak eJate] S o] digh 2187} B
A& B8] g1t ARl =AY el =
Ak A3} (Table 5)¢F Zo] Uelstor, 11H
FX(Eigen value)o] 1 o]/3<l HFL1& 17h7}
Zx|o] AZH o=z 99l
Q1] S gl gk Al
A7 EA} 514
nom, e SIS
A5 e A

li/\]— /\']Eﬂ /\]ﬂ_/] Z?é—)]
B E sl el
N2 AAIg A} (Table 6)3 2ol Vel
IL+-3k(Eigen value)O] 1 o]Akel HFacle
7h FEE ] AlF el He
o] SR FE et NIA=E FAG A2

(¢}

N
of

m ftlo

ﬂoELF

°
X,
r {
iin)
_E
> ko b

o W, &
s Jo ox
2 o gy
L L
Yo T4
- o ofl
o W T2
(o ot

° 0 ox

1
2

)

2
i)
1
M
>
[

m.{m
s
P‘L

TAelle AV HA Y Aoz Hrkgk = 3
o, Azle] g Fg A Uigt A1F
A gl dAS AYE Ao ® et

3. SISOl CHSH 21 & oA
1) BARE Z2101 2AF 2200 DINl= 2&
tHs8l A% A (Table 703 2ol A, %
ARk A7 8Rlo] EA} olgk 2 BAjo] oA}
2910 P& viAE Aoz Basgion, £
Azl ‘JrEh AAe] ARge] e 19.1%
]—J—a 3194
Wth 749, p<0 000). 7} aargz - "ﬁ%iﬂﬂ
ZAE(5=0.312, p<0.01), FLA] A7 p=0311,
p<001)°] BAtel AL 89le] felat HHyel 3

{Table 5> Result of the factor analysis and reliability analysis on intention to contract

Factor Eigen N of Cronbach's
Factor . .
loading value variance(%o) a
Reliability of a head office 0.884
Detailed terms of a contract 0.871
Intention to . .
Franchise with core competence 0.863 4.002 66.696 0.9000
contract
Success of confidence 0.841
Advance arrangements completed 0.841
{Table 6> Result of the factor analysis and reliability analysis on confidence
Factor Eigen N of Cronbach's
Factor . .
loading value variance(%) a
Confidence in long history of the head office 0.884
Confidence Confidence in brand awareness 0.871 4.002 66.696 0.9000
Confidence in brand value 0.863
{Table 7> The effect of history on ability of a franchiser
Factor B Standard error t-value P
Finance -3.1E-02 0.100 -0.308 0.759
Experience 0.312 0.097 3.208 0.002%**
Expertise -4.3E-02 0.129 -0.335 0.738
Confidence 0.311 0.152 2.045 0.044*
R=0243,  Adjusted R*=0.191,  F=4.749,  p=0.000**

#%,20.01, *p<0.05.
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{Table 8> The effect of the number of franchisees on ability of a franchiser

Factor B Standard error t-value p
Finance -9.7E-02 0.094 -1.039 0.301
Experience 0.198 0.091 2.179 0.032*
Expertise 0.311 0.121 2.581 0.011*
Confidence 0.215 0.110 1.957 0.053

R’=0335,  Adjusted R*=0.290, F=7462,  p=0.000**

#p<0.01, *p<0.05.

{Table 9> The effect of brand on ability of a franchiser

Factor B Standard error t-value p
Finance -7.8E-02 0.084 -0.931 0.354
Experience 0.242 0.082 2.957 0.004**
Expertise 0.442 0.109 4.069 0.000**
Confidence 0.460 0.099 4.649 0.000%**

R=0461, Adjusted R°=0.424,  F=12.678,  p=0.000**

#p<0.01, *p<0.05.

{(Table 10> The effect of advertisement on support of a franchiser

Factor B Standard error t-value P
Finance 1.244E-02 0.102 0.121 0.904
Experience 0.220 0.100 2211 0.030*
Expertise 0.268 0.132 2.029 0.045*
Confidence 0.255 0.120 2.123 0.037*

R=0203,  Adjusted R*=0.149, F=3.772,  p=0.002%*

#%,20.01, *p<0.05.
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{Table 11> The effect of Education on support of a franchiser

Factor B Standard error t-value D
Finance 0.195 0.099 1.983 0.050*
Experience 0.409 0.126 3.236 0.002**
Expertise 0.208 0.107 1.939 0.056
Confidence —7.2E-02 0.098 —-0.739 0.462

R’=0475,  Adjusted R’=0440, F=13.435  p=0.000**
#p<0.01, *p<0.03.
{Table 12> The effect of a business guide on support of a franchiser

Factor B Standard error t-value p
Finance 0.148 0.075 1.984 0.050*
Experience 1.806E-02 0.073 0.249 0.804
Expertise 0.266 0.089 3.000 0.004**
Confidence 0.546 0.114 4.806 0.000%*

R=0.576,  Adjusted R°=0.548,  F=20.184,  p=0.000**
**p<0.01, *p<0.05
{Table 13> The effect of package on support of a franchiser

Factor B Standard error t-value D
Finance —3.7E-02 0.101 —-0.365 0.716
Experience 0.134 0.098 1.366 0.175
Expertise 0.126 0.130 0.969 0.335
Confidence 0.347 0.118 2.934 0.004**

R=0228,  Adjusted R*=0.175, F=4370,  p=0.001%**

#%,20.01, *p<0.05.
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{Table 14> Result of the factor analysis of confidence of a franchiser

Factor B Standard error t-value )4
History of a franchiser 0.363 0.159 2.402 0.012*
Number of the franchisees 0.311 0.152 2.045 0.044*
Brand 0.494 0.119 4.144 0.000**
R=0582,  Adjusted R°=0.546,  F=11.065,  p=0.001%*

550,01, *p<0.05.

{Table 15> Result of the factor analysis of franchiser’s intention to contract

Factor B Standard error t-value p
Advertisement -0.133 0.092 —1.443 0.153
Education 0.476 0.169 2.819 0.006**
Application of a business guide 0.497 0.149 3.337 0.001**
Package 0.352 0.148 2372 0.020*

R=0501,  Adjusted R=0.461,  F=12.613,  p=.000**

#%5<0.01, *p<0.05.
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