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Abstract

The purpose of this study was to investigate whether a franchisor's influence strategies could affect a franchisee's relation-
ship satisfaction, which in turn could affect their boundary spanning behaviors. The constructs of influence strategies included
promise, recommendation, information exchange, request, threat, and legalistic plea. The boundary spanning behaviors were
external representation, internal influence, and service delivery. The sample used for this research consisted of store owners
or managers of franchisee restaurants in Korea. A total of 605 questionnaires were analyzed using SPSS/PC'and LISREL. Em-
pirical research findings were that (1) promise, recommendation, and legalistic plea affected relationship satisfaction, and (2)
relationship satisfaction influenced external representation, internal influence and service delivery. However, information exchange,
request, and threat did not affect relationship satisfaction. Based on these findings, franchisors were recommended to provide
motivations to franchisees if the former wants to receive help from the latter.
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Table 1. The types of influence strategies
Classifi- Frazier & Summers Kale Mohr & Nevin  Gundlach & Venkatesh et al Ko & Lec”
cation (1984) (1986) (1990) Cadotte(1994) (1995) (2004)
1 N 1
Information .Genera or}cornpu sory Indirect influence
exchange i influence Non- influence strategy
t
Indirect influence ndiree strategy compulsory strategy
strategy influence influence Soft 1
Recomen— strategy strategy © ;:giit:ory Indirect influence
dation strategy
strategy
. C 1 Hard- I . .
Legalistic .ompu sory ar' COmPpUISOLY Direct influence
influence influence
plea strategy
strategy strategy
Direct influence
Direct infl
strategy Specific Soft-compulsory trect 1 uer.lce
Promise influence influence strategy(Described
Non- as conditional
Direct influence strategy compulsory strategy compensation)
strategy _— influence
Indirect strategy Noncompulsory Direct influence
Request influence influence strategy(Described
strategy strategy as order)
C 1 Hard- I
Direct influence .ompu sory ar_ compuisory Direct influence
Threat influence influence
strategy strategy
strategy strategy

¥ Ko & Lee(2004) proposed 'vision presentation’, but it is not included in this table.

This table is based on Kim & Lee(2002) and Ko & Lee(2004).
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Fig. 1. The research model.
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Table 2. The measurement and operationalization of variables

. L M t
Variables Operationalization eaiBrpe;men Reference

Influence strategies: The degree of franchisee's perception that franchisor asks target  Likert-type

Request to act S-point scale

Boyle et al

Influence strategies: The degree of respondents' perception that franchisor informs  Likert-type (1992)

Threat the target that failure to comply will result in negative sanctions.  5-point scale
Boundary-spanning The degree of respondents' perception that they serve customers  Likert-type Bettencourt et al

behaviors: Service delivery

in a conscientious, responsive, flexible, and courteous manner.

S-point scale (2005)

Influence strategies:
Promise

The degree of respondents' perception that franchisor certifies to
extend specified reward contingent on the target's compliance

Likert-type Boyle et al
S-point scale (1992)

Boundary-spanning
behaviors: External
representation

The degree of respondents’ perception that they are vocal advo-
cators to outsiders of franchisor's image, goods, and services

Likert-type Bettencourt et al
S-point scale (2005)

Influence strategies:

The degree of respondents' perception that franchisor stresses
that specific target action is needed for the latter to achieve

Likert-type

Recommendation . 5-point scale
desired outcomes Boyle et al
Influence strategies: The degree of 'perception of how much resp'ondents feel happy, Likert-type (1992)
. energetic, excited, relaxed, contended, satisfied and aroused .
Information exchange . S-point scale
when they use family restaurant
Boundary-spanning The degree of respondents' perception that they take individual Likert-type Bettencourt ef al

behaviors: Internal
influence

initiative in communicating to the firm and co-workers about
ways to improve service delivery

S-point scale (2005)

Relationship satisfaction

The degree of respondents' perception that they are satisfied
with franchisor on the perspective of relationship

Likert-type Kim & Oh
S-point scale (2006)

Influence strategies:
Legalistic plea

The degree of respondents' perception that franchisor contends
that target compliance is required by formal agreement

Likert-type Boyle et al
S5-point scale (1992)

Demographics

Gender, age, academic career et al.

Nominal scale
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Table 3. Respondents' profile
Fr n
Variables ( ;g;% Sc)y %
Gender Male 373 61.7
Female 232 383
20~29 127 21.0
30~39 168 27.8
Age 40~49 204 33.7
50~59 96 15.9
Over 60 10 1.6
Korean food 144 239
Chinese food 4 1
Japanese food 15 2.6
Tbyz :in(:;s Flour based food 29 4.9
Western food 41 6.9
Fast-food 247 40.8
Others 125 20.8
Individual enterprise 480 79.3
Type of Corporate 111 18.3
store
Others 14 2.4
Middle school graduate 21 35
) High school graduate 228 37.6
ACC;‘:;“C Technical college graduate 139 23.0
Undergraduate 199 329
Beyond 18 3.0
Under 5,000 86 14.2
Annual 5,000~Under 10,000 151 25.0
E?ifi of  100,000~Under 200,000 137 226
(unit: 200,000~Under 500,000 96 15.9
1,000won)  500,000~Under 800,000 75 124
Over 800,000 60 9.9
Under 1 year 82 13.5
Relation 1 year~Under 3 years 220 36.3
period 3 years~Under 5 years 150 249
with 5 years~Under 7 years 75 12.4
franchisor 7 years~Under 9 years 57 9.4
Over 9 years 21 35
Daegu - Gyeongsangbuk-do 89 14.7
Pusan - Gyeongsangnam-do 73 12.1
Dagjeon - Chungcheong-do 90 14.9
District Gwangju - Jeolla-do 88 14.5
Gangwon-do 59 9.8
Gyeonggi-do 98 16.2
Seoul 108 17.8
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Table 4. Factor analysis for research variables

Cumulative . Cron-
. Factor . Eigen-
Factor Competency variable . variance bach
loadings . value
explained alpha
Franchisor asks our cooperation in implementing new programs
ISR1 without mentioning rewards for complying, or punishments for 925
refusing.
Franchisor asks us to accept new ideas without an explanation of
ISR2 L . 919
what effect it will have on our business.
Influence ISR3 Franchisor expects that their requests do not require an incentive for 846
strategy- us to comply. 23296 8619  .899
Request Franchisor asks for our compliance to their requests, not indicating
ISR4 any positive or negative outcome for our business contingent upon  .764
our compliance.
ISRS Fr'anchisor asks us to accept new ideas without giving a time to 705
think about.
ISR6 Franchisor asks us to accept new ideas without conditions. .558
ISTI Franchisor states that specific services will be discontinued for not 93
complying to requests. '
IST2 Franchisor makes it clear that failing to comply with their requests 296
will result in penalties against our business. ’
Influence IST3 Franchisor threatens to reduce the amount of business they will do 857
'Slflr;rltegy ) with our firm, should their demands not be met. ’ 19.474 7.205 907
eat
IST4 Franchisor uses threats of disturbing our business, such as higher 811
prices for suppliers, slow delivery times, and lower fill rates. '
ISTS Franchisor uses contracts as negotiation tool. .566
IST6 Franchisor interprets contracts contents distortedly. 527
BSBS] We follow through in a conscientious manner on promises to 853
customers.
Boundary . .
. We are, regardless of circumstances, exceptionally courteous and
spanning BSBS2 tul ¢ ) 852
behaviors- fespecti To custoriers. 7106 2629 860
Service BSBS3  We take time to understand customer needs on an individual basis.  .821
delivery

BSBS4  We follow up in a timely manner to customer request and problems.  .777

BSBS5 We follow customer service guidelines with extreme care. 486
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Table 4. Continued
Cumulative . Cron-
. Factor . Eigen-
Factor Competency variable . variance bach
loadings . value
explained alpha
Franchisor offers specific incentives for us to make changes in
ISPI1 . . .856
marketing and/or operating procedures.
ISP2 Franchisor makes promises to give something back in return for 351
Influence specific actions of our dealership. ’
strategy- 1SP3 Franchisor offers incentives to us when we initially had been 816 4.856 1.797 860
Promise reluctant to cooperate with a new program or policy. R
Franchisor provides price breaks or other incentives for our
ISP4  participation in manufacturer promotions, showroom design, and 738
other programs.
BSBE1 We say good things about franchisor to others. 767
Boundary
spanning BSBE2 We generate favorable goodwill for franchisor. 715
behaviors- We encourage friends and family to use franchisor's products and 4.052 1.499 854
External BSBE3 . .708 : : :
services.
represen-
tation BSBE4 We tell outsiders this is a great place to work. .670
Franchisor outlines the logic and/or evidence for expecting success
ISR from the specific programs and actions suggested 816
Influence P Progr 28 :
strategy- ISR2 Franchlsor makes it explicit, when n}akmg a suggestion, that it is 758 3161 1.170 21
Recommen- intended for the good of our operation.
dati
aton Franchisor provides a clear picture of the anticipated positive
ISR3 . . . k .684
impact on our business a recommended course of action will have.
RS1 Given the work we do, we feel we are paid fairly. 813
Rela.tlonsl.np RS2 We are satisfied with the amount of pay we received for the job 797 2083 1104 759
satisfaction we do.
RS3 We are satisfied with our working conditions. 776
Franchisor concentrates more on strategic, long-term issues, rather
ISI1 . . - .800
than specific course of action our business should take.
Infl . . .
I;;::ce ISI2 Franchisor attempts to change our perspective by looking at how 740
&y our business decisions affect the 'big picture'. ' 2918 1.079 750
Information
exchange Franchisor discusses the orientation our management personnel
ISI3 should take with regard to long-term planning, rather than daily  .648
activities.
Boundary BSBII We contribute many ideas for customer promotions and com- Q44
spanning munications. '
behaviors- 2917 1.079 .699
Internal BSBI2 We make constructive suggestions for service improvement. 670
influence
Influence ISL1 Franchisor reminds us of any of our obligations stipulated in our 754
. sales agreement.
Stratelgy : 2913 1077 652
Legalistic ISL2 Franchisor refers to portions of our franchise agreement which 200
plea favor their position to gain our compliance on a particular demand.
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Table S. CFA results and 'goodness of fit statistics' of structural model
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Confirmatory factor analysis(CFA) results

Competency

¢ value

Composite

Factor variable Lisrel estimate (* * p<001) reliability AVE
ISR1 1.000 -
ISR2 - 856 -20.992""
ISR3 -.986 -23.534
Influence strategy-Request ISR4 870 18372 .865 124
ISR5 -.934 -20.055""
ISR6 719 17.066"
IST1 1.000 -
IST2 838 16.164™"
Influence strategy-Threat IST3 926 19.253™ 872 735
IST4 821 16727
. . BSBS1 1.000 -
Boundary spanning behaviors- BSBS2 733 11.104™ 843 699
Service delivery ok
BSBS3 980 16.321
ISP1 1.000 -
Influence strategy-Promise ISP2 958 19.106 " 835 684
ISP3 980 20.867
Boundary spanning behaviors BSBEL 793 15,8497
Extgnyal I; epresegmaﬁon BSBE2 920 17.884 824 674
BSBE3 1.000 -
. ISR1 1.000 -
Influence strategy-Recommendation ISR? 960 19738 .802 .650
. . . . RS1 1.000 -
Relationship satisfaction RS2 055 6727 7154 597
Influence strategy- ISI1 1.000 -
Information g)}(]change ISI2 .598 6.416"" 748 583
Boundary spanning behaviors- BSBII 974 13.822"
Internal influence BSBI2 1.000 - 721 535
- ISLI1 1.000 -
Influence strategy-Legalistic plea ISL2 857 16.507™ 701 .505
1°=1757964, df=332, p=0, GFI=833, AGFI=781, RMR=0305, RMSEA=0793, NFI=776, CFI=.806
Goodness of fit statistics' of structural model
Construct and number of indicator
Factor Number of original indicator Number of indicator deleted Number of final indicator
Information exchange 2 0 2
Recommendation 2 0 2
Promise 3 1 2
Request 6 2 4
Threat 4 2 2
Legalistic plea 2 0 2
Relationship satisfaction 2 0 2
External representation 3 1 2
Internal influence 2 0 2
Service delivery 3 0 3
Result
Type of model P 1’ df RMR RMSEA GFI AGFI CFI
Original model .0 2096.959 353 .0387 .0799 762 72
Revised model .0 1196.608 206 .0393 .0792 .803 .808

£

™ p<.001.
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Table 6. Hypotheses testing

Hypo. Path Path coefficient ¢t value Hypo. testing result
H1 Information exchange — Relationship satisfaction -.013 -.275 Reject
H2 Recommendation — Relationship satisfaction 267 27717 Accept
H3 Promise — Relationship satisfaction 236 4477 Accept
H4 Request — Relationship satisfaction .014 156 Reject
HS Threat — Relationship satisfaction -.005 -.106 Reject
H6 Legalistic plea — Relationship satisfaction -.364 -3718™ Accept
H7 Relationship satisfaction — External representation 573 5959 Accept
H8 Relationship satisfaction — Internal influence 578 5962 Accept
H9 Relationship satisfaction — Service delivery 761 8721 Accept

77=1196.608, df=206, p=0, GFI=853, AGFI=.803, RMR=.0393, RMSEA=0792, CFI= .808

p<05, " p<o1, 7 p<001.
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Table 7. Effects of influence strategies on boundary spanning behaviors

Informati R - Legalistic  Relationshi
nrormation ecomen Promise Request Threat cgalistic c a 10n§ p
exchange dation plea satisfaction
Relationship -.013 267 236 014 -.005 - 364 1,000
satisfaction (-.275) Q77" @477 (.156) (-.106)  (-3.718)" '
External -.007 153 135 .008 -.003 -.209 573
Total representation (-.275) (2.564)" (3.741)™ (.156) (-.106) (-3263)"  (5.959)"
effects Internal influcnce ~-.007 155 136 .008 -.003 -210 578
(~.275) (2.568)" (3.743)" (.156) (-.106)  (=3265)" (5962
Service delive -.010 203 179 011 -.004 - 277 761
Y (-.275) (2.705)" 4212)"" (.156) (-.106)  (-3.562)7 @872
Relationship -.013 267 236 014 -.005 - 364 1,000
satisfaction (-.275) Q77" @477 (.156) (-.106)  (-3.718)" '
External N B 3 _ 3 B 573
Direct representation (5.959)***
effects . Linl 578
ntern mn T - - - - - - sk
erna. uence (5962)
761
Service delivery - - - - - - (8.’;726 l)m
Relationship B 3 B B B 3 B
satisfaction
External -.007 153 135 .008 -.003 -.209 ~
Indirect  Tepresentation (-.275) (2.564)" 3.741)" (.156) (-.106) (-3.263)"
effects Internal influence -.007 155 136 .008 ~.003 - 210 -
. (-.275) (2.568)" (3.743)™ (.156) (-.106) (-3.265)"
Service delive -.010 203 179 011 -.004 -277 -
very (-.275) (2.705)" 4.212)™ (.156) (-.106)  (-3.562)™"

* p<.05, ” p<01, o p<.001.
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