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Factors Affecting Performance of Casual Wear Franchise Stores
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Abstract

The main purpose of this study was to investigate factors affecting performance of casual wear franchise stores
including franchiser support and social network between owners/managers. The study included the franchise stores
of 55 casual wear brands located in Seoul, Incheon and Gyeonggi-do. In each store, one manager, owner or staff
member with management responsibility was asked to fill out a questionnaire. A total of 184 questionnaires were
collected with 165 used in the final analysis. The results showed that franchiser support consisted of educational support,
marketing support and customer support. Path analysis indicated that only the educational support had a significant
influence on the franchiser-franchise relationship, and in turn, the franchiser-franchise relationship positively influenced
customer performance. Marketing support did not have a significant influence on the franchiser-franchise relationship,
but did demonstrate a direct influence on customer performance. Social networks positively influenced customer
performance, and there was significant a correlation between regions and social networks on customer performance.
Sales performance was significantly influenced by customer performance.

Keywords: Apparel franchise store, customer performance, sales performance, franchiser-franchisee relationship, social
network
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(Table 1) Franchise contract terms for different fashion categories

outdoor ) inner )
women's casual men's children's accessories
77 (55) 41) sports (43) wear (18)
(61) (28)
national brand 73 44 37 29 38 20 14
Brand type* |license brand 4 9 4 24 5 4 3
foreign brand 2 8 4 1
Average sales volume
. 372.7 577.9 368.5 655.6 308 4259 256.5
(100million Won)
Average number of franchise stores 74.1 94.3 74.2 103.6 126.1 2239 64.5
average store size(mz) 574 81.9 83.1 81.5 40.8 284 57.5
margin regular price 34 329 332 33.6 35.5 35.7 41.9
(%) sale price 27.2 28.2 322 29.3 25.2 26.7
Deposit cash 23 2.6 1.9 4.8 2.0 23 2.5
(10 million
real estate 7.3 8.6 1 10.8 43 4.4 7.6
Won)
concession
76 54 41 58 38 25 13
(100% return)
Return rate* partial return 1 1 2 5 2 1
no return 1 1 1 4
Interior cost
) 196.6 207.8 182.2 205.7 198.6 2152 198
(10,000 Won/3.3m")
2 times/week 2 1 4 1
1 time/week 11 14 11 22 9 10
Payment 4 times/month . 1 . . 1 .
terms* 3 times/month 12 15 7 10 5 3 .
2 times/month 44 13 12 17 8 7 3
1 time/month 10 1 . . . 4 7
1 time/10 days 2 5 3 7
* Number of brands based on 2009 data
Source: “Contract terms for franchise”, Korea Textile News Special section,, 2009. 11. pp. 28-34. Reorganized
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tH(Anderson et al., 2007). 98] AFSlolA= 2wle] =@
do] ] QI =] kot Qe gk skl I+
uj$- mlElgk Agolt). olu) wi AbEE WEga /)
oo} 7139l w=E(node)E TAE A3 FZ22 71|,
sfoltiel, #H wP, 94 Sou ddue] YT 4
)5t 4= Ith(Moon et al., 2009). o]¢} o] Qmle A
SES A8kl oabAA el S mAH, 7ile
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(Table 2) Sources of major variables

TR AR AT vIFAE ol Fehelad e /gl
gk 2 A5 flste] ol Feeld BeAk 12, of7HAl
A 19ls e = o dieldle] B 1 At
of tial HH el zARE AAJEFSIT. o] WA Axkel A
FATE O E <Table 2>9} Zo] F 41728 os A
’%le: T8kt elda Ak st W

TE Aelet BE Wae 74 H7IE HER S8
o3

Ry

Balele] BAIE 24317 2al Lee et al.(2009)9]
TollA e 32FE AREselen, AEutet du=
0.8950]{t}. vi=/d7= Son(2010)9] A-ollA] 7t
“B el wiE AFES oAuAFU?” “B tield

_ll}lf

. # of
Variable name Items Source .
items
Relationship with ) )
. Involvement with franchiser Lee, et al. (2009) 3
franchiser
sales performance Son (2010) 2
Performance
customer performance Authors 4
Franchiser ) ) Kim & Lim (2006), Kim (2007),
educational and other supports from franchiser 12
support Authors
) relative competition against other brand franchise
Regional .
o store, other franchise store of same brand, other Authors 3
competition i
fashion related stores
) Social network of franchise owner, owner's spouse &
Social network Authors 3
manager
Store & demographic ) ) )
o Store size, experience, education and etc. Authors 11
characteristics
Franchiser »  Relationship
support with franchiser
h 4
Environmental Customer -
factors » of > ales
performance performance
Franchisee
characteristics

[Figure 1] Research model on performance of casual wear franchise stores
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terms for franchise(2009)o)] 2% % 3237} Ba= =
NFdelo]l Bl ST/HR &kt o /dE ol ofEo]
dlo] BollM 5H Bale = ¢ ko, Jy A
Holup Wi A7)0l A om ks d ik A4l
olE AYatltt. T F Q1T 48,7477 8 T A=l
21%, I B2 Aol 30%7F L glen
(Statistics Korea, 2009), =] ¢J5F tig]d 2] 50%7} A
<3 =P YHtaL(“Domestic fall/winter sales”,

2009) s AL Aglete, AE £ A, A, F

o Y2E 8 WS, SHAE PR el 714 ol
A arsiglo vl el Aol Qs Agow Als

59 8U7HA] 67 vildollA] o]
ARAE sk
17 wdg 214 et
2F B oll= 16577} AHE-
AHg3Le] el HEd
AHgste] 4 shelnt.

A AAE=

}‘\jla t_@l% ‘é: g

4, SEHX} =Zoj

<Table 3>f VFER &%
Aol 23 W 60%= Aol 26.1%= 7%=,
13.9%% dol FEHo] SISiet. wide] A7) 1525
3 m|vko] 34.5%= 71 Bk, 1 919} 159 nvks H]
53} 25-35%, 35-50%, 50% o)’de] w2 2t 14.2%,
18.2%, 16.9%, 16.2%= Ha 2 124 Eix o] SIS},
Ao 9 Hvzale 50009 o]4to] 43.9%= 71
3,000-5,000%+15+  2,000-3,0007+10] 7}

\
w3k,

71w Fed A e siltt. Zh viS WEsk 20.3%, 16.2%312H, 1,000-2,0008 wke] 7}
(Table 3) Profile of stores and respondents
Stores Frequency(%) Respondents Frequency(%)
Seoul 99(60.0) s male 59(36.8)
ex
Gyeongi 44(26.7) female 101(63.1)
Region .
Incheon 22(13.3) president 13(8.6)
total 165(100) chief manager 59(39.1)
less than 15 pyeong 21(14.2) Title manager 37(23.3)
) 15-25 pyeong 51(34.5) sales associate 30(19.9)
Store size
25-35 pyeong 27(18.2) others 12(7.9)
35-50 pyeong 25(16.9) less than 1 year 23(14.2)
more than 50 pyeong 24(16.2) Work 1-2 years 33(20.2)
less than 10 17(11.5) . 2-3 years 24(14.8)
Monthly sales Xperience
10-20 12(8.1) 3-4 years 19(11.7)
volume (million
| 20-30 24(16.2) 4-5 years 15(9.3)
won
30-50 30(20.3) 5-8 years 23(14.2)
greater than 50 65(43.9) more than 8 years| 25(15.4)
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(Table 4) Factor analysis of franchiser supports

Ak 54.080%%]
ATEZE dotr] st AL E Fl BEL
o
H

1t
>,
=
iin)
=]

= [Figure 2] 2th. 7 g ol 33k
SHNT 5 BARES AR, 2ARY
who] A3 AlRkeh npe} o] EAfele]
FEFE vIAL, ol Tt EAlete] #
AT —ulEdae] A2 el A ddol
PRAoR GFE vAL ok 2=} sk ZARAY
< THIRA L EAteke] Aol gk 232 <l
FrofshAl exskout, Aol AdHoR fogk 9
S PAAL e AeRE o vk wEkA] EARe] vl
ARA DL tHelda} ZAtete] BAE XA &L 23
a2 Aael] FaFe Fol, telide] BTl TS
nRIekar & = Qlok. BARY] AL EALeke] A
HA|A] el Ite

FFol

Freld ol giiv
wake] A4 F @849, vHIE A, 1

dhelde] B bl vl gt 1 P2
27} vhe Aoz et oleat Aolol e UelS

Factors Item Factor El\%?:ia;alue
(reliability) ems loadings e
(Cum. var.)
The franchiser provides education on customer hospitality and complaint 0.823
management )
Factors The franchiser provides education on new product knowledge, sales 0.788
(Educational) point and inventory management. ) 2.895
support The franchiser offers various education opportunities to franchisee. 0.669 24.126
(0.866) The franchiser send sales supervisors to help to boost sales. 0.566 (24.126)
The franchiser offers education on VMD. 0.502
The franchiser helps handling problems with customers 0.460
The franchiser is active in new product development. 0.670
i/?dl(()rt'2 The franchiser often changes product displays and layouts. 0.612 2.704
arketing
support The franchiser regularly performs various kinds of promotional events. 0.583 17.280
(0.684) The franchiser has active advertising and promotion programs in 0.574 (41.406)
newspaper, magazines, and on internet and TV. '
Factor 3 The franchiser informs customers of in-store events via post mail, 0.969 1.521
Customer e-mail and text messages. ' 12.673
support .
(0.687) The franchiser offers coupon and mileage services to customers 0.485 (54.080)
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<Franchiser
support>

Educational
support

0.479 (4.625™)
Marketing
support

Customer
support

0.252 (3.3927)

Relationship
with franchiser

<Environmen
tal factors >

0.34R3.506™)

0193 (2.302%)

i Regional . 0.378= 0.591=
! competition I v ¥ Y

" | 0.744 (2.9747) 0.511 (5.4697)

' ) | Customer _ Sales

| Region : performance performance

0.196 (2.0377)

<Franchisee
characteristics >

Social network -0.606 (-2.387%)

Region * Social
network

{ ):tvalue. a: residual variance, *p<0.05, **p<0.01, **p<0.00°

[Figure 2] Path analysis of casual wear franchise store performance
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2 AXjsta ek, se vEAne Ahow e T Ao ohsl,
Eztel A froldt AH WAL ol TAYE Fal iRl AS) e Fau ok

oluet LATE FalA wiATel TA dBe ool Ao, (e olUle] FEAtgo] b AEe] &
H)AE AR el Ao AdAe] o] Wrm  gtowl, I geoel Bajel mld A9 Qlue] o
s olglo] ARA LR WiE SR AT AL o o] 2 R0 UERgrh. ol BAle] A9l F niAE

T ]4
e A AW ek Aot Aeielee] daagw Aol tlelde] kel 71 2 ke AR, =5 o)

= >

T Al FoFk G vIAAL e, ol R &FolM o] theld Aol S8% dFE vIAl
ME vs. A9 Aol A Hqldo] ATt wjA= = #gEhs Ae HolEth
FFo] v=r= 2e Yehdoh Az} qlue] Fo Aty Wk gl fofgh o

ot o] Aol xFE EHHTES At Fe vAE Ao yehdel wel, deEg aae £
/gl PRl AR, PdEYE Aejshd <Table  Aaigitt. 4ezk8 595 A8k flstel, &3t 7
5>¢ 2t dielde] A9ddE dehis aAgEet A Zztellx ARl BgE VIEeE A
e v, 398 F a1 viede o] w2 Ad () v HaHgd) e Ul

of fFoldt dFe F= A= Ueta, e SHHT o <Table 6> Mgl A3kl 499, 15cte] 367

(Table 5) The effects of variables on sales performance

Effect
Dependent var. Independent var. - —
direct effect indirect effect total effect

educational support - 0.047 0.047
marketing support - 0.178 0.178
customer support - - -
regional competition | - 0.025 0.025
region - 0.380 0.380

Sales performance social network - 0.100 0.100
region*social network | - -0.310 -0.310
relationship with

i - 0.099 0.099

franchiser
customer performance | 0.511 - 0.511

(Table 6) Differences in customer performance by region and social network

Low in social network High in social network
Dependent var. Region t-value p
mean SD mean SD
431 5.08
Customer Seoul (49persons) 1,244 (36persons) 1.012 -2.934 0.004
performance . 4.84 4.74
Gyeongin (32persons) 1.057 (29persons) 0.848 -0.408 0.685
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[Figure 3] Interaction effect of region and social network on customer performance
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