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918 ARQ2015)9] O5hy, S ZaMAfol= HAE 4k 20104 25507004 20140
4,2887l01H, o]0 ule} 7PHAE 4= 2010 148,7197[0 A 20143 194,19971 2 =71=] o]
o} SHYSITL olek. weba Fuj ZaéALo|= AIS GNP of 8%E AN A
Bl ARl v GFgYE Ropx 1 glck
T el 2 Akjle] AHIRA slgRRel HAT BA U AEE
A 20148 887H O 2 2.4u) o|Ato| ZTIE|IQITHEA AN LS A=, 2015). ©
of 7l Zhel B o ZEL o 7o) A Aol ohd s
AR W S gl ol 7}11 S7E AAH S5 AY A BIARA S 58 A
H3HA] et7] Wi 5
gl oHA| ¥l 7S T H s Hﬂ eEut et 7R ko] 250l
otk olelgt A5 AWH R MO WAREY BAHINC|ET Lol T YT
TSI, 2014), = A Qo FAEA FF= wA Zlojth
b 7PEER7E 7P e 9340 BAE o 9A FAD A7t gtk =go]
AR e BAXFE =g Ager dAtEo] fItiol-87] e A&, 2005).
ARG BAL A&l gt Zld2tar & 4 Sl=dl(Noordewier, John & Nevin,
1990), °]Z12 7HER7 78 o] A =g #ol7] flsll A&HA QL UA A4l =]
Fash, olfgt WA M =82 v, A, 9 5 WAEFET QA Y=o FFE
] Zolekes A oueith ol oA Hu, 7plERo] iy gt AR
CHe AR A =Hile dx|sicta & 4= git) $hHE, uFo| g5 Altfdlo] %8
U= BRE ofyet o yolrba BA A71AR] B FA4e FEshe
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710 AEAG0] AL oln AHAWAL 5L olm, ATHE FAAA 7| A%

| 2
8- u|Zthal gt oIG-E(Schurr & Ozanne, 1985; Ganesan, 1994)0f wl=2H, TA X|3FA
go| 7] A7 BAE AEA 7= w9 F83 aQlolgkes A o 4 Stk
Do S smelAolzo] Tt AT mAROlZ oAbk 304lef Dot salol = &
E7F 20023 1,6007Ho4 2013 3,8007] = AASIASo| = B 181, AYS SAHoR
A7) Holgkom, ) @ Auls Bofo] thak A vl vopsieEHL AT
A, 2012). Wb B ATl AL AolE vhos San) maolx Ae FAom
stol Jbmano] ARG o] o] AvkA R, A=), B9, 22 AArel=

of 7x4 PAS RAshoy otk

B Qo] Anke gulCea) Taxjolz slEre] AT welo] uHe] dre}
a5l nlx v J qleks ol M 11 oot ik, A, AN T e
o] 7hiHe] A HETE ol e} 7R o] 7 g d I Camarero, 2007)E o]olZth= Ho




A 7V, B3] mal o] AARIES Kol7] $18 WANGH AswE ojw)
T AN TS AL AAE Aol

o

I.OolEX 1

2.1, BAXHE ==

PAAGFA =82 A BA e FA7E A& HZHAE FAdstaA Aot &
A AdEiels Eol8e =8e 2Jn|gttk(Sheth & Parvatiyar, 1995) AR RFSE A
of 3lof A Fhdte] HAE FasHA BZsh= AolH(Boyle & Dwyer, 1992), A
ko] BAE A &35H7] Yt 7 giEkal & 4 Ath(Noordewier, John & Nevin, 1990). 44|
¥4

= 7

welo] Ave 2o Ble] 2z olsiA 1 Ansh Uehbitl(anda, Murray &
Burton, 2002), 7F¥5 3] fth(bonding)= ofo] & 4= Qlth= oA I Fa4o] &tk

Heide & John(1992)2 #AR| A w2e G4, AREWF, 18|31 ZA<y(solidarity)2] 3
7FA] 821, Camarero(2007)+= A FALZ Asi, Jatig, 143} 7QISHEHY-), 1
a1 71 F TA Q] 47FR] Q1o 7 JLHSF}IY O, Janda, Murray & Burton(2002) &4+
44, %T;LXP A, FEANA A AR, SaA T4, A5489 57H] a1om AA
gHH, 0]§7] 5(2005)2 o]t A A= THA LR Hste], UARFA =
49 S, EANAAY AR DA ol shele] 7 Relon Amsalch

weba B APolAe AT e unRel Auge) BAo] qlolx Fgr
o har WAe] W] G A polom Helstu, o] S(2005)9] AT
Aoz A5t} Sty APATES AHEH, IAXFEFA Ho] Q1o F AAEE=
4= 89X (Noordewier, John & Nevin, 1990), FA|3}4 %] (Noordewier, John & Nevin,
1990), 1213} -(Doney & Cannon, 1997), 12|31 AR 3K Cannon & Perreault, 1999)
So] oleh T 7ol A R9UL o 87] £(2005)9] AT e} e} sl ol
I ANA wtET) Ao FeFS n|x]= Q31 Q2l(Schellhase, Hardock & Ohlwein,
1999; Doney & Cannon, 1997)0]Ui = AtoA EZFAF T

el golie xxo] 219 WelBA S AT, AU AT
Golol THE B 4 o T Weld e Smel FEE elsr(Volberd,
1996), <& & 4 gle W3tz st AR ASHA o= d=Eol ditt vk
(Noordewier et al., 1990)2 79 E7} Jul} 5= AHw=abal & 4= Qlth Ivens(2002)= A}
Q1 BAVE BEA Q150 SJalN] L W, $<I40] B Wash B shic.
aeEE mEne gede 12, AugA, 1F W 3 2 Axje] w6 ot 7}

2 O{N
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ItH(Noordewier et al.,

W atel tiste] PRIl oj@A A sk duE &
o 2ol|(Vazquez, 2007), 7}

1990). 7FHEEO] F-AA2 7K 74]"‘:0%5 ojoj& 4= Q7]
WER7F 7R ] EA| lofA 2ol it A4S Hlthd, s AE fAE
Ou|st= FAAQI A E vt = ;ﬂ‘“abﬁ. =2 ZE" o UthMacneil, 1981).
old IHoR & u, $AHE AFA ARG 3t Z7A(Young, Sapienza & Baumer,
2003)0]H, AABZA 9o =2 WUH(Grant, 1996)C.2 7+FErh o|AL FoAo] HAAA
2-919] A TH(relationship-based view of competitive advantage)(Dyer & Singh, 1998)x}
AL A (resource-based view of the firm)(Conner, 1991; Conner & Prahalad, 1996; Grant,
1996)0l 4 AHAEO.R ZEE 4 Gtk A1 ojulatth Skl Gl WEES 7ol
digt Ad shE o] ofiel 2o 488 o AlZIt(Young et al, 2003)
7HYERS] wAs Al et AdS 7h R PR A QlojA THEERT}E 7}
WAL 2| YstE= Ao fERY 2712 B mA o]l RARS ulahr] ok 7]70] &)
Aot= A0 Z(Noordewier, John & Nevin, 1990), 253122 & 4= = 543 2A4 a9
O] TK(Strutton, Pelton & Lumpkin, 1993). o]72 7RO A3} WHSH TA 7} QA
ok JjdAH oz LRETHYEE, 2004).
7HEE ] gt 7R o] A= Ao qlojA ZHEERRS Qg Soltt FAE S
3 SEAY, AAR }% Zi% 3t Doney & Cannon, 1997). o712 7P¥xvHS 97t &
OI?* FAE k= 719 WA A& AFsh= 71897 5 A dohe A
u]gtcH(Williamson, 1985) o]# A A TASI= o]AHel Al 8JBE HZA|7]7]
Hb‘]— 7199 =88 Vel = AE2 A, ES =tk Anderson, Fornell & Rust, 1997).
Ganesan(1994)& 12 7HATHS Sigh Bolgh BAb sfgEss} 3714 BAS fAe
B3 s, AR Slste] HAS shele Ae FWAFE ACR AR g 7}
Y MR F7IAY ZOIT SIUT, Ea o RS AR WAL giste] Bolg
A Tk A ABHFAA ol AEE
3, B3H(2002)= A4S} UEY RS
BEge BhEG ] shEVe 83 ARE AFH0R ATY Aolehs A1)
7]@1% el (Heide & Jones, 1992). Howe(2003)= AHU Aol S E3t
W3 ApgERe] ZoE BAL offete djFul, HAt) WS Fu, HYS
E2 S0 s Kane(001)k ofgl Bol Ml ARUAIEE Sl B
2AaHA st 24| ok sholck
Bassuk(2001).& 7} Rol 7k el BAol glojA ARUA eI Mol Wast o g ok
3 g shdeh A, AERE ZaRelx AAsueA WSt BAS Heke] 7}
WHomRy AUete 98 4 Atk B, AWASE ZaRo|= Aaue) k3t o]
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oh AR, FARERel RS Ame] 4TS isle] WAdor ddso] ok wA, 7}
o] wejo] oA ARY] EHEES sl Aolth oled ARUAIAL Al wa} 2
Asloloh sk 7pgale) ol gel AR A0S B 5 RS shErk Tejne 7}
MEHL lmgse] 584 ARUACINE $Aslor B Wesl YckMoserowitz,
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2004). YutH oz A
AZFAYEEY g =2} 3)34% of o u] X t(Frazier & Summers, 1986)

FruElolA EAL 7P S ﬂ Trualo| A o] FEof it Mo &5 It
TH(Schellhase, Hardock & Ohlwein, 1999). W& Fuljx}-Zulj 2} wlA|g] B Eo| =2, 11
A} HE25= ZHYUE0] AT (Schellhase et al., 1999)1} A1Z|(Doney & Cannon,
1997)9] F8 Q48 AAEIL Qi)

Schellhase et al.(1999)& AmAAE0] A&} AJA | tjdt #|4], 11
ojUial o]F AHE 4 e TS 7 FHARHe Sk, 01316& FHA
HE st amfdAEe] 15 drid Folste 7HE U= A4 &
oF gtthar shich

SHH, PR WA RAFA g2 7

9
A7k Hgont, AuAEe A5 uf

aglolehe Held B ATOINE DA mee AwEel AZE BHoH ST
A g

2.2. A=A

YAAR o] FR/d0] FZEA BAZ wgho] gt o] AXA Ao, o2t
AAES WAEAS doe=z AgE 4= Qi) Morgan & Hunt(1994)2] X-5A} E}ojo] A
S Ao R 3 AfoA B F2E SYI AR R RSt A81% S, Ramsey

& Sohi(1997)9] AEA Azl SEAR et ATolME Ao} MEo FHsle o
519lth E, Dwyer, Schurr & Oh(1987)2] X153} e} Zaizjo]=o| djat A4
=, A9, 287 V)s)Role FHsle] ATeith B ATl ARATE vetos 1
Aol 9 SA4E vk, A, 2e)w Below FRsle] dyslaa wik
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T2 o A de 9 WA Sl Aol B gl digt AsERR
H o= FAZAQ Y AeglE WéltHAnderson & Narus, 1984).

Geyskens, Steenkamp & Kumma(1999)+= ZAZFAAY TH=ES o 7|99 dFAA=
Q1% = Aol tigt Bri=RY WAl E 384 A AEiRkaL 5F3lal, Ganesan(1994)
< AR Y WSS AR AAUNY APIeE @Y SR w9 SHS E0
T, WARAIE 2aA7le odue ust sk

AWNGAR; 7Ee] TA TESof B3 AGLE AHE T, Anderson & Narus(1990)&= A THS:
S % ARTAY Aole] ol tjat WA WIARA, AT VR £FL 2L B
Ao A} Upehdtia 5191, Dwyer, Schurr & Oh(1987) Fuflhe} shujape] 432
do] 7 A e GA I sfARA A nghE U Eo] fARE FEE Aled 4 Sle ot
F0 TRMEWSE AR st DARAL APoRK AH Sxol WEE 43
o1 skt

7hid Wb BReto] AR RE LAk HAA v, AlE 2 Au| A Ao ofgh vt
=, souoldo] fEl WE S EEel BAR mE WRE mushe]l EltHRuckert &

Lo

S
oo dEskal Ahskertel tigh mlE Adfo| digt BHrie EZFETAL skl
Anderson & Narus(1984)= 7F84 TS 3F 7|0l the 7193te] 2e Aol it
B7IRRY SAAd A et Fold 4= okl shich &, Zelixfo]=o iy wk
2 A28 A o digt A2 U ANrAQl Ioletar Aojd 4= glom, 7hgEof of
g @Y, B w9l ZhgEEe] et 7HE o] thAFQl HAdolet & 4= ItH(Gaski &
Nevin, 1985; Frazier, Gill & Kale, 1989).

7hid o] wke ST A4te v o] ok

AR, 78 w2 Tl - 7 H(post-purchasing) © = 3170 S of djsf A=
WelA s AdE s 7ot vjagt F7EA geko|t(Oliver, 1993). &4, 78
2 7H o] A1) &S ASHHA ZHR]= 2 FUkE o] thGauzente, 2003). A, 7H
q S-S PR Ziliolz AAE] Woli FPYCRA L7l o tHLewis &
Lambert, 1991).

wEhA 2 Aol s 7HEE TS R FRRY 7ol )= AnkE Q)
TEom Aotk

A

—_

2.2.2. Az



T Z2AXto|= JIW=RO| ARG 20| JIWHO| 2AIFER MA|UC|=0 O|X|= g 31

1

d

= L i
o i o pd do

AR Ao ol opko] W whelal, wgh fAloA RS thelk Zlolzt
o2 Ad) Abdrol A WS Yok ojrel ML o Holels
SHcHMorgan & Hunt, 1994). T3 Anderson & Weitz(1989)= A= E v]gof Abciwr
5ol A719] B85 FHAA FEEhs Uaolkal skl 2|3l Robinson(1996)-2>
= ehle] njgalso] Aol FejHol AL Fi Hag otelHolx] gk F15Ao
7IheF wgolekal skl

Moorman, Zaltman & Deshpande(1992)+= X127} £A517] Yslir= Aol it
(belief) T} Acfutof s &&3}11A} 5l= Y52 (behavioral intention)”7} AgtE]ojof 3
il SFiTh lb*ﬁwhﬂﬁiﬁ%q%ﬁﬁﬁh%ﬂW“WﬂQiﬂiﬂﬁplﬂiﬂiﬂoq
chel, AlghEl AlEo] Baleln We glo] SEN sk AL At ohet gle] BAE
otk 1A g SEAREY] AR S5 AlFel o] Fajt g jirt
(Ganesan, 1994).

A o] As 7| T A2 Yool HAH s|gEA Atiuro] o]7]Fe]F el
B2 EstA] o= Aolhe AAE 7FeAem 22 F-AA A= BHEA] Ha st
Ch(Wilson, 1995). wjeha] 7] 7+ BACIAE A2 @8 Alubol st Qo] Alolu}
Skl o 7 HI1(Ganesan, 1994), A1&Fx}Q} T AIZ|R}9] AFS o]&FA(inter-dependence)S 743
sh7ILh EEpAa) Telsto] elEa riel@E, olFa, Q4ul, 2007).

Anderson & Narus(1990)= 7] 7+ SEANA ] NS e PRI7F A4 Fabo] 2
Al ATS AR YU BT Hlolek Aldoleky B4 0, Sabel(1993)2 of
L EHE 2 o] FopdS olgalA) ok Aol ShAlole}a sleirh. 123 Bradach
& Focles(1989)% 3+ 7191¢] Ae) WAL 7181704 Y9)8 TAE wars Foes
Qofs @ Wele) Adizolzia shainh

b 2 Aol e A=EE 7R 7, = 71dS e R AlFAtel wAl=Rt
2he) AlEolEg BHoIA mEARel FlYEe] Wollt ool W i wak
oA olg che Aolehn Wi Hma gojsih
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2 A GARFET] BAN A ek BAA B 9AH AokS weitkDwyer,
Schurr & Oh, 1987). B2 7134 2] BANA glolai= ok & Boa agloz 7h4
o

429l Ao R Abonding)o] UATHOIAIC] 2007). EFF B
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T AR ARe] A A Q] BAEYUL A A A& HAE FASH] A
S Hedel wele slgoluA sts mwek WAKe] weow A olEri(Moorman,
Zaltman & Deshpande, 1992).

TAEQ] ] Hg AP AFES AHEY, Anderson & Weitz(1992)= 2] 71| A o
A A7 R AL A A o] JidS A|A8F¥ AL, Moorman et al.(1992)
< 719 2 BAEY ke 7HA Q= BAE RAISH = AEH &
2kl SFATh E3E Morgan & Hunt(1994)= 719 Zke] ARG = of=dt dAIE ol 2
HHog ks wh=rtal st g EE S 22 Yyt ofyel 2217 |, 53]
FPEROL P TANA A 7P ANEAQ] Wt & 4 YIekDwyer, Schurr &
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TAA 29, AL4 29, ¥4 2YoRE EFdte] HEE NSttt 334 =
GAREO] BAE FAEHL A & hEo WA FAS Ysl=(want to) HolH, %
k= v Q1A mjEol A& BARAE AR
D 2(need to) TAIE A&3k= Aojrh T8]a 4 B2 AR g o3t f
ll(ought to) B/d%=
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2.3. MASt o=

A= THA 7|17l ke AFAA 719 7Y +9EUHE S8 TS A
g, dA9] A, ANEFFA ] e Ay 3 ZiliRfo|= BReke] 954 WA S AL
Aol A g 2He] ol E F3l HAl Al ARJMAE 25k vl dEol Hiek o=E T
AHE7IZE AEHA, 1999). 15-5(2006)0 w2, 7] 7HAl = AAleFe E s @9
7hyF o] whol| SfsfiMrt A% == Ao] ofdet TP A miE, 2R ete] et
A 3 Z2 A BARES S o] FofHint. wheba AjA|leFe = ZHEA AloF
o] RtRE= AloA 7H¥Ho] FA THYERet AL AME S 7HHe =92 A
AA ofy® thE 7TMIERE AdEst] I AJMA, E= 7 A 23S T A
AA oy ALt FLsHA 7 AlekS & AJAAE 2= vl FFol dHigt =

22 % g
2re] 7| A B AFAAE Al S i HPaclon BT
JAYI, 12T AE B Fo] ANEHT ek Ganesan,
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1994). o]= 7FPEE7} B3Ast A 37 HolA HAFeEHT 2952, 710 Y
S P8RS BE AFIATE Ak rof| Fa%t aQloR Zg3iti= Zolth
o1, Fed, HET(2000)= A Zaixfo]= TRl ks, yA|9] A, el 1117410t

S

Olfof 3t AollA A S TPHEFO] Afu|Aet A2 S0 sl thA] Alefsiar
Ae Awekal o19lal, 23 4)(2003)2 AARS 517] fleliA= 7RSSl o] A A
O] Aefjoll mIF=A9] o F7 vl Fasiotal skt whebA At Es TP o) v,
AJapEat ofue} ZhE R el TR B 3 FagE QQle R & 4= 9Tk

. g+ &4

A 7)Eet AT Es WRoR & el <O >3 Z2 ArRgs 2Ast
of| Al 7P EE O] WA R FF w2 277l o) 7}

= 3%
ol gt W, Als, B9, 1T A GRE ¥ S UwS Shs wATH A

XA oF
ol
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3.2. S+7Hd

3.2.1. AKX ==t BAFZe| 2

Ostrom & Iacobucci(1995)+= AH|AAF 7|3l A]&422] %74]7} FAH _%\_H]X}~ o=
AnlRpTh S45 AulAS AW 4 Qi ek B
H)2of tf3f wtEE 754 o] =S (Hennig-Thurau, Gwinner & Gremler, 2002; Reynolds
& Beatty, 1999), A1Z|2} E<Qlo] AFA el HA Ao 83+ Q<¢lojgtal 319 thMorgan
& Hunt, 1994). 3HH, 0] 87| 5(2002)L TAS 7} wtET} 2AHEE =olvhw s4¢c}. E3L
Lee, Lee, Lim & Seong(2009)> ri Hfo] A o] 2]t|4]o] 7FHH o] A=ef =<l 3= Ul
AL shodey o8] 5(2005)& FiEie] BAX A o] el whEe] JaL
u) ki skl om, FR1A 5(2011)2 7FHEE O] BARGFA o oigt 7| d2]7} 7}
W] A, WS QAo S mRIThaL skelek 2HEh 9ol o] 74(2001)
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© WAXFHO] £&4E WARAE B3t 7 ehdein stich wheb B
w2 e FE shEUelY WA FEst ol WE, o3 Bo] 7k Aotk

wfebd £ Aol At o2t ARATE AR sho] theat e AT Po] A
HI-1: $AA% o] Bobal4 who] ol Zlolck
HI-2: $AAS o] Boba4s Ale7h ol Aolck
HI-3: PAAE elo] Bolass Bglo] Robal Aotk

3.2.2. HAZEC| 2A

sl Algle] Aol WSS Alzle] Mgeclor Wi ¥ (Ganesan, 1994
Garbarino & Johnson, 1999; Morgan & Hunt, 1994)3} X2 & JF£9] AgjQclor BE=
Z(Anderson & Narus, 1984)0] th I3 ZFT AFLoA= AZE THE9 Adaclor
BT A PAS FES] AL Lae] o] AsElolof Bk R ke
g3 7o) A4, 2005; SHoF ST, 2005).

MHR Q0D A4HR AN B Aol WEL FH4o] 1 mBe] EAjEThn
AASHA =w, BitfE TABRA L] EVNES E344oE QIXeH Ho| f-84214d
Afole] A2 7F2A 71T 3HAT}. E3F Dwyer, Schurr & Oh(1987)9} Z£3(2007)% ut
zo sppr qg /el AlzlE Z/pAZIck bk

NE7h Belo] A9 s Frhe e fEAR B ATSoIA Ae) wE o
e AR HolZa 9t EE, 2007). Morgan & Hunt(1994)= E&0] w3t PAR7}
Aol Belak ol % % 7 A AhdTe A%He WA $AE e Ao e
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o

W Fasithn Agely] tiolela stem, ATATMNE WANE BABAS ST

PATLE AR slo] ke 2 Aol AHH ALk

3.2.3. ZAEEL} 1A= A

a2 Ao A Aol tht ThH2 S AAeE A AA] Atolo] =Yl o
AlZ]13L o] 2 sl HAZ} A4E Zo|chHunt and Nevin, 1974). E3F TH52 g
o] PFe Hoh F A5T 5 U BN ofyet § yolrbA wA o] AR
T AR eAl 2, 4E, 2, 2003).  Selnes(1998)= FiiAt7F 3aAkete] A9
Gz, gaxel WAS AEHoR SAGkIA I BTk

Oliver(1993)= o] Frufel zn]Ago] 7|23k Aubael Hrlza 2 4er w
O] P2 YEhbA] b AEA Q1 Aol A thekstAl FA TR shgler, Tt
of FFS AL o] B o et FFE thA] AEA QL o] oo FEFE HR
% A9 Az

Anand & Stern(1985)2 23& WAl F3HAQl FolE
TEgtehal shglon, AF-Autol A= dA Aafel] gk TS TR
© 48 Uetyth 2888 §-3A4 R #E Aol AR LY] AANES QA Sk
olr=9] A2 qlor BATH 4~ QItiLewis & Lambert, 1991).

A=l Aol 4oAge] A wola YA s wold, AuE A

d

o

A A7 A8k o] 48k m)ZItHSchurr & Ozanne, 1985; Ganesan, 1994). T3t L z}o]| =
ZAEAFONA AlE= A7 Aol G v EA AR e o]ES TAAZITHRA X
2oL A1l 2002; o|2-YF, 1997)

71

° 2k

-"Er RSN = |

1-23(2005)= 7HgEHo| it 7P el Algleo] w24E A &0 A,
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& Cannon, 1997), A w2HCannon & Perreault, 1999), 18] 43 H}o] % EAJ(Schellhase,
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Impact of Sales Franchisor s
Relationship-oriented Efforts on Relationship
Quality and Recontract Intentions:
From the Franchisee Perspective

Hwang, Jae Kwang* -Yang, In Seok ™ - Lee, Yun Bok

ABSTRACT

This study is to examine the impact of sales franchisor’s relationship-oriented
efforts(flexibility, problem solving support, customization, information exchange, and
supervisor characteristics) on relationship quality(satisfaction, trust, and commitment) and
recontract intentions.

In order to analyze proposed model, this study collected the 233 franchisees with owner
or hired manager. The data were analyzed with SPSS/PC 18.0 and AMOS 18.0. First, to
test unidimensionality and nomological validity of the measures of each construct we
employed a scale refinement procedure. The result of reliability test with confirmatory
factor analysis warranted unidimensionality of the measures for each construct.

The findings are as follows: First, relationship-oriented efforts had positive effects on
relationship quality (satisfaction, trust, and commitment) of franchisee. Second, satisfaction
had positive effect on trust, but did not on recontract intentions. Third, trust had positive
effects on commitment and recontract intentions, respectively. Finally, commitment had a
positive effect on recontract intentions. At the end of this paper, managerial implications
and limitations and future research directions were suggested.

Key words : Relationship-orientated efforts, Relationship quality, Recontract intentions,

Sales franchises
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