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Abstract

Purpose - This study aims to examine different impacts of franchisor's leadership and franchisee’s marketing efforts on
franchisee dissatisfaction and switching intentions, and to investigate how franchisee dissatisfaction plays a mediating
role in the relationship between these constructs. This study attempted to fill the gap in the literature by treating the
franchisee dissatisfaction as a mediator in the relationship between these constructs, identify how franchisor’'s leadership
and franchisee’s marketing efforts have effects on franchisee dissatisfaction, in turn, reduce switching intentions, and
provide the managerial implications for building a long-term relationship to achieve mutual goals between franchisors and
franchisees

Research design, data, and methodology — In order to test the hypotheses, the data were collected from franchisees in
Seoul and Gyeonggi Province. The franchisee owners were informed about the purpose of this study by the trained
interviewers. The respondents received a letter introducing the purpose of this study and another letter that the owners
wrote to encourage their active participation. Among the 300 questionnaires distributed, 260 (86.7%) questionnaires were
returned. Of those collected questionnaires, 6 uncompleted responses were excluded, and 254 questionnaires with an
effective response rate of 84.7% were coded and analyzed using frequency, confirmatory factor analysis, and correlations
analysis, and structural equation modeling with SPSS 21.0 and SmartPLS 3.0.

Results — The findings of the study are as follows. First, franchisor leadership had a negative effect on franchisee
dissatisfaction, but franchisee marketing efforts did not have a significant effect on franchisee dissatisfaction. Second,
franchisee dissatisfaction had a positive effect on switching intentions. Third, franchisor leadership had a negative effect
on switching intentions, but franchisee marketing efforts did not have a significant effect on switching intentions.
Conclusions — This study researched the franchisor’'s leadership as a single factor of transformational leadership. Thus, it
may have limits in measuring leadership. Future studies shall include emotional, loyal, and transactional leadership. In
addition, the future studies shall also research the effect of franchisor's leadership and franchisees’ marketing efforts on
dissatisfaction and switching intentions. For example, the franchisor’s relationship-oriented efforts can be a crucial
parameter that reduces dissatisfaction and switching intentions.

Keywords: Instrumental Factors, Dissatisfaction, Expectancy-Disconfirmation Theory, Exit Intention, Voice, Loyalty, Neglect,
Expected Profitability.
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& Lei 1992). %[Z0|= 0|23t SM 2= 7MY 52| 7Y
H SNECHE HEA 2|Hdo =- S X0 Ut of2qst
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2clo] ggksio] =5 pAR0l Y Aejol 0jXE st
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B2B ZtAO|M 12 H|=L|AO| AFH2 M Qk=o| FIt
of =35t UCHEmerson & Grimm, 1999; Tikkanen &
Alajoutsijarvi, 2002; Tikkanen, Alajoutsijarvi, & Tahtinen, 2000).
Perkins(1993)= AMH|A QEF(TO| AMH|A, 7| X&), HE
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Jones, Mothersbaugh, & Beatty, 2002).
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2E OIS xHE X A0 o ofet o8 ds 22at
Zo| CHfoh 2E0|M H|=L|A nZio] S0HE ZydY3
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2|& &AZE HO|T|H(Kim, Park, & Jeong, 2004), M=ziH|&
2 MEE2 38X Hetst=n 0l8kls FOiXtel X|ZHE
H|-80|CHHeide & Weiss, 1995). ®Mat HHE ZIHAIL £
Ae al2 A H|E, AHef H|E, us H|E, g0 &
ol =4, S8 A9 &4, 2|1 0[X|e f{™Ho| Ut
(Fornell, 1992; Kuisma, Laukkanen, & Hiltunen, 2007). O]
2ot Feh IYE et H|EO0[2t Sh=H et HIEE Al
ZH, Meld, el ZME H|80| =ZeHEICHDick & Basuy,
1994). MFO4 o|=0f F&F2 O|X|= et FH2 FHL(SH
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Z5 Yol 2/Ede N0l N8 oo ¥ge 0jX|
= 0% Q9219 Z{oZ LIEICHBartolo & Furlonger, 2000).
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Piccolo, 2004; Judge, Fluegge Woolf, Hurst, & Livingston,
2006). £¢| 2/Clo] BEN 2|oide XE P40l B0
388 g DXz A= LIEHGCHJudge & Piccolo,
2004; Podsakoff, MacKenzie, & Bommer, 1996; Podsakoff,
MacKenzie, Moorman, & Fetter, 1990). EESH HAEM 2|0
ge xEYo| BiEEel 22 xEgm TN YL
0|X|= Ao Z LtE}CHFuller, Patterson, Hester & Stringer,
1996; Judge & Piccolo, 2004). Bennett(2009)= 2Z|EH4A!0|
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o BOM BEH Ziod2 Z=E FER9 WSO IHES
O 4 Qe 323 20002 WY 2oy IYNe
= H3ol EjEE S ETHCKBommer, Rich, & Rubin, 2005).
Bommeret al.(2005)2 HEEXN 2|E A0 ZZEILI9| s HI|
o] 2% A2 It SHRUCEH S Moo= & [ESH=
=%t Q012 MH|A EZI9o| Atk(Hess, Ganesan, & Klein,
2003)1t 2lEd FXQt #2 HAE |XISH7| et 7|¥e
L= 2Xl(Dwyer et al, 1987), 2|1 EEZ QU=
=935t At dE(Roos, 1999, 2002)0| RUCE.

ot 2 AF0M= olgjet MAATE ECZ Ct32f
Ze apotag SE

<H3> 7IYWER 2|y 2 Hegh oo 2(-)o F¥E 0O

A Zo|ct.

3.24. 7t¥He| OHAE Hat e ol ZHe| 2t

St 22Xt A8 MEFS| A0 gt 2its ShE
A& MutZ 0|0 FICHVaradarajan, Jayachandran, & White,
2001). 21 8 =2 =52 =HIE JIK|E =0{FLCHBoulding,
Lee, & Staelin, 1994; Chay & Tellis, 1991). &1 = K=
ZZ0| CHs AH|XHO|A 2|0 (Kihlstrom & Riordan, 1984;
Milgrom & Roberts, 1986), E2HE 7}KX] &@A(Simon & Sullivan,
1993), 2|0 ZEst HHE AN 7|52 Sl AUXEE =
O|l= sHA E=0|CHComanor & Wilson, 1974; Krishnamurthi
& Raj, 1985). O|2{ot 7tWHO| O E =32 7IHFo| o
o= 2%t Feks 0| £ ULt £t F0E HE 3R
Fhtoz ZhEgh [ AH[XRRLO| A 59| Fo #EC2=E
AR FOf AN et S JHA| RUCHBoulding,
Lee, & Staelin, 1994; Simon & Sullivan, 1993; Yoo, Donthu,
& Lee, 2000).

M2 2 ATOME O3t MHATE ECf2 Crdt
ze artag WEsiy

<H4> 7IWHo| DA E 2 T

= O/F Zo|ct

fot

b oo £()2f S

0

325 71YHo| BUET [ o= 7to| B

i

E(ZSTF)2 240| HEBO|LL MH[AE FRT = A
M8 HMUIEQl EjZo|ChFomell, 1992). BHE(ZTIZ)S ¥
AEON SSARtel d= &9 dYo| ogt EUtZ Ojzf
2tAS 0|=5H7| 28l AtE=ICHCrosby, Evans, & Cowles,
1990). THE2 0 HHEo| M3 Q0102 0| AHLO|AM
HE2 SEHCE FEE0 FE2S O|K|= H2E LIEHE
CHRuyter & Wetzels, 2000; Dick & Basu, 1994). H|& i
Of 3H=E RA[SHCtL SN &b BHE SFX|= B4X|DH OF
=0t Mg FdEet k= 20| o QHISICHGerpott, Rams,
& Schindler, 2001).
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Dwyer, Schurr, and Oh(1987)2} Heide and Weiss(1995)
2 n7o| Mt HIBS J|E TAZ QK[| et £7I2
H0o{stCH(Dwyer et. al., 1987; Heide & Weiss, 1995). 1124
O] 7I& S0 CHo =THESIHEIE WeH|E2 MER
SaAte| 0|30 Ciet YHE FHTICE 023t =2[of 2I5t
M, wsH| 80| ¥2 Z220&s ME2 32%tE O|SstX}
Sl= Mz o=} @ME ZO|Ch EEsk Allen, Shore, and
Griffeth (2003)2 X|Zt=l Z=Z=lo| X[t 2|4 X|l0] O|E
Ol=0| £l k2 O|XICtn SHRALCE

ot 2 AFoM= ol2fst MAUATE ECHE Ci3at
Z¢2 Artde dEsit
<H5> IOl FDHEZ2 et o|of F(+)e| de= O|H

Zo|c}.

33. #io| Mol U 5

In
[
3

2 T0|M 0|8 BE FEEEE2 1= 12X
UCPO|M “7™=01Q I™CPo| 2|HE HE 78 HEZ =
M EL|QCH<Table 2> & =X).

3.31. 7tH™ =0t

I

7HEE 20E2 7MYHEO| VM2 MESks MEZat
MH[20f CHer B 2o, FXSI0t THeteh o2 S35
QICt 7HMA™ E0HEL2 Kim, Ju, and Lee(2016)7} Geyskens
and Steenkamp(2000), Boyle, Dwyer, Robicheaux, and
Simpson(1992), 112|311 Gaski and Nevin(1985) S0| 7|j&tst
S22 2MEI0] AR 3l HEoR ZML|QLt

3.3.2. 7taEE g|EAl

tY=5 2|HH2 Y2 Rt JHYHO| |k H7b £
AQUZLE Ofshsta, 7HlFel oo B2 HISS F= 2lH
e ZRols AS Ttk 7tY=5 2642 Bass(1985),
Lee, Han, Kim, and Yang(2012) 0| HMA|gt HEH 2|
Y B+E2 BE0 &) HBo2 SYEUC

3.3.3. 7t O E ==H

MY OAE =82 7Hd=50l 2lHdar 2742 7t
Y 2220 JHYES BYS ?l6t0 OHAE gsS ots
AS "otk 2 AF0ME JHEE 471 &=0| 71yH of
AE 252 FEo=0 AR

3.3.3. Mako|

Hetol== 7HYHO| 7Y 2Rt X[&HH HAZE RAISH
A gedis o=5 ofojgtct. Heto|=iE= Ping(1993)0| 7|
Lot LS 2 AT JEO A 7 L WEEHA 5749

0

= AF7tEE d3oH7| flstd ME87| X[

X[ot ZAO|= 7IUHES HYLE HF AL HA|L
ACL HEZA= 4EMO| OiBHY AU sS 22 e
ORI ES HEACER H85t0] dEXRA0| 28t It
WHFES HYOZ ZAP} HAIZIACL HEX|E= F 300
SIF BiZ [0 260871 2|=E|/lL, O] & SEO| 2445t
CH Btz = 685 NSt 254271 240]| O] &ALt

=RE XtZ2= SPSS 21.04f SmartPLS 3.0 SAjj7|X|
Z2OUMS 0|83t ZM0| HAIZRACE ZAC AR &
oY E4e mofsty| Qs BlegM, FEEF| Mot
EfYe ZFS fls =old Qg QU A2z 24, 1
2|1 Motz AFIHE HE S Ioh SmartPLS 35 0| 8310
TEEHEAO0| HAE|UCE PLSE= O|2 #Ea =g ot
=0 92| AFREICKChin, Marcolin, & Newsted, 2003; Kim,
Lee, & Lee, 2016).

ey — |
4. 43524
4.1. B2o| Yiry £

H
= g7ol 4E0| SET SEAe YHtY E42 <Table
p

= =
1>1F ZCr WA, dez2= 444(58.7%)0] 044(41.3%)0] H]
810 Ltom, MYLEFTL NS E(33.1%), 43K Cf
el =

of ZY(B2.7%), 2K Cist ER(31.5%)2| =22 LIEFR
fo 2|l AsE AfF BEH52.4%)0| A|/F(47.6%)E
Ct ofZh men, AZ2 XZF7L 39.8%=2 7ty B2 A
O LIEFRCE oHH, o 2Reko| ZA0|= JHY7|ZH2 2
= OI5t7} 53.5%=2 7t mUeH, FYE = 3530
52%2 7Hd BUCH

<Table 1> Demographic Profiles

Frequency | Percentage
(n) (%)
Male 149 58.7
Gender Female 105 413
High school or less 84 33.1
Education Two-year college 80 31.5
Four-year college 83 32.7
Graduate school or more 6 24
Position Owner 121 47.6
Owner and Manager 133 52.4
General Korean food 12 4.7
Meat based Korean food 6 24
Hof/Drink 53 20.9
Category of Flour based food 35 13.8
franchise Foreign food 28 11.0
business Bakery 6 24
Coffee/Beverage/lce cream 10 3.9
Chicken 101 39.8
Missing 3 1.2
Length of <2 136 53.5
franchising 3-5 years 76 29.9
with franchise >6 42 16.5
<2 55 21.7
Number of 3-5 132 52.0
employees 6-9 41 16.1
>10 26 10.2
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42 = DYo| EAM O AVE ZIELCH ®2 Aoz HBE=0, <Table 2>0|M2t
20|, H2TA A5 20| ®E O|F ATTHRISS| AVE ¢!
<Table 2>0A{Q} 20|, CHst=2 oz LAMEl LHY[O| CF Hrop Zot HEYF0] ASEUCh 7|80 =2 ©
AUXAMH 2 SmartPLS 32 0|23}0] AVE(average variance Tt B2 THo| STEEYRA 2 2 drHeSol i
extracted), CR(composite reliability), Cronbach’s o Zf2Z TEEfSda HEEYdE sdot QELR HT EHAG
ASE|CH B, MRlE 24 ZIY, Jluy goisoess  (STable 2 <Table 3> T
= Melsta, ChE AFEHe{E2| Cronbach's o= LHH S
Z HEE|OX|E $£FQ 0.7 0|42 LIEICE 4.3, At 24
Cteoz, &P EM(Measurement model analysis)2
Soff TH| ATER(S0| oig HHUXRAES 45 24, T CHIXIQAIO] Q=g ZF HACHQ|of CHSIe] MZo| A
ARG S Mollsks H=50| MALUA2D], 2 AP 7b Ot dsto|M, Ol ™MEO| |2 Zt=X| Lote7| ¢
=0 CHer +=ZHEtEdat THHEIE Y2 Chgo WEez 4 Bl AR 2MS AAISH ZDf <Table 3>0A{QF Zt0| A
SEIUCE BN, Zp AFERS0| HME 24 22E2l 1ol Sto|C-7tM O E L3, J1uA Z0r=EJiA Op g
M wS &7t 06682 7|FX|Q 0.5 O|g22 LENHS w2y opCHIE ZHo| ARBAS Helstw, Ch2 AL
g};@g ﬁ*fff*ﬁaiﬁ %iz'%igfﬂﬁﬂﬁ 10; S 2o R p<0.01 SFON B/RO)2 e
o= TERSSY KT A= AT € 7Hle ALE LIERCh mMEtM AFZdat AF7HE0
1 HHEEE2 SERY 24 2, 2 HeSE oot 4 M HAIBH H4E 7to| HiBEe QX|SH= ZH{OZ LIELIC

2
GITEIOIS Zto| ARTA A5 30| HS 0|2 ATLIYS

<Table 2> Results of Measurement Model

Constructs and items faSct:)r:d;r:(ljzi:gs AVEa CRb o

Franchisor leadership 0.572 0.869 0.815
1. The franchisor embeds goals in their franchisees. 0.712
2. | am proud of working with the franchisor. 0.841
3. The franchisor helps me to solve problem in new perspective. 0.755
4. The franchisor expresses satisfaction if the franchisee’s business performance is )

excellent.
5. The franchisor offers compensation to excellent franchisees. 0.702
6. The franchisor trusts the franchisee owner who is competent in working. -
7. The franchisor does not request anything not related to business. -
8. Overall, the franchisor leads the franchisees well. 0.763
Franchisee marketing efforts 0.694 0.870 0.796
1. Marketing activities of the franchisee itself are actively conducted. -
2. If a prgblem occurs, | ask for assistance to both external institutions and the 0.884

franchisor.
3. | once had proposed the franchisor to spend more budget for marketing. 0.908
4.1 haye an experience to persuade other franchisees to cooperate with the business 0688

policy.
Franchisee dissatisfaction 0.618 0.828 0.688
1. | am dissatisfied with the products provided by our franchisor. 0.790
2. | am dissatisfied with the inefficiency of our franchisor's marketing policy. 0.846
3. | am dissatisfied with service provided by our franchisor. 0.716
Switching intentions 0.680 0.894 0.842
1. | sometimes want to terminate business relation with the franchisor. 0.794
2. | am looking for better alternative business. -
3. | do not want to continue business relation with the franchisor. 0.872
4. | am looking for alternative business. 0.871
5. | will terminate business relation with the franchisor in near future. 0.756

*p<0,01, *p<0.05
a Average variance extracted (AVE) b Composite reliability (CR)
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<Table 3> Construct Intercorrelations, Mean, and Standardized
Deviation

1 2 3 4 |Mean| SD
1. Switching intentions 1 2.635|0.901
@ Franchisee 454 | 1 2.907 | 0.761
dissatisfaction
3. Franchisor leadership| -.509** |-.458**| 1 2.842|0.662
. Franchisee marketing| _4q | 029 |195% 1 |2.988|0.955
efforts

4.4, ATIHM 0| 7H

441, ARREo| BA

= 970 o|8E dARLRE e FXRE A=
SmartPls 3§ 0|83} <Table 4>2f Zt0| &M E|QUCE Of7|
A Bootstrapping2 5,000%|7} MA|LRYoD, FXxDE EM
Anto| Aot (Goodness of Fit)= MAEHE(%)2| BHZfdt #H
FE2|Elel HAUE S50, MES22E EItEICL <Table
4-9>0|Met Zo|, HdYHo| HRLZ 0.138, HFEZIE
(AVE it SYeho| Hrgt2 06412 Xt 0.2989
2(V(0.138 x 0641)2= LIEILL HESH Hez  LIEMECH
(Tenenhaus, Vinzi, Chatelin, & Lauro, 2005; Zolkepli &
Kamarulzaman, 2015). YHIM o2 M@EHzioz QIst Mt
=018 Y2, 0.25= &7 12|10 0.360|H, =202 H
7VEICE oHH, LYMHSTL QlitH=0f oSN dREl= HY
HRHS MEE ZI, SUES 0.329(329%), Mo|TE=
0.225(22.5%) 2 LIEFSCE

442 QIq7pdo| A=

2 970 0|8 maixjo|x= JtYREOl 2|HY, =E7H
(BYUOHAE XY, S/FFS XY Mot AHA 3H
=S, 28AS(01E, E0H7], 3dE, FA|) AR
Zto| Ao Cist ZHEDp 7|0 =2de| =ER L0
St #AM ZAlte= <Figure 2>, <Table 4>2}

o

r

-

my 2 4o 1% o
rok min
N
nx
mjo
oY
OfA

M
e

<H1>-<H2>£ DURXO|x Jp=iol 2|CiAmt 7wz ol
O 30| IRl BBIS0| OjXls Yse ohwy|
Slst Zo|ck 24 A, JlyEEo| BCiMol JHYHO 2
UHE0| 0Kl ZEZAHF= -0.559(t-value=8.998, p<0.01)Z
2()o| WEOR Qo £()9 HHLS OjXE U LIE
SCh b <H1>2 KIRISIQICE J2iLt ZhEo| o g
20| EOIE0| O)x|= ZEA4$= 0.154(tvalue=1.423,
nS)2 RIS H(HYES DX Y& HOE LIECE O}
2tN <H2>= K| K| K| QUL

<H3>2 Z0HZ0| HEHo|=0| OjXl Yere Lotw| o
¢ o=, 24 ZIL 2050 Meo|co| OXlE YL
0.221(t-value=1.990, p<0.05)2 H(+)°| Hstoz Qo8
S2 OIls ZHOR LIERTh 12{B2 <HE-= XIX|EY
Ct.

<Ha>-<H5>E Tl R0l BCiMm JIUFY oY

20| 7tYFol Teko|=0f DXz F&s LOtE7| flot A
Ot 24 Zif, 7Y=L o| 2|H40| 7HYFo| Hete|=of
O/ X|= dZ2A=£ -0.294(t-value=2.778, p<0.01)Z {23t
F()el e OXls AR LIEfL}, <H4>E= X|X| AL
JdgLt 7ol OAE 30| M=o DjXls F24
£ 0.119(t-value=1.080, n.s)2 [Foot A= O|X|X| &
= A2 UEtLL <H5>E X|X|Z|X| BSUCE

Franchisor
leadership

Franchisee
Dissatisfaction

Switching
intentions

Franchisee
marketing
efforts

** p<0.01, * p<0.05
<Figure 2> The estimated structural model(PLS)

<Table 4> Structural Estimates (PLS)
Paths beta
lMEs 2oy — gotE
H1| Franchisor leadership — |-0.559 | 8.998 | ** | Supported
Franchisee dissatisfaction

IYE OAEEY - =05

t-value Results

H2 |Franchisee marketing efforts| 0.154 | 1.423 | n.s sup,;\)lglt'te "
— Franchisee dissatisfaction
2015  Hstoe
H3| Franchisee dissatisfaction | 0.221 | 1.990 | * | Supported

— Switching intentions
JlEs 2lEy — Helols
H4 Franchisor leadership -0.294 | 2.778 | ** | Supported
— Switching intentions
7Y DR —
HM=ko| = Franchisee Not

marketing efforts — 0.119 1 1.080 | ns supported
Switching intentions

H5

Communality
Franchisor leadership 0.618
Franchisee marketing efforts| 0.694
Franchisee dissatisfaction | 0.572
Switching intentions 0.680

R(%)
. i ] . 0.329
Franchisee dissatisfaction (32.9%)
. ] 0.225
Switching intentions |5 5o

**p<0.01, *p<0.05
*n.s not significant
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5. 2 8

2 H7ts ZUXPo|= JHYERS| 2|Edar JHYES| of
AY 20| 71YHo| S0H=Ear Mt o|= 0 oot FeS
O|X|, o|2{gt 7Yl S0H=0| et =0 O{EA I
2 0Kz 718 485z A4S0} ol2fst gt 24
ZNE EMfE 7IYESo| 2|4 7Eel E2tE & 7t
WHEO| Meto|o| FekatA et 7tUEe| OrAY =31} 7}
YHEo| STHE A JHYFO| HMeto|o| HIHHAE motet
o2 M JHUEL SRS AAA|F|L T oEE AFHO
O|LSEALE ZHMAIZ| 2R} SHICE O Adp 7HE2 5ol JHY
Ho| MEHY Zotet 7IWHOl O LHg XNag =
U= HFH AAEE M-S} SHRAC.

2 Q7o O|EX AAECEZE ZUXIO|Z JHUWHO| &
Z Q02 JMYEF9| 2[HYoM mefstglen, o|2{st
Ql0| ZutMoz JHWHEO| Mot o2 O|0E £ U=X|
ohOtSHRACE ot 7|& HF0ME 7IYE222 O E &
40 7tYHO| BHENO| RAE mSHCHH, 2 AN
= JtYHEel Mol JIUHO| O E oz mofst
of 71 o| 08 =3at JFYFEel E0FE, 2|1 [eto
Cofo| HAE HF EMSIRICHE TOlM o7t UCH

HEEM ZLE HELZ of H4RH AMEES HAISHH,
ChE&ah ZCt.

Hm, 7tWERol 2| o] 2THF0| Rolg F(HIES
ojMen, 71y o| Mt o|=of {ogt ()9 Fe2 O|X|
= A= LIEMRCE Eot 720 2|HYat 7HFEel M
gtoj 7Hol| 7t o| SRHEO0| 22 Oj7f IS
OF LIE}GCE O|2{st Zit= Judge and Piccolo(2004)2]
ATt YX[St= ACZ LIEMGCE M2t ZAXio|= 7+
=25s 71YEA FEQAME HOF1a XHFOL f=
M0 O E XE HEZ NSToZA JtEEo &
NHES Y TRIF QO ED JMURREE= JHUEES S
= 07| M ZtYFEl AT EME sidg = U
EE AMAHES i LSt0] X|{Y Zart Ct ol2fst JtYE
29| 2|Hde JMUEe EUES 0|1 ZANFez 7Y
ol Tt o=E =Y = 2lo] & Zojct.
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