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Introduction

Franchising is among the most common methods for geographic expansion of an entrepreneurial business (Balsarini et al.,
2023; Gillis & Castrogiovanni, 2012; Singh & Sarangal, 2021), especially among quick-service restaurants (Hsu et al., 2010;
Maumbe, 2012; Wingrove & Urban, 2017). Franchising offers the entrepreneur a proven revenue generation and cost
management system within an umbrella brand that offers support, group marketing and peer learning. The ability of a franchisor
to sustain a harmonious relationship with a franchisee over time has been shown to ensure the continued success of the franchise
system and a sustainable relationship in the future (Frazer et al., 2012). In addition, this affiliation can become part of the
franchise's strategic capability. The franchise model is such that the franchisor provides the necessary expertise to a franchisee,
and, in turn, the franchisee provides finance and management to the franchisor, thereby setting up an interdependent relationship
(Leslie & McNeill, 2010; Paswan & Wittmann, 2009; Zachary et al., 2011). Little is known as to how the franchisor-franchisee
relationship develops over time. If the relationship is broken down to the point of a franchisee de-franchising or a franchisor
cancelling a franchise contract, this process is often costly for both parties. Franchisees are independent traders who undertake
a personal risk when investing in a franchised business: the objective is for these franchisees to operate their stores and maximise
their profit. Often, franchisees access debt or invest their life savings into the system to change their career paths; it follows
that their venture must be successful (Kaufmann, 1999; Legendre et al., 2021) The current study was undertaken within the
South African environment and argues that certain underlying factors drive franchise success and failure. The study's premise
is that franchisors and franchisees must avoid destructive relationships to guarantee continued business success (Davies et al.,
2011; Rahatullah & Raeside, 2008). This study used an exploratory cross-sectional inductive research approach with a multiple
case study methodology. It adopted a snowball sampling technique to interview franchisees who had been de-franchised and
franchisors who had prematurely cancelled franchise contracts. The interview process consisted of semi-structured in-depth
interviews. The researchers created a conceptual framework using the elements identified in the study's findings. Franchisees
can use this framework when joining a new franchise to strengthen their relationship with their franchisor. Franchisors can use
the model to ensure all the franchisee/franchisor relationship elements are considered to guarantee the affiliation is fruitful.
Furthermore, the model can be adopted within academia for further research in franchisee and franchisor relationships.

Literature review

Franchising remains one of the most widely used growth strategies for Quick Service Restaurants worldwide (Balsarini et al.,
2023; Dant et al., 2011; Kauffman, 1999; Rosado-Serrano et al., 2018; Singh & Sarangal, 2021). A franchisor sells a business
system to a franchisee, which comprises knowledge and expertise for managing information within and across organisations
(Alon et al., 2021; Elango & Fried, 1997; Hunt, 2014). Franchisees buy into this system to access knowledge and obtain a
competitive advantage and operational efficiencies relative to non-franchise competitors (Pardo-del-Val et al., 2014; Paswan
& Wittmann, 2009). In return for paying franchise fees, franchisees receive training, marketing, market research and assistance,
amongst others, from their franchisor (Alijon et al., 2022; Davies et al., 2011; Tarig Anwar, 2011; Watson & Johnson, 2010).
To operate according to the franchisor’s standards, the franchisor must supply franchisees with the correct information,
knowledge and tools (Ghantous & Christodoulides, 2020; lonna & Maria, 2013; King et al., 2013; Paswan & Wittmann, 2009).
This relationship needs to be based on solid communication to cultivate the knowledge to remain successful. Franchisors must
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provide the information to permit franchisees to resourcefully operate their organisations according to the franchise standards.
The franchisee and franchisor must have shared goals rather than individual benefits (Dube et al., 2020; King et al., 2013; Panda
et al., 2023). A franchise is a network of independently owned businesses and a commercial relationship where a franchisor
allows an individual or group of individuals a licencing agreement to use their brand name and expertise in return for a monthly
royalty fee (El-Sayed et al., 2022; Ghani et al., 2021; Mishra, 2017). Various franchise models exist, including joint ventures,
area franchising, and direct investment (Floyd & Fenwick, 2014; Gillis & Castrogiovanni, 2012; Mishra, 2017; Tariqg Anwar,
2011). According to Gémez et al. (2010) when a new site is granted, two problems may arise: adverse selection and moral
hazard. The former selects the wrong franchisee, and the latter is further divided into two parts: opportunistic behaviour of
shirking or suboptimal efforts from the franchisee (Gémez et al., 2010). This highlights the importance of selecting the correct
franchisee to sustain a profitable relationship.

Franchise selection

The selection of the right franchisee with whom to partner, whose goals are similarly aligned, is imperative for the franchise to
succeed. If objectives are not connected, franchisees may exhibit opportunistic behaviour in pursuit of their interest instead of
those of the franchise (Brookes and Altinay, 2011; Calderon-Monge et al., 2021; Ramirez-Hurtado et al., 2011). Hence,
selecting the right franchisee initially is a way to eliminate any future problems; conversely, selecting an incorrect franchisee
will drive a personal agenda, resulting in a negative outcome (Balsarini et al., 2023; Brookes & Altinay, 2011; Zachary et al.,
2011). The customer-facing franchisee makes this partner selection critical to increasing and maximising customer satisfaction
and sustainable revenue (Jang & Park, 2019; Kalargyrou et al., 2018). It is vital to attract franchisees who identify with the
brand and are aligned in values and beliefs (Kaufmann & Dant, 1996; Zachary et al., 2011). Franchise equity is a perceptual
measure of the franchise brand's non-financial value, highlighting the importance of brand management for both the franchisee
and franchisor (Leslie & McNeill, 2010). Franchise equity includes recognition, trust, and reputation, symbolising trust,
reliability and quality (Lee et al., 2021; Nyadzayo et al., 2016). The higher the brand recognition, the more attractive the
business will be to potential franchisees attracted to a particular brand (Nyadzayo et al., 2016).

Relationship, trust and communication

The interaction and collaboration between the franchisor and franchisee are more complicated than a typical supplier-buyer
relationship. Specifically, in the franchisee-franchisor relationship, there is interdependence in gaining experience from the
franchisee’s perspective and receiving operational knowledge from the franchisor’s perspective (Ali, 2020; Ekuland, 2014;
Winsor et al., 2012; Zachary et al., 2011). Franchise success is influenced by trust, which is, in turn, linked to communication
and franchisee satisfaction (Fernandez-Monray et al., 2018). Poor business-to-business relationships have been linked to
contract breaches, often affecting the psychological contract between the parties (Gillani et al., 2021). Psychological contracts
are ‘an individual's beliefs regarding the terms and conditions of a reciprocal exchange agreement between the focal person
and another party” (Rousseau, 1989: 123). Psychological contracts have created mutual dependence and reciprocity between
the parties, even in environments of information asymmetry (Ali, 2020, 2021), including in traditional buyer-supplier
relationships (Danilwan, 2020; Kingshott et al., 2020) and the franchise context (El-Sayed, 2011, 2022; Kirtland, 2015).
Research shows that trust is an essential factor in any relationship (Dickey et al., 2008; Ekelund, 2014; King et al., 2013; White,
2010). Croonen (2010) suggests that trust should not be looked at in isolation but rather along with fairness and justice. An
important aspect of trust is that both parties assume they will treat each other fairly. In addition, they distinguish between system
trust and personal trust. System trust is based on institutional structures, whereas personal trust is developed from face-to-face
contact (Croonen, 2010). Moreover, competence plays a role in the franchisee's trust (Croonen, 2010). Trust results in a more
open relationship, increasing appreciation of each partner. According to White (2010), trust in a franchise relationship improves
overall performance as each party is not worried about the other displaying opportunistic behaviours.

Conflict and unfairness

If the franchisee deems the value of the partnership with the franchisor to be unequal, conflict, reduced performance, and
discontent could result (Frazer et al., 2012; Harmon & Griffiths, 2008; Perrigot et al., 2021; Spinelli & Birley, 1996). Conflict
can inflict long-lasting damage on the relationship between the franchisee and the franchisor, resulting in the franchisee being
less satisfied and becoming less compliant, often leading to negative perceptions, attitudes, and outlook (Dada, 2023; Dada &
Onyas, 2021; Windsor et al., 2012). Unfairness can contaminate the relationship, intensifying these adverse effects and
impacting the franchisee’s satisfaction and performance (Kim et al., 2021). It is, therefore, imperative to understand how
relationships are damaged to ensure that this situation is avoided to sustain a solid long-term relationship (Blut et al., 2011,
Winsor et al., 2012).

Standardisation and compliance

The franchise model achieves economies of scale through standardising operations, marketing, purchasing and product
development. This is done by replicating the business model in new geographic domains (Garg et al., 2013; Kaufmann &
Eroglu, 1999). However, there is a challenge regarding this aspect as the franchisor needs to consider the standardised system
and evaluate the franchisees' independence (Chiou & Droge, 2015; Cox & Mason, 2007; Pardo-del-Val et al., 2014). One
challenge facing franchisors is the issue of compliance (Crosno & Tong, 2018), which is often juxtaposed with autonomy (Colla
et al., 2019; Dada, 2018). Even though this is usually stipulated in a contract, franchisees deliberately ignore this, thereby
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diminishing the brand's value. Opportunistic behaviour is acting in one’s self-interest to the detriment of the relationship, often
leading to moral hazard (Gant & Buchan, 2019) and reducing levels of good faith between the parties (Perrigot et al., 2019).

Methodology

This research used a multiple case study approach aligned with an exploratory research stance. This method allowed the
researchers to compare various cases, drawing a cross-case conclusion from the findings (Yin, 2013) and an approach that
ensures rigour and the potential for theory building (Welch et al., 2020). The research was conducted using a qualitative
approach, and the researchers collected data via semi-structured, in-depth, in-person interviews. Semi-structured interviews are
a flexible approach which enables the researcher to draw on a list of questions that act as a guide during the interview process
but to encourage, through open-ended questioning, the interviewee to answer each question as they desire. The list of questions
adopted ensured all themes were covered during the interview and that the style was directed yet conversational (Knott, 2022;
Saunders & Lewis, 2012). The population comprised several franchise organisations in the South African quick-service
restaurant sector. Franchisees who had experienced a de-franchising process and franchisors who had been prematurely
cancelling a franchise contract were selected. Given the sensitivity of these situations and the reluctance of individuals to share
their franchise experiences, a non-probability sampling strategy was adopted, using convenience and snowball sampling,
relying on referrals to franchisees and franchisors who have had these experiences. The sample size was limited due to the
multi-case study approach; four franchisors and five franchisees completed the in-depth interviews. All franchisees had been
de-franchised; three franchisors were operating QSR franchises, and one interviewee had previously operated as a franchisor.

Interviews totalled nine hours, providing sufficient data for data saturation. Data saturation is contentious in qualitative
research, with no one approach being considered the standard across all studies (Fusch & Ness, 2015). A meta-analysis has
found that data saturation is reached after the 9" interview, with a mean length of 59 minutes (Mwita, 2022). This would imply
a baseline of 8.8 hours of interview; while comprising nine interviews, the current study met the baseline threshold in total
interview hours. Data analysis was conducted using a thematic analysis approach, relying on ATLAS.ti to assist the researchers
in generating thematic codes using an inductive approach. Codes were grouped to create code families, which were, in turn,
used to develop themes and relationships. Thematic analysis can be seen as a family of methods that combines several
approaches common to qualitative research (Braun & Clark, 2022). While thematic analysis can be used for inductive and
deductive analysis, the researchers chose a reflexive and abductive stance to ‘find the most logical solution and useful
explanation for phenomena’ (Thompson, 2022: 1411). A structured path through the thematic analysis process was used
following Naeem et al. (2023). This entailed immersion in the data and selection of quotations and keywords, coding, theme
development, conceptualisation and interpretation and development of a conceptual model.

Results

Twenty codes were selected from the thematic data analysis and clustered into seven code themes representative of the most
frequent responses from the interviews. Below is an explanation of each code theme (represented in order of response
frequency) from the perspective of the franchisee and franchisor. Quotations from the interviews are included as exemplars and
should not be seen as exhaustive.

Brand and marketing

Franchisees

Franchisees buy into a franchise system by associating it with its brand values. However, franchisees lose faith in the brand
when they believe it must live up to its promise and what it set out to be. “I believed in the brand, always liked the brand, it
always appealed to me and when | had the opportunity | chose them as | believed in the brand. I would still have been with the
brand if it had the strength to sustain itself. All of us have a brand which we associate our character with” (Franchisee 1).
Franchisees also expressed frustration when the franchisor did not deliver on the marketing promises and expectations at the
start of the relationship. “Marketing was not good; you would have to wait for in-store promotions. They were not aggressive
enough and there was no in-house marketing” (Franchisee 4).

Franchisors

Franchisors believed that franchisees should live the brand and believe in it. This is linked to industry fit and choosing the
correct franchisee suitable for the brand culture, whose view was also seen throughout this theme. Generally, franchisors
showed frustration as these franchisees needed to live up to the brand expectations and were bringing the brand name into
disrepute. “The brand has given you knowledge, and in reality, once you enter a franchise agreement you must be happy with
everything the brand stands for and do your homework properly” (Franchisor A). The franchisors strongly felt that damaging
the franchise brand was problematic and that franchisees should be able to afford to be associated with or part of the brand.
“Operators are a problem as most are not true to the brand. Brands that are not succeeding are because there are no quality
franchisees present” (Franchisor B).

Finance

Franchisee

Franchisees expressed strong emotions regarding royalties and felt they did not always receive value and support from their
franchisors in return. Often, franchisees felt targeted for mistakes they made but did not receive the required support in terms
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of finance or guidance regarding how to rectify these errors. Royalties became a grudge payment, straining their relationship
with their franchisors. From the franchisee’s perspective, compliance was an issue. Franchisees often felt they knew better as
they interacted with customers in their stores daily. Therefore, they believed they better understood what the customer wanted.
“I do not mind paying as long as they do their above-the-line marketing. When it came time to do renovations, the franchisor
expected one to spend a lot, but you had to come up with money, and it is not factored into your margins. It is important for
franchisees to understand their working capital, and when you fix up your shop and put money into it, it is ultimately good for
business” (Franchisee 2). “If I had decided to go straight and stick to the book, I would not have been de-franchised, but | was
not prepared to do that as | knew better. | would run my menu on the side and order from cheaper suppliers. They became
stricter, and then we were forced to de-franchise” (Franchise 4).

Franchisor

From the franchisor’s perspective, compliance was a fundamental issue. Non-compliant franchisees were not adhering to the
franchising standards and rules. “You can cancel an agreement if the franchisee does not comply. The better they get, the more
money they want to make, and then they start to cut corners. To illustrate: serviettes cost too much so they source a cheaper
option” (Franchisor A). The lack of financial skills from the franchisees ultimately de-franchised was a notable concern.

Franchisors believed these franchisees did not have the financial knowledge to run their stores successfully. “They [franchisee]
lack people and financial skills. Skill of finance of business is where they are lacking. They should reinvest, but they do not
understand the finance of the business” (Franchisor A).

Industry fit

Franchisees

It was evident that not all franchise systems were ideally fitted or suited to every franchisee. This precise issue was experienced
by a respondent who expected all franchisees to operate in the same manner, as well as the franchisee regarding the exponential
growth within the franchise brand, which could result in brand problems. “They [franchisor] need to understand that we are all
different human beings and not just numbers. I run my store differently to others” (Franchisee 1). In this case, the franchisee
referred to the franchisor's inexperience in selecting franchisees. The franchisor is picking those who need to gain the correct
industry experience. Alongside this industry experience is the franchisee's attitude and approach, which may only sometimes
respond well to a formalised management system.

Franchisors

The data suggested that although franchisees initially agreed to the franchise agreement and bought into the idea of a ‘one size
fits all’ franchising format, once they had learned from the initial franchise experience, they started to deviate from the brand-
standardized format and did not fit into what the franchise stood for.““In reality, once you enter a franchise agreement, you must
be happy with everything the brand stands for and do your homework properly” (Franchisor A). Conversely, other franchisors
agreed that there needed to be a degree of flexibility to accommodate different personalities and market areas. There was the
suggestion by franchisees of committing to show an interest in their store/s and be hands-on; however, this was only sometimes
observed by franchisors. “We do not manage franchisees as a franchise as they have different personalities. They are every day
in their businesses, and the ones that are not ultimately losing their businesses” (Franchisor C). Choosing the right franchisee
was an issue for the franchisor. Franchisors expected their franchisees to have an industry understanding and the necessary
skills to run their operations according to the franchise standard. “Failed franchises resulted because non-restaurateurs were put
in a restaurant environment, but we do not do that anymore. Everyone did their own thing, and it did not work, as they were
not operators” (Franchisor C).

Operations

Franchisee

Franchisees expressed frustration, feeling their franchisors needed to add value through support and training. There was
consensus amongst the franchisees that they needed to receive the required support and promised delivery in return for the
royalty fees they were paying. “I told them it was not working, and the franchisor said it was my problem and that | had to pay.
Paying royalties is an issue, and they promise you the earth. However, the problem is when things go wrong, they do not assist”
(Franchisee 3).

Franchisor

From the franchisor’s perspective, they felt discouraged as franchisees expected them to be operationally involved, which was
inconsistent with the franchise model. In their view, the franchisees were unwilling to put in the effort. They were not willing
to learn by attending training to upskill themselves to run their stores at a superior level and according to the standardised
franchise formats. “Training was an issue, as they were not interested in the training” (Franchisor B).

Alignment
Franchisee
There needed to be more alignment between the franchisee and the franchisor on how stores should be run. The franchisees
experienced different views and expectations, as well as what they expected from their relationship with their franchisors, given
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that they showed frustration with the franchisor’s views not aligning with theirs. “At times, we were at loggerheads. The
company can be cutthroat. I can see my issues in my shop and do not need head office to tell me what to do” (Franchisee 1).
Attitude and personality played a role in the relationship, and the franchisees' and franchisors' different expectations were clear.
“I went in with a bad mindset, if I decided to go straight and stick to the book, | probably would not have ended up being de-
franchised, but I was not prepared to listen to them” (Franchisee 4).

Franchisor

The franchisors, too, expressed that misalignment between the parties' expectations was an issue. The franchisors had a
perception of how a franchised relationship would function, and if the franchisee did not agree, tension built up in the
relationship. “The perception of how it will be is different from reality. Franchisees need to be able to fly the plane, but most
franchisees want to be an air hostess. They buy a business, and they are not there.” (Franchisor B). Misalignment in attitude
and personality also played a role in the relationship. This was displayed in terms of the different expectations anticipated by
franchisees and franchisors. “In the beginning, it was fine, and when the honeymoon period was done, they changed. Skills we
can teach, but you cannot teach basic etiquette” (Franchisor A).

Customers

Franchisee

From a franchisee’s perspective, they knew the franchisor would enforce specific standardised menus and procedures. Still,
being customer-facing, they felt they knew what the customer wanted. The misalignment regarding customer focus was further
evident between the franchisee and franchisor. “They [franchisor] were not interested in the business and did not understand it
was a customer-based business. The head office was trying to expand regarding their shares instead of what is right for the
customer” (Franchisee B).

Franchisor

The franchisor believed de-franchising franchisees was necessary when customers were not served according to the franchise
guidelines. Receiving customer complaints was a tipping point in this regard, as they impacted the brand’s reputation.
“Experienced operators in the group look after their customers. A breaking point for us is when the business [revenue] decreases
and customer complaints increase. The tipping point was the constant negative customer feedback™ (Franchisor C)

Relationship

Franchisee

Poor communication was a fundamental component that ultimately led to the relationship breakdown. Communication was
linked to trust, as in many cases, the franchisees believed their franchisors misled them. They were frustrated that their
franchisors were not willing to listen to them. They felt their franchisors did not live up to their promises. “In the beginning, it
was good, but they misled us in certain ways” (Franchisee 1).

Franchisor

From the franchisor’s perspective, there was a consensus that when things started to go wrong with the franchisees’ stores,
blame was placed on the franchisor, and the franchisees would not assume any responsibility. They felt that the franchisees
would come up with excuses and expect the head office to run their stores for them. “Good communication is key, and
franchisees must pick up the phone if they have issues. Do not send an email as they are difficult to interpret. A positive aspect
is when those franchisees have relationships with us and communicate with us, therefore leading to better menu options and
efficient business systems. Relationships are critical, and you need to have relationship skills” (Franchisor C).

Discussion and conceptual model

Based on the results, a conceptual model was developed to illustrate how the themes are integrated and to explain the nature of
a successful relationship between franchisor and franchisee. This section will discuss Figure 1 as it relates to the results and
literature. The model in Figure 1 suggests that, if correctly addressed, certain elements can avoid a breakdown in the relationship
between the parties. These are industry fit, finance, operations, and brand and marketing. These are common to both parties
and necessary building blocks of a successful relationship. The issue of industry fit is related more broadly to the experience
of autonomy and, in some cases, compliance between the franchisor and franchisee. This issue is reported in the literature
(Crosno & Tong, 2018), with feelings of autonomy positively linked to franchise commitment (Colla et al., 2019) but negatively
perceived by franchisors as a deviation from traditional control mechanisms (Dada, 2018). Finance relates to the underlying
franchising business model, which relies on royalty payments from the franchisee to the franchisor, although other models have
been explored (Jell-Ojobor et al., 2022). Disputes between the parties often centre on the ‘fair payment’ of royalties, relying
on goodwill and the underlying relationship between the parties to resolve conflict (Emerson & Carrington, 2020; Wang et al.,
2020). As reflected in previous studies, the results showed that the franchisees were prepared to pay royalties but expected
commensurate services from franchisors (Watson & Johnson, 2010). While brand and marketing appear as shared franchisee
and franchisor success factors, they are primarily related to brand identification to ensure alignment of values and beliefs related
to the brand promise and to narrow structural and operational gaps between franchisor and franchisee (Ghantous &
Christodoulides, 2020; Zachary et al., 2011). The current study showed that the brand promise had been broken, a phenomenon
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usually driven by the franchisor (Davies et al., 2011; Leslie & McNeill, 2010). However, that brand remains essential to a
successful franchise relationship (Dube et al., 2020). Operational management is conceptualised as a shared success factor and
a driver of franchisee success. Successful franchising requires both parties to bring resources to the relationship, combining
various factors, including operational standards and efficiency (Panda, et al., 2023). Trust is essential to the relationship
(Croonen, 2010), and it is often characterised by incompatible financial incentives, impacting the levels of interdependency
and operational focus (Lawrence et al., 2021). Franchisees in the current study indicated their frustration with franchisors over
support and operational assistance; the actual or perceived lack of support is a cause of relationship tension (Wang et al., 2020).
Bringing these factors together leads to a trusted and successful relationship which underpins all other aspects of the interaction
between the franchisee and the franchisor. From identifying and recruiting new franchisees through networks and social media
(Sachi & Brynildsen, 2022) to performance (Bui et al., 2022) and conflict resolution (Perrigot et al., 2021).

Franchisee Franchisor

Successful Relationship

opl.‘r:lli'n,” \vm\d & MAlrﬁﬂ’;’f
%%

BUEIHGTA
Alignment

Customers Customers

Factors to prevent breakdown

Franchisee success Franchisor success

Figure 1: Conceptual model

Both parties are responsible for ensuring alignment for goals, values and objectives. The starting point for a successful
franchising relationship is selecting franchisees willing to align with the values, brand, and franchise system. Ensuring the
correct mindset is more important than other factors (Calderon-Monge et al., 2021). However, entrepreneurial intention was
also essential in ensuring alignment between the parties (Croonen et al., 2022). The cases in the current study echoed previous
studies identifying conflict due to the misalignment of competing interests (Lopez-Fernandez & Lopez-Bayon, 2018). Finally,
customers are essential to the success of both parties — without willing franchisees, the franchisor has no business model;
likewise, without paying customers, the franchisee has no revenue. Customer needs place additional tension in the franchise
relationship; the need to satisfy not only customers' requirements but also the franchisee, franchisor, and employees creates
new areas for misalignment (Evanschitzky et al., 2011). The importance of attracting and retaining high-quality customers is
a necessary function of the franchisee; this is supported by recent research that found that local experience, linked to acts of
franchise heterogeneity, was positively related to customer satisfaction (Gill & Kim, 2021). The depiction of the model as an
infinity symbol emphasises the symbiotic relationship between the parties and the need for mutual reinforcement of specific
factors in the parties' shared and individual control.

Conclusion

Franchising plays a vital role in the global and South African economies. It is necessary to further economic growth, create
employment, develop skills, and empower individuals. Therefore, franchising relationships need to be successful and
sustainable. With globalisation and increasing competitiveness, franchising is a way to augment job creation and self-
employment. Conflict can damage the relationship between the franchisee and the franchisor. The ability of a franchisor to
sustain a harmonious relationship with a franchisee over time has been shown to ensure the continued success of the franchise
system. After analysing the data, the emerging themes encompassed industry fit, brand and marketing, finance, relationship,
operations, customers and alignment. These themes were connected relative to their importance to the franchisee and franchisor.
After that, a model was constructed (Figure 1) to visualise the factors required for this relationship to be successful. This model
is a step toward conceptualising the nature of a successful relationship between the parties, showing which aspects of the
relationship are of shared importance and responsibility and which are in the domain of the franchisee and franchisor. This
study does have certain limitations. Due to the nature of the study, the interviewees may have been open to social desirability
bias in their responses to gain prestige from the occurrence. Volunteer bias was at play, as only franchisees and franchisors
willing to participate in the study were interviewed. The non-probability snowball and convenience sampling technique is
subjective and could have led to similar candidates being chosen. Only South African franchisees and franchisors in the quick
service restaurant sector were interviewed, limiting the research to South Africa and the restaurant industry. Again, further
research could be carried out in other sectors and other countries to extend the size of the population and test the conceptual
model presented in this study.

767


http://www.ajhtl.com/

African Journal of Hospitality, Tourism and Leisure, Volume 13 (4) - (2024) ISSN: 2223-814X @@@@
BY NC ND

Copyright: © 2024 AJHTL /Author(s) | Open Access — Online @ www.ajhtl.com

References

Ali, H. (2020). Mutuality or Mutual Dependence in the Psychological Contract: A Power Perspective. Employee Relations. The International Journal.
42(1),125-148. https://doi.org/10.1108/ER-09-2017-0221

Ali, H. (2021). Reciprocity or Negotiation in the Psychological Contract: A Power Perspective. Employee Relations. The International Journal, 43(5), 1250-
1267. https://doi.org/10.1108/ER-09-2019-0367

Alijon, N., Sirojiddin, S. & Azizbek, A. (2022). Franchise System in Business and Entrepreneurship. Journal of Academic Research and Trends in
Educational Sciences, 1(12), 250-257.

Alon, 1., Apriliyanti, I.D. & Henriquez Parodi, M.C. (2021). A Systematic Review of International Franchising. Multinational Business Review, 29(1), 43-69.
https://doi.org/10.1108/MBR-01-2020-0019

Balsarini, P., Lambert, C. & Ryan, M.M. (2023). Why Franchisors Recruit Franchisees from the Ranks of Their Employees. In P. Thaichon, L. Frazer, & S.
Weaven (Eds.). Relationship Marketing in Franchising and Retailing (pp. 68-88). London. Routledge, UK.

Blut, M., Backhaus, C., Heussler, T., Woisetschlager, D., Evanschitzky, H. & Ahlert, D. (2011). What to Expect After the Honeymoon: Testing a Lifecycle
Theory of Franchise Relationships. Journal of Retailing, 87(3), 306-319. https://doi.org/10.1016/j.jretai.2010.06.003

Braun, V. & Clarke, V. (2023). Toward Good Practice in Thematic Analysis: Avoiding Common Problems and Be(com)ing a Knowing Researcher.
International Journal of Transgender Health, 24(1), 1-6. https://doi.org/10.1080/26895269.2022.2129597

Brookes, M. & Altinay, L. (2011). Franchise Partner Selection: Perspectives of Franchisors and Franchisees. Journal of Services Marketing, 25(5), 336-348.
https://doi.org/10.1108/08876041111149694

Bui, T. T. H., Jambulingam, M. & Amin, M. (2022). A Literature Review of Franchisee Performance: Insights for Further Research. Cogent Business &
Management, 9(1), 1-22. https://doi.org/10.1080/23311975.2022.2044573

Calderon-Monge, E., Pastor-Sanz, |. & Sendra-Garcia, J. (2021). How to Select Franchisees: A Model Proposal. Journal of Business Research, 135, 676-
684. https://doi.org/10.1016/j.jbusres.2021.07.003.

Chiou, J. & Droge, C. (2015). The Effects of Standardization and Trust on Franchisee’s Performance and Satisfaction: A Study on Franchise Systems in the
Growth Stage. Journal of Small Business Management, 53(1), 129-144. https://doi.org/10.1111/jsbm.12057

Colla, E., Ruiz-Molina, M. E., De Gery, C. C., Schultz, M., Deparis, M. & Lemmet, L. (2019). Understanding Franchisee Performance: The Role of the
Franchisee’s Autonomy, Affective Commitment to the Network and Innovativeness. International Journal of Retail & Distribution Management,
47(7), 733-751. https://doi.org/10.1108/IJRDM-10-2017-0232

Cox, J. & Mason, C. (2007). Standardisation Versus Adaptation: Geographical Pressures to Deviate From Franchise Formats. The Service Industries Journal,
27(8), 1053-1072. https://doi.org/10.1080/02642060701673737

Croonen, E. (2010). Trust and Fairness During Strategic Change Processes in Franchise Systems. Journal of Business Ethics, 95(2), 191-209.
https://doi.org/10.1007/s10551-009-0354-z

Croonen, E., van Der Bij, H., Perrigot, R., El Akremi, A. & Herrbach, O. (2022). Who Wants to be a Franchisee? Explaining Individual Intentions to
Become Franchisees. International Small Business Journal, 40(1), 90-112. https://doi.org/10.1177/026624262110136

Crosno, J. L. & Tong, P. Y. (2018). Just Going Through the Motions? An Empirical Investigation of Control, Compliance, and Performance in Franchisor-
Franchisee Relationships. Journal of Business Research, 92, 360-373. https://doi.org/10.1177/0266242621101366

Dada, O. (2018). A Model of Entrepreneurial Autonomy in Franchised Outlets: A Systematic Review of the Empirical Evidence. International Journal of
Management Reviews, 20(2), 206-226. https://doi.org/10.1111/ijmr.12123

Dada, O. (2023). Curbing Franchisee Failure: A Systematic Review of the Empirical Evidence. Journal of Small Business Management, 61(4), 1991-2037.
https://doi.org/10.1080/00472778.2021.1883039

Dada, O. L. & Onyas, W. I. (2021). Negotiating Agency in Mitigating Franchisee Failure: A Critical Discourse Analysis. Industrial Marketing Management,
98, 1-16. https://doi.org/10.1016/j.indmarman.2021.01.018

Danilwan, Y., Isnaini, D. B. Y. & Pratama, . (2020). Psychological Contract Violation: A Bridge Between Unethical Behavior and Trust. Systematic
Reviews in Pharmacy, 11(7). 54-60.

Dant, R. P., Grunhagen, M. & Windsperger, J. (2011). Franchising Research Frontiers for the Twenty-First Century. Journal of Retailing, 87(3), 253-268.
https://doi.org/10.1016/j.jretai.2011.08.002

Davies, M. A., Lassar, W., Manolis, C., Prince, M. & Winsor, R. D. (2011). A Model of Trust and Compliance in Franchise Relationships. Journal of
Business Venturing, 26(3), 321-340. https://doi.org/10.1016/j.jbusvent.2009.09.005

Dickey, M., Harrison McKnight, D. & George, J. (2008). The Role of Trust in Franchise Organizations. International Journal of Organizational Analysis,
15(3), 251-282. https://doi.org/10.1108/19348830710880938

Dube, B., Mara, C. & Ntimane, V. (2020). Perceptions of Franchise Stakeholders on Trust in Franchising Relationships. African Journal of Hospitality,
Tourism and Leisure, 9(1), 1-12.

Elango, B. & Fried, V. H. (1997). Franchising Research: A Literature Review and Synthesis. Journal of Small Business Management, 35(3), 68.

El-Sayed, K. (2011). Hotel Franchise Agreements and the Psychological Contract. Doctoral dissertation, Cardiff Metropolitan University.

El-Sayed, K., Tang, C. & Jones, E. (2022). Psychological Contract and the Hotel Franchising Relationship. Journal of Tourism Hospitality, 4(2).
http://dx.doi.org/10.4172/2167-0269.1000147

Ekelund, C. (2014). Franchisor-Franchisee Relationships: An Interaction Approach. World Journal of Management, 5(1), 76-92.

Emerson, R. W. & Carrington, C. C. (2020). Devising a Royalty Structure that Fairly Compensates a Franchisee for its Contribution to Franchise
Goodwill. Virginia Law & Business Review, 14, 279.

Evanschitzky, H., Groening, C., Mittal, V. & Wunderlich, M. (2011). How Employer and Employee Satisfaction Affect Customer Satisfaction: An
Application to Franchise Services. Journal of Service Research, 14(2), 136-148. https://doi.org/10.1177/1094670510390202

Fernandez-Monroy, M., Martin-Santana, J. D. & Galvan-Sanchez, |. (2018). Building Successful Franchise Partnerships: The Importance of Communication
and Trust. Management Decision. 56(5), 1051- 1064. https://doi.org/10.1108/MD-07-2016-0528

Floyd, C. & Fenwick, G. (2014). Towards a Model of Franchise System Development. In F. Hoy, & J. Stanworth (Eds.). Franchising (pp. 188-207). London.
Routledge, UK.

Frazer, L., Weaven, S., Giddings, J. & Grace, D. (2012). What Went Wrong? Franchisors and Franchisees Disclose the Causes of Conflict in
Franchising. Qualitative Market Research. An International Journal, 15(1), 87-103. https://doi.org/10.1108/13522751211192017

Fusch, P. I. & Ness, L. R. (2015). Are We There Yet? Data Saturation in Qualitative Research. The Qualitative Report, 20(9), 1408-1416.

Gant, J. L. & Buchan, J. (2019). Moral Hazard, Path Dependency and Failing Franchisors: Mitigating Franchisee Risk Through Participation. Federal Law
Review, 47(2), 261-287._https://doi.org/10.1177/0067205X198318

Garg, V. K., Priem, R. L. & Rasheed, A. A. (2013). A Theoretical Explanation of the Cost Advantages of Multi-Unit Franchising. Journal of Marketing
Channels, 20(1-2), 52-72. https://doi.org/10.1080/1046669X.2013.747859

Ghani, M. F. A., Hizam-Hanafiah, M., Isa, R. M. & Abd Hamid, H. (2021). Systematic Literature Review: The Trend on Franchising Strategy. International
Journal of Entrepreneurship, 25(5), 1-18.

Gill, P. & Kim, S. K. (2021). From Franchisee Experience to Customer Experience: Their Effects on Franchisee Performance. Journal of the Academy of
Marketing Science, 49(6), 1175-1200. https://doi.org/10.1007/s11747-021-00788-w

Gillani, A., Kutaula, S. & Budhwar, P. S. (2021). Psychological Contract Breach: Unravelling the Dark Side of Business-to-Business Relationships. Journal
of Business Research, 134, 631-641. https://doi.org/10.1016/j.jbusres.2021.06.008

768


http://www.ajhtl.com/
https://doi.org/10.1108/ER-09-2017-0221
https://doi.org/10.1108/ER-09-2019-0367
https://doi.org/10.1108/MBR-01-2020-0019
https://doi.org/10.1016/j.jretai.2010.06.003
https://doi.org/10.1080/26895269.2022.2129597
https://doi.org/10.1108/08876041111149694
https://doi.org/10.1080/23311975.2022.2044573
https://doi.org/10.1111/jsbm.12057
https://doi.org/10.1108/IJRDM-10-2017-0232
https://doi.org/10.1080/02642060701673737
https://doi.org/10.1007/s10551-009-0354-z
https://doi.org/10.1177/02662426211013669
https://doi.org/10.1177/02662426211013669
https://doi.org/10.1111/ijmr.12123
https://doi.org/10.1080/00472778.2021.1883039
https://doi.org/10.1016/j.indmarman.2021.01.018
https://doi.org/10.1016/j.jretai.2011.08.002
https://doi.org/10.1016/j.jbusvent.2009.09.005
https://doi.org/10.1108/19348830710880938
http://dx.doi.org/10.4172/2167-0269.1000147
https://doi.org/10.1177/1094670510390202
https://doi.org/10.1108/MD-07-2016-0528
https://doi.org/10.1108/13522751211192017
https://doi.org/10.1177/0067205X19831841
https://doi.org/10.1080/1046669X.2013.747859
https://doi.org/10.1007/s11747-021-00788-w
https://doi.org/10.1016/j.jbusres.2021.06.008

African Journal of Hospitality, Tourism and Leisure, Volume 13 (4) - (2024) ISSN: 2223-814X @@@@
BY NC ND

Copyright: © 2024 AJHTL /Author(s) | Open Access — Online @ www.ajhtl.com

Gillis, W. & Castrogiovanni, G. J. (2012). The Franchising Business Model: An Entrepreneurial Growth Alternative. International Entrepreneurship and
Management Journal, 8, 75-98. https://doi.org/10.1007/s11365-010-0158-8

Ghantous, N. & Christodoulides, G. (2020). Franchising Brand Benefits: An Integrative Perspective. Industrial Marketing Management, 91, 442-454.
https://doi.org/10.1016/j.indmarman.2020.10.009

Gomez, R., Gonzalez, I. & Vazquez, L. (2010). Multi-Unit Versus Single-Unit Franchising: Assessing Why Franchisors Use Different Ownership Strategies.
The Service Industries Journal, 30(3), 463-476. https://doi.org/10.1080/02642060802252027

Hunt, S. D. (2014). Franchising: Promises, Problems, Prospects. In F. Hoy, & J. Stanworth (Eds.). Franchising (pp. 127-140). London. Routledge, UK.

Hsu, L.-T., SooCheong Jang. & Canter, D. D. (2010). Factors Affecting Franchise Decisions in the Restaurant Industry. Journal of Hospitality & Tourism
Research, 34(4), 440-454. https://doi.org/10.1177/1096348009350647

loanna, S. & Maria, K. (2013). Information Transfer Through Training in Franchising Enterprises. Procedia-Social and Behavioral Sciences, 73, 625-633.
https://doi.org/10.1016/j.sbspro.2013.02.099

Jang, S. S. & Park, K. (2019). A Sustainable Franchisor-Franchisee Relationship Model: Toward the Franchise Win-Win Theory. International Journal of
Hospitality Management, 76(Part B), 13-24. https://doi.org/10.1016/j.ijhm.2018.06.004

Jell-Ojobor, M., Alon, I. & Windsperger, J. (2022). The Choice of Master International Franchising—A Modified Transaction Cost Model. International
Business Review, 31(2), 101942. https://doi.org/10.1016/j.ibusrev.2021.101942

Kalargyrou, V., Aliouche, E. H. & Schlentrich, U. (2018). Antecedents and Consequences of Franchisee Satisfaction in the US Restaurant Industry. Journal
of Human Resources in Hospitality & Tourism, 17(1), 60-79. https://doi.org/10.1080/15332845.2017.1328261

Kaufmann, P.J. & Dant, R.P. (1996). Multi-Unit Franchising: Growth and Management Issues. Journal of Business Venturing, 11(5), 343-358.
https://doi.org/10.1016/0883-9026(96)00057-2.

Kaufmann, P. J. (1999). Franchising and the Choice of Self-Employment. Journal of Business Venturing, 14(4), 345-362. https://doi.org/10.1016/S0883-
9026(98)00021-4

Kaufmann, P. J. & Eroglu, S. (1999). Standardization and Adaptation in Business Format Franchising. Journal of Business Venturing, 14(1), 69-85.
https://doi.org/10.1016/50883-9026(97)00097-9

Kim, S., Youn, S. & Moon, J. (2021). The Impact of Basic Psychological Needs Satisfaction on the Performance of the Franchisee. Journal of Distribution
Science, 19(1), 17-26. https://doi.org/10.15722/jds.19.1.202101.17

King, C., Grace, D. & Weaven, S. (2013). Developing Brand Champions: A Franchisee Perspective. Journal of Marketing Management, 29(11-12), 1308-
1336. https://doi.org/10.1080/0267257X.2013.796322

Kingshott, R. P., Sharma, P., Sima, H. & Wong, D. (2020). The Impact of Psychological Contract Breaches Within East-West Buyer-Supplier Relationships.
Industrial Marketing Management, 89, 220-231. https://doi.org/10.1016/j.indmarman.2020.03.008

Kirtland, A. (2015). Towards an Understanding of the Nature of the Breakdown in Relationship Between a Franchisee and a Franchisor: An Approach
Using Psychological Contract Theory. Masters of Business Administration. University of Pretoria (South Africa).

Knott, E., Rao, A. H., Summers, K. & Teeger, C. (2022). Interviews in the Social Sciences. Nature Reviews Methods Primers, 2(1), 73.
https://doi.org/10.1038/s43586-022-00150-6

Lawrence, B., Zhang, J. J., Hsu, L. & Zheng, S. (2021). Return on Investments in Hotel Franchising: Understanding Moderating Effects of Franchisee
Dependence. Production and Operations Management, 30(8), 2420-2440. https://doi.org/10.1111/poms.13383

Lee, E., Kim, J. H. & Rhee, C. S. (2021). Effects of Marketing Decisions on Brand Equity and Franchise Performance. Sustainability, 13(6), 3391.
https://doi.org/10.3390/su13063391

Legendre, N., Nitani, M. & Riding, A. (2021). Are Franchises Really More Viable? Evidence From Loan Defaults. Journal of Business Research, 133, 23-
33. https://doi.org/10.1016/j.jbusres.2021.04.051

Leslie, T. & McNeEeill, L. (2010). Towards a Conceptual Model for Franchise Perceptual Equity. Journal of Brand Management, 18(1), 21-33.
https://doi.org/10.1057/bm.2010.17

Harmon, T. & Griffiths, M. (2008). Franchisee Perceived Relationship Value. Journal of Business & Industrial Marketing, 23(4), 256-263.
https://doi.org/10.1108/08858620810865834

Lépez-Fernandez, B. & Lopez-Baydn, S. (2018). Antecedents of Early Terminations in Franchising: Franchisor Versus Franchisee Cancellations. Small
Business Economics, 50, 677-695. https://doi.org/10.1007/s11187-017-9889-z

Maumbe, B. (2012). The Rise of South Africa's Quick Service Restaurant Industry. Journal of Agribusiness in Developing and Emerging Economies, 2(2),
147-166. https://doi.org/10.1108/20440831211272607

Mishra, C.S. (2017). Creating and Sustaining Competitive Advantage. Cham. Palgrave Macmillan, Switzerland.

Mwita, K. (2022). Factors Influencing Data Saturation in Qualitative Studies. International Journal of Research in Business and Social Science, 11(4), 414-
420. https://doi.org/10.20525/ijrbs.v11i4.1776

Naeem, M., Ozuem, W., Howell, K. & Ranfagni, S. (2023). A Step-by-Step Process of Thematic Analysis to Develop a Conceptual Model in Qualitative
Research. International Journal of Qualitative Methods, 22. https://doi.org/10.1177/16094069231205789

Nyadzayo, M. W., Matanda, M. J. & Ewing, M. T. (2016). Franchisee-Based Brand Equity: The Role of Brand Relationship Quality and Brand Citizenship
Behavior. Industrial Marketing Management, 52, 163-174. https://doi.org/10.1016/j.indmarman.2015.07.008

Panda, S., Thapa, S., Paswan, A. K. & Mishra, S. P. (2023). Franchising: A Signaling Perspective. Journal of Business & Industrial Marketing, 38(4), 813-
827. https://doi.org/10.1108/JBIM-09-2020-0418

Pardo-del-Val, M., Martinez-Fuentes, C., Lopez-Sénchez, J. & Minguela-Rata, B. (2014). Franchising: The Dilemma Between Standardisation and
Flexibility. The Service Industries Journal, 34(9-10), 828-842. https://doi.org/10.1080/02642069.2014.905925

Paswan, A. K. & Wittmann, C. M. (2009). Knowledge Management and Franchise Systems. Industrial Marketing Management, 38(2), 173-180.
https://doi.org/10.1016/j.indmarman.2008.12.005

Perrigot, R., Terry, A. & Di Lernia, C. (2019). Good Faith in Franchising: The Perceptions of Franchisees, Franchisors and Their Lawyers in the French
Context. International Journal of Retail & Distribution Management. 47(3), 246-261. https://doi.org/10.1108/IJRDM-02-2018-0043

Perrigot, R., Lopez-Ferndndez, B. & Basset, G. (2021). Conflict Management Capabilities in Franchising. Journal of Retailing and Consumer Services, 63,
102694. https://doi.org/10.1016/j.jretconser.2021.102694

Rahatullah, M. & Raeside, R. (2008). Developing a Model of Franchise Business Relationships. Central Asia Business Journal, 1(1), 21-33.

Ramirez-Hurtado, J. M., Guerrero-Casas, F. M. & Rondan-Catalufia, F. J. (2011). Criteria Used in the Selection of Franchisees: An Application in the
Service Industry. Service Business, 5, 47-67. https://doi.org/10.1007/s11628-011-0101-2

Rosado-Serrano, A., Paul, J. & Dikova, D. (2018). International Franchising: A Literature Review and Research Agenda. Journal of Business Research, 85,
238-257. https://doi.org/10.1016/j.jbusres.2017.12.049

Rousseau, D. M. (1989). Psychological and Implied Contracts in Organizations. Employee Responsibilities and Rights Journal, 2, 121-139.
https://doi.org/10.1007/BF01384942

Sashi, C. M. & Brynildsen, G. (2022). Franchise Network Relationships and Word-of-Mouth Communication in Social Media Networks. Industrial
Marketing Management, 102, 153-163. https://doi.org/10.1016/j.indmarman.2022.01.011

Singh, R. & Sarangal, R. K. (2021). Innovation in Quick Service Restaurants (QSRs): A Future Perspective. European Journal of Tourism, Hospitality and
Recreation, 11(2), 210-218. https://doi.org/10.2478/ejthr-2021-0019

Spinelli, S. & Birley, S. (1996). Toward a Theory of Conflict in the Franchise System. Journal of Business Venturing, 11(5), 329-342.
https://doi.org/10.1016/0883-9026(96)00049-3

769


http://www.ajhtl.com/
https://doi.org/10.1007/s11365-010-0158-8
https://doi.org/10.1016/j.indmarman.2020.10.009
https://doi.org/10.1080/02642060802252027
https://doi.org/10.1177/1096348009350647
https://doi.org/10.1016/j.sbspro.2013.02.099
https://doi.org/10.1016/j.ijhm.2018.06.004
https://doi.org/10.1016/j.ibusrev.2021.101942
https://doi.org/10.1080/15332845.2017.1328261
https://doi.org/10.1016/0883-9026(96)00057-2
https://doi.org/10.1016/S0883-9026(98)00021-4
https://doi.org/10.1016/S0883-9026(98)00021-4
https://doi.org/10.1016/S0883-9026(97)00097-9
https://doi.org/10.15722/jds.19.1.202101.17
https://doi.org/10.1080/0267257X.2013.796322
https://doi.org/10.1016/j.indmarman.2020.03.008
https://doi.org/10.1038/s43586-022-00150-6
https://doi.org/10.1111/poms.13383
https://doi.org/10.3390/su13063391
https://doi.org/10.1016/j.jbusres.2021.04.051
https://doi.org/10.1057/bm.2010.17
https://doi.org/10.1108/08858620810865834
https://doi.org/10.1007/s11187-017-9889-z
https://www.emerald.com/insight/search?q=Blessing%20Maumbe
https://www.emerald.com/insight/publication/issn/2044-0839
https://doi.org/10.1108/20440831211272607
https://doi.org/10.20525/ijrbs.v11i4.1776
https://doi.org/10.1177/16094069231205789
https://doi.org/10.1016/j.indmarman.2015.07.008
https://doi.org/10.1108/JBIM-09-2020-0418
https://doi.org/10.1080/02642069.2014.905925
https://doi.org/10.1016/j.indmarman.2008.12.005
https://doi.org/10.1108/IJRDM-02-2018-0043
https://doi.org/10.1016/j.jretconser.2021.102694
https://doi.org/10.1007/s11628-011-0101-2
https://doi.org/10.1016/j.jbusres.2017.12.049
https://doi.org/10.1007/BF01384942
https://doi.org/10.1016/j.indmarman.2022.01.011
https://doi.org/10.2478/ejthr-2021-0019
https://doi.org/10.1016/0883-9026(96)00049-3

African Journal of Hospitality, Tourism and Leisure, Volume 13 (4) - (2024) ISSN: 2223-814X @@@@
BY NC ND

Copyright: © 2024 AJHTL /Author(s) | Open Access — Online @ www.ajhtl.com

Tarig Anwar, S. (2011). Franchising: Category Issues, Changing Dynamics and Competitiveness. International Journal of Commerce and Management,
21(3), 241-255. https://doi.org/10.1108/10569211111165299

Thompson, J. (2022). A Guide to Abductive Thematic Analysis. The Qualitative Report, 27(5), 1410-1421. https://doi.org/10.46743/2160-3715/2022.5340

Wang, J. J., Griinhagen, M., Ji, L. J. & Zheng, X. V. (2020). Conflict Aftermath: Dispute Resolution and Financial Performance in Franchising. Journal of
Retailing, 96(4), 548-562. https://doi.org/10.1016/j.jretai.2020.03.001

Watson, A. & Johnson, R. (2010). Managing the Franchisor—Franchisee Relationship: A Relationship Marketing Perspective. Journal of Marketing
Channels, 17(1), 51-68. https://doi.org/10.1080/10466690903436305

Welch, C., Piekkari, R., Plakoyiannaki, E. & Paavilainen-Mantymaki, E. (2020). Theorising From Case Studies: Towards a Pluralist Future for International
Business Research. In L. Eden., B.B. Nielsen. & A.Verbeke (eds.). Research Methods in International Business. Cham. Palgrave Macmillan,
Switzerland.

White, D. (2010). The Impact of Marketing Strategy Creation Style on the Formation of a Climate of Trust in a Retail Franchise Setting. European Journal
of Marketing, 44(1/2), 162-179. https://doi.org/10.1108/03090561011008655

Wingrove, C.A. & Urban. B. (2017). Franchising Fast Food Brands: An Empirical Study of Factors Influencing Growth. Acta Commercii, 17(1), 1-8.

Winsor, R., Manolis, C., Kaufmann, P. & Kashyap, V. (2012). Manifest Conflict and Conflict Aftermath in Franchise Systems: A 10-Year Examination.
Journal of Small Business Management, 50(4), 621-651. https://doi.org/10.1111/j.1540-627X.2012.00369.x

Yin, R. (2013). Case Study Research: Design and Methods. Newbury Park. Sage, USA.

Zachary, M. A., McKenny, A. F., Short, J. C., Davis, K. M. & Wu, D. (2011). Franchise Branding: An Organizational Identity Perspective. Journal of the
Academy of Marketing Science, 39, 629-645. https://doi.org/10.1007/s11747-011-0252-7

770


http://www.ajhtl.com/
https://doi.org/10.1108/10569211111165299
https://doi.org/10.46743/2160-3715/2022.5340
https://doi.org/10.1016/j.jretai.2020.03.001
https://doi.org/10.1080/10466690903436305
https://doi.org/10.1108/03090561011008655
https://doi.org/10.1111/j.1540-627X.2012.00369.x
https://doi.org/10.1007/s11747-011-0252-7

	btnOpenRubric: 


