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Abstract

The purposes cf this study are (1) to idemijV types and levels cf channel conflicts between an apparel 
manufacturer and a franchised agency, (2) to investigate the effect cf economic dependence on conflicts, and 
⑶ to examine the effect of conflicts on satisfaction in a franchised agents perspective in distributive channel 
of Korean a^xtrel industry.

For 어ir study, questionnaires were administered to the owner or the manage of 300 franchised agencies. 
Employing a sample of 209, data were analyzed by using means, factor analysis, pearson correlation and 
multi-regression analysis.

Major findings are as follows: 1) Types of conflicts between a^xtrel mam^adurers and franchised agencies 
we identified as goal divergence, d^Jerence in perception, ineffective communication and lack of role clarity. 
The highest level of conflicts are lack of role clarity, followed by goal divergericet difference in perception and 
讷紡标five communication, 2) Economic dependence leads to channel conflicts in part Greater levels of 
economic dependence foster greater conflicts such as lack cf role clarity and lower conflicts such as 
ineffective communication. 3) With respect to effect of conflict on satisfaction, tke neater the levels of conflict, 
匝 lower the degree <tf satisfaction "with role performance and with business decision and overall satisfaction.

Key words: conflict, satisfaction, franchised agency, distributive channel.

I. Introduction

During the past 30 years, retailing fonnais in 
Korean fashion industry have been diversified into 
department stores, specialty stores, franchised 
agencies, off-price retailers, multi-brand shops, 
etc. In 1980s franchised agencies have increased 
quantitatively by growing casuals market, as a 
result of the liberalization of school uniforms, 
'86 Asian Game and ‘88 Olympic Games. In 
recent years, franchised agencies account fbr 

more than 40 percent of all retailers in Korean 
fashion industry0.

A franchised agency, one of maiketing chann이 

members, is maintaining franchising agreement 
on pursuing retail profitability. Basically, fran
chising is defined as "& contractual relationship 
between franchisee and franchiser in which the 
franchiser offers or is obligated to maintain a 
continuing interest in the business of the 
franchisee sin such areas as knowledge and 
training"* 1 2,< The franchisee operates under a 
common trade name, format or procedure owned 

E-mail : CJ0519@netian.com
1 Specia Repont: Outlet Street, The Korea TexJournal, Februany 1998.
2 Easey, M. Fashion marketing. 161. 1995.
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by or controlled by the franchiser. As frandiising 
is providing various advantages to both 
franchisee and franchiser, a franchised store has 
been paid attention as a successful and popular 
retail format in the world fashion business.

Howe기er, the franchising system 아lows a 
different partem in Korean fashion industiy. 
That is, franchisee is expected to deposit money 
or mortgages to franchiser, an apparel manu
facturer, to become its member with franchising 
agreement. The major role of franchisee is 
consignment as an agency and it takes channel 
margins in compensation of con^gnment

In the vertical marketing 歹stem, distributive 
channel of fashion industiy is a unified system 
and it comprises of a fabric producer, an apparel 
manufacturer and a retailer. An apparel manufe- 
cturer, as a diannel leader, dommantly coordin
ates stages of production and distribution thr
ough the power. A franchised agency tends to 
comply an apparel manufacture because its 
profits is dependent on the apparel manure* 
ture's rqsutation and marketing activities. If an 
apparel manufecturer has a high level of 
reputation or sales volume in the area of apparel 
industry, a franchised agency will pursue their 
relationships with the manufacturer continuously. 
If the apparel manufacturer doesn't want to 
continue its relationship with a franchised 
agency, it will use power to switch its partner, 
a franchised agency.

The unbalanced power stemming from the 
dependence of a franchised agency to an 町parel 
manufacturer causes conflicts. In this regani, a 
frandiised agency experiences conflicts inevitably 
for the constant interaction. The conflict may 
have a negative effect on a channel members 
performance or satisfaction. Without controlling 

or managing the conflict, it will be difficult to 
expect channel efficiency between two channel 
members.

The purposes of this study were (1) to 
identify types and levels of conflicts between an 
叫)parel manufacturer and a franchised agency, 
(2) to investigate the effect of dependence on 
conflicts, and (3) to examine the effect of 
conflicts on satisfaction in a franchised agency's 
perspective in Korean apparel industiy.

II. Literature Review

1. Conflict
Stan and El-Ansary states “channel conflict 

is a situation which one diannel member per
ceives another channel member to be engaged in 
behavior that is preventing or impeding him 
from achieving his goals"* 3) *. Marketing channels 
are particularly prone to experience conflicts 
because of the constant interaction among 
producers, Wholesalers and r^ailos, and their 
interdependoice^.

L. W. Stem and A EI-Ansary Marketing Channel. Englewood Cliffe, NJ: Prentice-Hall, Inc p 284 
1988.

M・ Etgar. Source and types of intradiannel conflict. Journal of Retailing, 55, 61-78. 1979.
3 M. Etgar, op.cit., 61-78. 1979.

P L. Robbins, T. W. Speh and M. L. Mayer, Retailers* perceptions of channel conflict issues. Journal 
of Retailing 58, 46-67. 1982.

J R・ Brown and R. L. Day, Measures of manifest conflict in distribution channels. Journal of 
Marketing Research, 18, 263-274. 1981.

E培ar partitioned causes of channel conflicts 
into attitudin시 and structural difference among 
아umnel memb«s5). He explmned attitudinal 
source of conflict as disagreement about channel 
role, expectation, j^rceptions and channel com
munications, while structural causes of conflicts 
as a clash of opposite interest such as goal 
divergence, drive for autonomy, and fights over 
scarce resources.

Mariceting researchers about conflicts have been 
focused 1) to determine dimensions or levels of 
conflicts in channel structure? 2) to develop 
conflict measures or constructs"), 3) to identify 
the relationship between power and conflict 9'13\ 
4) to analyze the effect of conflict on channel 
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performance or satisfaction* 9 10 11 12 13 14 15 16 17 * 19 20'1 and 5) to 
develop a model of channel relationships inclu
ding various variables18)I9), etc.

, L. J. Rosenberg and L. W. Stem, Conflict measurement in die distribution channel, Journal of 
Marketing Research, 8, 1971, 437-442.

9 J. R. Brown, R. F. Lusch and D. D. Muehling, Conflict and power-dependence relations in retailer
supplier diannels. Journal of Retailing, 59, 1983, 53-80.

10 M. Etgar, Intradiannel conflict and use of power. Journal of Marketing Research, 15, 1978, 273-274.
11 R. F. Lusch, Intra diannel conflict and use of power A reply. Journal of Marketing Research, 15, 

1978, 275*276.
12 P. L. Schul and E. Babakus, An examination of the intedinn power-conflict relationship: the 

intervening role the channel decision structure. Journal of Retailing, 64, 1988, 381-404.
13 P. L. Schult W. M. Pride, and T. L. Little, The impact of diannel leadership behavior on 

intrachannel conflict. Journal of Marketing, 47(Summer), 1983, 21-34.
14 J. C. Anderson and J. A. Narus, A model of distributor's perspective of distributor'manufacturer 

working relationship. Journal of Marketing 20t 1984, 62-74.
15 J. £liashberg and D. A. Michie, Multiple business goals sets as determinants of marketing channel 

conflict: An empirical study. Journal of Marketing Research^ 1984 Feb., 75-88.
16 R. F. Lusch, Chann언 conflict: Its impact on retailer operating performance. Journal of Retailing, 52, 

1976, 3-12.
17 B. Rosenbloom, Conflict and chaiuiel efficiency: Some conceptual models for decision maker. Journal 

of Marketing 37, 1973, 26-30.
IS G. L. Frazier, J. D. Gill and S. H. Kale, Dealer dependence levels and reciprocal actions in a 

channel of distribution in a developing country. Journal of Marketing, 1989 Jan., 50-69.
19 S. J. Skinner, J. B. Gassenheimer and S. W. Kelly, Cooperation in supplier-dealer relations. Journal 

of Retailing, 68(2), 1992, 38 M04.
20 M. Easey, op.cit.t 1995, 161.

However, in research area of clothing and 
textiles, conflicts in determining channel bdiav- 
ior have received little attention.

2. Conflict in Franchising System
Franchising, according to Easey, is defined as 

“a contractual relationship between franchisee 
and franchiser in which the franchiser offers or 
is obligated to maintain a continuing interest in 
the business of the frandiisee in such areas as 
knowledge and training; wherein the &andiisee 
operates under a common trade name, format or 
procedure owned by or controlled by the 
franchiser and, in which the franchisee has 
made or will make a considerable capital 
investment in his business from his、own 
resources205". The advantages to franchisee are 
to obtain the benefits of the name, rq)utation, 
brand image already established with the publics 
through any national advertising, less risk of 
business 也ilure, etc. The advantages to fran

chiser are rapid expansion without causing 
cashflow problem, initial fee plus reg니ar royalty 
payment, and less risk.

Since franchising offers many advantages to 
both franchiser and franchisee,, it has been paid 
attention to practitioners. However, the franch
ising system has been applied differently to 
some extent in Korean fashion industty. On 
maintaining franchising agreement, franchisee has 
to deposit money or mortgages to franchiser and 
its role has been emphasized on consignment as 
an agency. Franchiser, an q)parel manufacturer, 
consigns their merchandises for sale to a fran
chised agency, while the frandiised agency sells 
the consigned merchandises in brand name of an 
apparel manufacturo*. Under this interaction, 
they inevitably experience conflicts.

In order to control and manage such conflicts, 
an apparel manufacturer and a franchised 
agency must coordinate together toward the 
common goal of providing the final consumer 
with good value and seeldng profits. For 
enhancing the coordination of activities so as to 
lower harmful conflict level, it is necessary to 
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identify types and levels of conflicts as a focal 
construct of relationships on channel behavior.

In distributive channel of Korean &shion 
industry, types and levels of conflicts between 
an apparel manufacturer and a franchised 
agency will be existed differently. In standpoint 
of a franchised agency, we posit the following 
hypothesis.

Hypothesis 1: A franchised agency will 
demonstrate different types and levels of 
conflicts with an apparel manu&cturer.

2. Researches on dependence, cooflict and 
satisfaction of channel relationship

A frandiised agency is forced to sell much 
modiandises. If a franchise agency's sales 
reaches to tiie desired goals success血!ly resulting 
from an apparel manufacturers reputation and 
marketing activities, its depsdence on the 
£^>parel manufacturer ma^ increase* It is clear 
that a frandiised agen(ys dependence on its 
manu&cturer provides a strong motivative to 
perform its obligation. Dependence of a fian- 
chised agency on an apparel manu&cturer refers 
to agency,s need to maintain with its partner in 
order to achieve desired goal. Because sales and 
profit are two extremely impoHant goal in all 
business organizations, the agency wants to 
maintain the relationships with competitive partner 
who make high level of sales and profits. In 
other words, the greater the percent of sale and 
profit contributed by an apparel manufacturer to 
a franchised agency, the greater the agency's 
dependence on the apparel manufacturer.

Dependence is expected to have an indirect 
and positive effect on perceived conflict leve
ls20. This expectation is based on the direct 
relationship between dealer's dependence and 

J. R. Brown, R. F. Lusch and D. D. Muehling, op.cit., 1983, 53-80.
22 J. F. Gaski and J. R. Nevin, The diHcrential effects of exercised and unexercised power structure ina 

marketing channel. Journal of Marketing Research, 22、May, 1985, 130-142.
23 I. Geyskens, J. Steenkamp and N. Kumar, A meta-analysis of satisfaction in marketing channel 

relationships, Journal of Marketings 36t 1999, 223-238.
24 S. J. Skinner, J. B. Gassenheimer and S. W. Kelly, op.cit., 1992, 381-404.

Satisfaction of the Franchised Agency IJCC

use of coercive power by manufacturers. As a 
franchised agenc/s dependence on ils partner 
increases, the partner will have less need to rely 
on coercive influence tactics and wll -achieve 
compliance from the agency. If a franchised 
agency is dependent on an apparel manufacturer 
finandally, then it will be willing to comply the 
apparel manufacturer, and lead to lower conflict

In this approach, a high level of financial 
dependence on relationship would motivate conflicts 
through a constant interaction. Therefore, the 
greater a franchised agency's dependence on an 
町parel manufacturer, the less the agency's 
conflict with the 珥)parel manufacturer. This 
leads to the following hypothesis.

Hypothesis 2: A franchised agency's depen
dence on an apparel manufacturer will influence 
conflict negatively.

Sa^sfaction refer to a channel members 
approval of the channel relationship끼. The 
construct of satis&ction is of a fundamental im
portance in understanding channel relationships. 
It is defined as a channel members positive 
affective response to psychological aspects of its 
relationship* 22 23 24^ A channel member satisfied with 
psychological aspects appreciates the contacts 
with its partner and likes working together in 
achieving the common goal. On unbalanced 
power between channel members, conflicts 
result in dissadsfaction on the part of the 
weaker members. Conflict in channel relation
ships is likely to occur over dissatisfaction by 
its partner. As a channel member participates in 
collective activities, it experiences lower 
conflicts and leads to be satisfied with their 
relationship.

In this approach, channel conflict is expected 
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to be related inversely to satisfaction. The 
greater the incompatibili以 and tension of a 
franchised agency, the lower the agency's 
satis紙ti이! of channel arrangement Skinner, 
Gassenheimer, and Kelly support a negative 
causal link between conflict and satisfactionM). 
A negative causal link between an apparel 
manufacturer and a franchised agency is 
hypothesized as follows.

Hypothesis 3: A franchised agency,s conflict 
with an apparel manufacturer will negatively 
influence satisfaction.

DI. Research Method

1. Collection of Data
For this study, questimmaires were administered 

to 300 franchised agencies located in Kwangju 
during July, 1998. Based on convenience sampl
ing, franchised agencies were contacted. The 
owner or the manager of a franchised agency 
was asked to fill out the questionnaire.

Total 209 franchised agencies were informed 
for this study. <Table 1> indicates description 
of subjects. In terms of the product category 
which they sell, 23.4% of these 209 are 
agencies of casuals, followed by 23.0% were 
Infant and children's wear, 17.2% were 
sportswear and 14.4% were men,s wear.

Approximately 55% of respondents have 
returned unsold products to their manufacturers 
after the period of nonnal sales and only 17% 
don't return the unsold products and sell them 
under the right of its ownership. In terms of 
price line, majority of subjects(74.2%) have sold

<Table 1> Profile of respondent franchised agencies

Variable Number Percentage

Women% wear 15 7.2
Men's wear 30 14.4
Casuals 49 23.4

Product category Infant and children's wear 48 23.0
Intimate wear 7 4.3
Jeans wear 18 8.6
Sportswear 36 17.2
Others 4 1.9

Contract on 
unsold merchandises

100% returns 115 55.0
Mixed returns 73 35.1
Never retums(buying) 17 8.1

Price line Better 54 25.8
Moderate and Budget 155 74.2

Under 10 pyung 46 22.0
10—20 pyung 88 42.1

Store space 20~30 pyung 40 19.1
30—40 pyung 12 5.7
40 pyung and over 23 11.0

Numbers of years 2 years or less 78 37.9

in Business with 3 〜4 years 62 30.0

the manufacturer 5 〜6 years 37 18.0
7 years and over 29 14.1

Total 209 100.0
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in moderate or budget line and 23.8% have sold 
in better line at their stores.

Responses to question indicate that 37.9 % of 
respondents have history in business with the 
manufacturer under two years and 63.1% have 
three years and over.

2. Instrument
The instrument was a self-administered 

questionnaire comprised of four sectors; cause 
of conflicts, economic dependence, satis&ction 
and characteristics of a franchised agency. 
Conflict represented the level of tension, 
frustration and disagreement in tfidr relationship 
and its measures were developed from previous 
researches25,265. Questions were revised and 
adopted toward a franchised agency in Korea 
fashion industry, and the 20 best items were 
selected. Respondents were asked to indicate 
how strongly they agreed with each conflict
issue statement, range from 5, strongly agree, to 
1 strongly disagree.

Dependence means an agency's need to 
maintain tfieir relationships. For economic 
dependence, respondents were asked to report 
the agency's sales volume and a channel margin. 
The determinants of economic dependence level 
were gross margin, which were measured to 
multiply an agency's sales and a channel margin.

Satisfaction was measured in three areas 
adq)ted from Lewis and Lambert2가 ; satisfaction 
with role performance, overall satisfaction and 
satis&ction witii business decision. The measures 
included statements indicating the extent which 
a franchised agency was satisfied with an 
apparel manufacturer. Respondents responded to 
each items on a 5 point Likert-type scale. 
Responses were indicated on a 5 point scale 
with 5 being **feel very positive" and 1 being 

very negative'* . The instrument used to 
measure satisfaction with role performance 

comprised of 12 items. Overall satisfaction 
included "we were satisfied with transaction with 
our manufacturer in overall” and satisfaction 
with business decision included "we were 
satisfied with initial decision with our business" 
by a single item, respectively.

3. Statistical Techniqae
Employing a sample of 209, data were 

analyzed by using means, factor analysis, Pear
son Correlation and multi-regression analysis. 
Factor analysis was used to test Hypothesis 1 
since it was necessary to explore types of 
conflicts. Conflict items from each factor were 
summed to o*eate multi-item indices. Mean 
score and standard deviation of each conflict 
type wbc calculated to identify levels of the 
conflict types.

Pearson Correlation was used to test 
hypothesis 2» which related to amount of each 
conflict associated with economic dependence 
measured by gross margin. Multi-regression 
ana以sis was used to test hypothesis 3. It tested 
the effects of conflict types as predictor 
(indqjaident) variables on satisfaction with role 
performance, ovCTall satisfaction and satisfaction 
with initial decision in business as dependent 
variables, respectively.

IV. Results and Discussion

1. Types of Conflicts between an Apparel 
Manafocturer and a Franchised Agenn'

Factor analysis resulted in dimensions of 
conflicts between an apparel manufacturer and a 
franchised agency. 8 items from 20 were 
eliminated before final Victor analysis because 
the communality was under .40 or they didn't 
explain contents of the factor. Principal com
ponent analysis using varimax rotation resulted 
in four underlying dimensions of conflicts.

J. R. Brown, R. F. Lusch & D. D. Muehling, op.cit.t 1983, 53-80.
26 M. Etgar, op.cit.t 1979, 61-78.

M. C. Lewis and D. M. Lambert, A model of channel member performance, dependence, and 
satisfaction. Journal of Retailing, 67, 1991, 205-2고5.
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Factor loadings ranged from 0.85 to 0.45. The 
factor loadings for each variable, the eigen 
values, and percentage of explained variance for 
each factor were summarized in <Table 2>.

Factor 1 was labeled **goal divergence" and 
included items related to difference between 
channel members who must cooperate on some 
activity when they were unable to reach a 
consensus on goal attmnment Factor 2 was 

labeled "difference in perception" and included 
items related to difference in perceptions of the 
channel and its environment, and in expectations 
of channel members regarding sales record and 
accompanying payoffs of specific strategies. 
Factor 3 was labeled wineffective communica
tion" and included items related to lack of 
motivation for information transmission or 
standardized information processing procedure

<Tab!e 2> Dimension of conflicts

Conflict Items
Factor! j 

d 쯔養 

diverge*

“F嬴卷燧
D區冶襪莅

幡J 
賢

My manufacturer is in a stronger position 11 _ A2 in
than me by means of a contract 히二双

:続

Nfy manu&cturer demands a deposit advantageous 
only for die manu&cturer .11 .14 -.17

My manufacturer opens willingly a new agency '峻F
.49near mine without e^reement q악礬

I am dissatisfied with store size and location
-.08required by my manufacturer .25 賢 .16

구 f
I have different opinion about visual mer
chandising .13

普.挤辭

腿 ?-
.23 .11

My manufacturer costs me too high on its 
interior installment .15 ，、.64 .03 -.13

My manufacturer has much greater level of 
expectation in sales record -.32 .45 -.43 -.02

The manufacturers merchandiser is not equipped .11 .16
总必法茶::"".史 

訟挡线•癸80 ' ,14to serve promptly

I have difficulties in^ communication with the 
manufacturers merchandiser -.02 -.15 71 .20

In spite of my requirement, the manufacturer …08 36
,电.；•後.： ■-

-.29doesn't respond reorder quickly

There is unclear agreement as to services for 
damaged merchandises, returns and exchanges .05 .07 ■.이 / .82

The roles of the manu&cturo- and the franchised .04 .07agency are not well defined • /O

Eigenvalues 1.86 1.35 1.81 1.56
Percent of variance 15.49 15.43 15.08 12.99
Cumulative percent of variance 15.49 30.92 46.00 58.99
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<Tab!e 3> Levels of conflicts

Type of conflict Mean S.D

L효& of role clarity 4.18 1.03

Goal divergences 3.75 1.21

Difference in perception 3.09 1.15

Ineffective communication 3.02 1.15

and mutual feelings of frustration. Factor 4 was 
labeled **lack of role 저arity" and characterized 
by prescription when channel roles were not 
well defined for channel participants and when 
channel members deviated from established 
roles related to product exchange or returns.

To examine levels of conflicts, mean scores 
and S.D are presented in <Table 3>, The 
highest level of conflicts were lack of role 
c!arity(4.18), followed by goal divergence(3.75), 
difference in percepdon(3.09) and ineffective 
communication (3.02). This result means that 
channel members experioice highly conflicts 
stemming from lade of clarity in channel role or 
goal divergence in spite 血at it is expected 
reciprocal cooperation for role perfbnnance and 
goal attainment with franchising agreement.

2. The eHects of economic dependence on 
conflicts

Relationships among conflicts toward econ
omic dependence present in <Table 4>. The 
gross margin meaning economic dependence 
was positively related to goal divergence(r=.161, 
p〈.05), while it was negatively related to 

ineffective communication(r= - .129, p<.05).
It revealed that the greater the franchised 

agency's dq^idence on an apparel manu&cturer, 
the iess ineffective communication between 
them. This finding means if a franchised agency 
is economically dependent on a manu&cturer, it 
will comply its partner and communicate in 
standpoint of the manufacturer. As a result it 
leads less conflict between them. Besides, the 
greater the fianchised agency's dependence on 
an 理parel manufacturer, the greater the goal 
div헜*g러18. This finding means that as a 
franchised agency is economically dependent on 
a manu&cturer, it has to be patient with 
conflicts unable to reach a consensus on a goal 
attmnment

As a result of testing hypothesis 2, the effect 
of economic dependence on conflict was weakly 
supported. This finding support Brown, Lusch 
and Mueling's finding28^ that dependence is 
oqiected to have indirect, positive effect on 
perceived conflict levels.

J. R. Brown, R. F. Lusch & D. D. Muehling, op.cit., 1983, 53-80.

3. The effect of conflicts on satisfaction

1) The effects of conflicts on satisfaction with 
role performance

<Table 5> shows results from a multi-regre
ssion analysis performed to determine the effects 
of conflict types on satisfaction with i■이e 
performance. The Ra value indicated that 34% 
of variance in the satisfaction with role perfor
mance 8마d be explained by four conflict 
types. The conflicts influenced on satisfaction 
with role performance significanily(F=25.60,

<Table 4> The relationships between economic dependence and conflicts

Conflicts
Econom

dependenc如
Goal divergence Difference 

in perception
Ineffective 

communication
Lack of 

role Parity

Gross margin .161* .097 -.129* .120

*p<.05
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<Tabfe 5> The effects of conflicts on satisfaction with role peHbrmance

Conflict B S.D p t F R고

Goal divergence -,605 .375 “.093 -1.61

25.60*** .34

Difference in perception -1.613 .375 -.248 •430"

Ineffective communication -3311 .375 -.510

Lack of role clarity -.698 .375 -.107 -1.86

(Constant) 24.972 375 66.63…

**p<.01, ***p<.001

p<.001). Specifically, ineffective communication 
(Q =-.510, pW)l) was the strongest predictor 
of conflicts between firanchised agencies and 
apparel manu&cturers, followed by diffo^ice in 
perception^ =-.248, p<이).

This 冀s바t revealed that satisfaction with role 
performance is negatively influenced by ineffe
ctive communication and difference in percep
tion. In other words, a franchised agency that 
was dissatisfied with role performance of an 
理pare】 manufacturer was likely to e?q)erience 
ineffective communication and difference in 
perception. This finding supports Frazier, Gill, 
and Kale's conviction科 that channel conflict has 
a indirect effect on satisfaction with role per
formance.

2) The effects of conflicts on overall satisfa
ction

〈Table 6> shows the effects of conflict types

<Ta비e 6> The effects of conflicts on overall 

on overall sads&ction. The conAicts influenced 
on general satisfaction significantly(F=19.81, p<. 
001). Together these four significant predictor 
variables accounted for 29%(R'=.29) of expl
ained variance in overall satisfaction. Ineffective 
communication^ =-.441, p<.001) was the str
ongest predictor of conflicts between franchised 
agencies and apparel manufacturers, followed by 
goal <fivergenceG? =-.196, p<.001), difference 
in perception^ =-.191, pvOl) and lack of role 
clarityO? 느一.H8, p<.05).

This result revealed that overall satisfaction 
was negatively influenced by all types of 
conflicts sudi as ineffective communication, 
goal divergence, difference in perception and 
lack of role clarity. In other words, a franchised 
agency dissatisfied with an apparel manufacturer 
overall was likely to experience ineffective 
communication, goal divergence, lack of role 
clarity and difference in perception.

satisfaction

*p<.05, **p<0i, ***p<.00i

Conflicts B S.D Beta t F

Goal divergence -.187 .058 -.196 •3.259…

19.81*** .29

Difference in perception -.178 .056 -.191 -3.166**

Ineffective communication U12 .056 -.441 -7.321***

Lack of role clarity -.110 .056 -.118 -1.969*

(Constant) 3.019 .056 53.747

29 G. L. Frazier, J. D. Gill & S. H. Kale, op.cit., 1989 Jan, 50-69.
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3) The effects of conflicts on satisfaction with 
business decision

As <Table 7> indicated, a m니tidegiession 
analysis was conducted using satisfaction with 
business decision as a criterion variable and four 
types of conflicts' as predictor variables to 
ascertain the effects of conflicts on satisfaction 
with business decision. The R2 value indicated 
that 19% of variance in the satisfaction with 
business decision could be explained by four 
predictor variables. The conflicts influenced on 
satisfection with business decision, significantly 
(F니 1.87, p<001). Specifically, ineffective com- 
mi血cati여。=•一34鸟 jkOOI) was die suggest 
predictor of conflict types between franchised 
agencies and apparel manufacturo-s, followed by 
lack of role clarity(^ =-.263, pvOOl). These 
variables had negative beta coefficients.

This rewh revealed that satis&ction with 
business decision was negatively influenced by 
ineffective commurucation and lack of role 
clarity. In other words, a franchised agency that 
was dissatisfied with initial decision of business 
in an apparel manu&cturo- was likely to 
experience ineffective communication and to 
perceive lack of role clarity.

To summanze from these relationships bet
wee) conflicts and satis也ctk)% the ccmflicts have 

negative impacts on satisfmetion in a franchised 
agency*s perspective. It is dear that the lower an 
franchised agency perceives psychological 
tension, the greater the agency waild be 
satisfied with its partner affectively. It provides 
some support for Anderson and Narus,s30) and 
Skinner, Gassenheimer and Kelly*s31) conviction 
that there is a negative causal link between 
conflict and satisfaction and Fraaer, Gill： and 
Kle's，자 assertion that the channel conflict has a 
direct effect on satisfaction. In addition, it 
supports Lusch*s study희 that channel conflict 
has a negative effect on the operative perfor
mance. It seems that a channel member's 
economic perfonnance affects to participate in 
collective activities with less conflict and leads 
to be satisfied with tiieir relationship.

J. C. Anderson and J. A. Naru& op. cit.t 1984, 62-74.
기 S. J. Skinner, J. B. Gassmheimer and S. W. Kdly, op. ciL, 1992, 381-404.
32 G. L. Frazier, J. D. Gill aM S. H. Kale, op. at, 1989 Jan., 50-69.
33 R. F. Lusch, op. cit., 1976, 3-12.

V. Conclusion

This study attempted (I) to identify types and 
levels of conflicts between an ^)parel manu
facturer and a franchised agency, (2) xo inve
stigate ttie efiect of economic dependence on 
conflict and (3) to examine the effect of conflict 
on satisfaction in a franchised agency's pers
pective in a distributive channel of Korean 
町par或 industiy. For this study, the owner or 
the manago* of a franchised agency was informed

<Tab!e 7> The effects of conflicts on satisfacdon with business decision

Conflicts B S.D Beta t F R2
Goal divergence -.057 .053 -.069 -1.09

11.87*** .19

DifTerence In perception -.050 .052 -.061 -.957
Ineffective communication •.275 .052 •340 “5.321 …
Lack of role clarity -.211 .051 -.263 -4.107***
(Constant) 3.34 .052 64.72…

***p<.001
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through questionnaires.
From this empirical research, three hypo

thesized relationships were generally supported. 
Major findings are as follows: 1) Types of 
conflicts between apparel manufacturers and 
franchised agencies are identified as goal 
divergence, difference in perception, ineffective 
communication and lack of role clarity. The 
highest level of conflicts are lack of role clarity, 
followed by goal divergence, difference in 
perception and ineffective communication. 2) 
Economic dependence leads to channei conflicts 
in part. Greater levels of economic dependence 
foster greater conflicts such as lack of role 
clarity and lower conflicts such as ineffective 
communication. 3) With reject to e£fect of 
conflict on satis^cdon, tixe greater die levels of 
conflict is, the lower the degree of sads^icdon 
is. Specifically, satis&ction with role perfor
mance is negatively influenced by ineffective 
communication and difference in percqition. 
Overall satisfaction is negadvely influenced by 
ineffective communication, goal divergoice, lack 
of role clarity and diffoence in perception. 
Finally, satisfaction with business decision is 
negatively influenced by ineffective communi
cation and lack of role clarity.

From this results, some implications for mar
keting practice are suggested. First implication 
is that apparel manufacturers need strategies to 
motivate financial dependence of a franchised 
agency by promoting its reputation through 
marketing activities because economic depen
dence influences conflicts and the conflicts 
influence chann이 efficiency, such as satisfaction 
with its partner. The second implication of the 
research findings is that it is necessary for both 
apparel manufacturers and franchised agencies 
to perceive reciprocity and to establish working 
partnerships. The third implication is that 
communication between channel members should 
be evaluated periodically for clarification of 
their roles and the achievement status of the 
desired goal because ineffective communication 
is the important determinant on both economic 
dependence and satisfaction. In addition, inter

personal relationship of contacting staffs between 
an apparel manufacturer and a franchised 
agency should be focused on a personal base. 
The fourth implication is that apparel manu
facturers need to motivate franchised agencies 
by developing role performance continuously 
because satisfectory role performance by an 
apparel manufecturer is reinforced by the 
franchised agency's ini&il decision to join the 
franchise system.

However, there are some limitation to 
interpret the findings from this study, because 
the data were collected from franchised agencies 
located in Kwangju only. It may be inappro
priate to generalize these findings to all 
chaimels. For future research, relationships of 
various variables in d^ermining channel be
havior should be paid attention in franchising 
system. Also, a model between variables of 
channel behavior wo바d be developed in &shion 
marketing channel from a logical starting point.
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