The Korean Journal of Culinary Research 175
Vol. 20, No. 6, pp. 175~189 (2014)

QlAl IRAXIOMEO| 72, DPIE! 2, 2HSAID KISAID
210] BH I

s S el AR el

Study on the Relationship among the Size, Marketing
Competency, Operational Characteristics and Financial
Performance of Food Service Franchising

Seok-Woo Kang - Young-Sun Na!

Dept. of Hotel, Restaurant & Culinary Arts, Daegu Health College, Daegu, Korea
Dept. of Hotel & Culinary Arts, Sinansan University, Ansan, Korea

Abstract

This study was intended to provide fundamental data concerning franchising companies’characteristics and
performance in foodservice business by employing financial data from the firms’ IDS(Information Disclosure
Statements). Multiple regression analysis method was used to identify any correlations among franchising size,
marketing competency, operational characteristics, and performance according to technique based upon 169 IDS
data as of 2013. In terms of franchisor size and performance, the number of company-operated stores had statis-
tically significant corelation with sales, net income, the total number of stores, and the number of franchisees.
With respect to marketing competency and performance, advertising expenses showed statistically significant
correlation with sales, the total number of stores, promotion expenses with sales, net income, and the total number
of stores. On the other hand, there was no statistically significant correlation with current year's net income.
At last, present study found significant correlations among business years, sales, current year's net income, and
the total number of stores by regarding operational characteristics and performance, but there was no significant
correlation between brands and performance. This study is cross-sectional study which is a limitation to be over-
come in further studies. In addition, it is required to review the possibility for franchise management style to
contribute to expanding the Korean traditional foods.

Key words: information disclosure statements, financial performance, marketing competency, operational
characteristics, size, food service, franchising
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<Fig. 1> The proposed model.
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<Table 1> General characteristics of the sample
Characteristics Frequence(n) Percent(%) Characteristics Frequence(n) Percent(%)
Less than 5 K -styl
ess than " 0.1 orean-style 88 51
years food
At least 5
years to less 84 49.7 Business
Business than 10 years category  Foreign-style ol 479
Years At least 5 food ’
years to less 31 184
than 15 years
15 Food 152 89.9
yedrs or 20 118 Food &
Longer
beverage Beverage 17 10.1
Corporation 161 95.3
Ovmership Sol On 107 63.3
ole e .
structure 8 4.7
proprietorship Number of
brands At Jeast tw 62 36.7
. Protected 139 82.2 cast two '
Protection of
business area  Non-protected 30 17.8
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{Table 2> Analyses of correlation among variables
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1 2 3 4 5 6 7 8 9
1. The number of
company-oper- 1
ated stores
2. The number of o
. 338 1
franchisees
3. Advertisi - ” o
\Y& 1smg €X: 519 579 1
penses
4. Promoti - ” ” ”
TOMOTON €= g1 394 376 |
penses
5. Number of
015 036 .006 016 1
brands
6. Business years 376 188" 188" 300" 360" 1
7. Sales 5917 4747 4747 451" 186" 5127 1
8. Current ' ” o o " o o
uirent Years - sso 283 283 554 036 256 415 1
net mcome
9. The total
number of 4627 933" 668" 459™ 035 254" 428" 3097 1
stores

p<.05 "p<.01
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{Table 3> Analysis of regression between franchisor size and sales

. . Standardized
Independent variables Unstandardized coefficients coefficients t p-value
B Standard error B
(Constant) .001 .062 .023 982
The number of franchisees 107 .066 107 1.618 .108
The number of 556 066 555 8.375 000"

company-operated stores

R'=359; Adj. R’=352; F=46.267; p<.000; D.W.=1.178

Hk

p<.01
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{Table 4> Analysis of regression between franchisor size and current year's net income
. 3
. Unstandardized coefficients S andarfilzed
Independent variables coefficients ¢ p-value
B Standard error B
(Constant) .001 .065 .589 987
The number of franchisees .041 .069 .041 .589 557
Th f -
¢ number o 538 069 537 7.777 000
company-operated stores
R=304; Adj. R"=296; F=36.095; p<.000; D.W.=1.966
<0l
<Table 5> Analysis of regression between franchisor size and the total number of stores
Standardized
. Unstandardized coefficients an aI, 12¢
Independent variables coefficients t p-value
B Standard error B
(Constant) .000 .025 .017 982
The number of franchisees 877 027 877 32.598 000"
Th ber of .
¢ fumber © 165 027 165 6.133 000

company-operated stores

R’=894; Adj. R’*=.893; F=697.734; p<.000; D.W.=1.562

Fxk

p<.01
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{Table 6> Analysis of regression between marketing competency and sales

ARl el 7|t A
(t=5.102), B7]Eo] oM &= £

Elod 2k
>

o] §i3l
Eid

e

zfo] A o] A -
oM Farn]
=) (1=7.508), &
331H)(1=9.720) 7} =&
Wt webd 7R 2-13) 238 AP E L, 22
BE ey M 2 A5ZE3, ZdxjolA]

Ao = e

. ) Standardized
Unstandardized coefficients

Independent variables coefficients t p-value
B Standard error B

(Constant) 8217 .000 1.000

Advertising expenses 355 .069 355 5.102 000"

Promotion expenses 318 069 318 4.572 000"

R=311; Adj. R*=303; F=37.521; p<.000; D.W.=1.158

Fokk

p<.01
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{Table 7> Analysis of regression between marketing competency and current year's net income

. . Standardized
Independent variables Unstandardized coefficients coefficients . povalue
B Standard error B
(Constant) —7.565 .064 .000 1.000
Advertising expenses .087 .069 .087 1.252 212
Promotion expenses 521 069 521 7.508 000"

R'=313; Adj. R*=305; F=37.838; p<.000; D.W.=1.935

FHok

p<.01

{Table 8> Analysis of regression between marketing competency and the total number of stores

. . Standardized
Unstandardized coefficients .
Independent variables coefficients t p-value
B Standard error B
(Constant) —3.594 .055 .000 1.000
Advertising expenses 577 .059 577 9.720 000"
Promotion expenses 243 059 243 4.087 000"

R=497; Adj. R*=491; F=82.086; p<.000; D.W.=1.798

Frk

p<.01
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{Table 9> Analysis of regression between operational characteristics and sales

2 AT = AlAkekaL 9lat, Zaat

. . Standardized
. Unstandardized coefficients .
Independent variables coefficients ¢ p-value
B Standard error B
(Constant) —9.935 .066 .000 1.000
Number of brands .002 .071 .002 .034 973
Business years 511 071 511 7.153 000"

R*=262; Adj. R*=253; F=29.488; p<.000; D.W.=1.140

Hk

p<.01
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{Table 10> Analysis of regression between operational characteristics and current year's net income

. . Standardized
. Unstandardized coefficients .
Independent variables coefficients t p-value
B Standard error B
(Constant) —9.391 .075 .000 1.000
Number of brands —.064 .080 —.064 —.796 427
Business years 279 .080 279 3.475 001"

R=069; Adj. R*=.058; F= 6.158; p<.003; D.W.=1.626

Hk

p<.01

{Table 11> Analysis of regression between operational characteristics and the total number of stores

. . Standardized
Unstandardized coefficients .
Independent variables coefficients t p-value
B Standard error B
(Constant) —4.065 .075 .000 1.000
Number of brands —.064 .080 —.064 —.801 424
Business years 277 080 277 3.453 0017

R*=068; Adj. R*=.057; F=6.074; p<.000; D.W.=1.675
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