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Abstract

Purpose — In franchise system, how to build the relationship between the franchisor and franchisee through influence
strategy is very important, because it affects on the long-term orientation like recontract intentions. Thus, this study
examines the effect of mandatory influence strategy on relationship satisfaction, relationship trust, and recontract
intentions in the context of food-service franchise industry. This study suggests the guidelines on how franchisor uses
their influence strategy on franchisee to maintain and increase the recontract intentions.

Research design, data, and methodology - This study examines the structural relationship between mandatory influence
strategy, relationship satisfaction, relationship trust, and recontract intentions from the franchisee's perspective. Mandatory
influence strategy divide into three sub-dimensions such as request, legalistic plea, threat. In order to test the purposes
of this study, research model and hypotheses were developed. Every constructs were measured by multiple items tested
and developed in the previous research. Also, the constructs utilized in this research are measured using 7-point scales
anchored by “1=strongly disagree” and 7=strongly agree“. The data were collected from 496 owner and owner manager
franchisees and were analyzed using SPSS 21.0 and Smart PLS 3.0. program. Analysis of frequency was conducted to
identify the demographics and general characteristics of the survey subjects. In order to measure the reliability and
validity of the measurement tools, confirmatory factor analysis and correlation analysis were conducted and structural
model analysis was conducted to verify the proposed research model.

Result — The results of this study are as follows. First, this research found that mandatory influence strategy is positively
related to relationship satisfaction and relationship trust, but not to recontract intention directly. Second, this research
also found that the full mediating role of relationship satisfaction and relationship trust between the mandatory influence
strategy and recontract intention.

Conclusions — The findings of this research indicate that franchisor should use properly mandatory influence strategy to
improve recontract intentions through relationship satisfaction and relationship trust.

Due to the nature of food-service franchise industry, which needs high relationship quality, franchisor must manage their
franchisee using influence strategy in order to improve satisfaction and trust. If franchisee perceives higher relationship
quality, they will show higher intention to recontract. At the end of this paper, limitations and future research directions
were suggested.
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Zot L8O H7l g dWAle| HHZ  2|0|3HCKCao,
2017; Lee, Kim, Bae, Kim, & Lee, 2016; Lin & Guan,
2015). X2 REZR0IN THY Zto] AuRAo| Cigt
HO| #OIX|D, 7|QS0| 4TS PHS= 0| ZF 7|
ol ZWES &0l o2t 214j0] HOPHo| M2t F
Heo| REFR A 2 AOIM HHHOl HHHoR o
Tl QICHChen, Lin, & Yen, 2014).

mAR|ZE YHoRE SUMOK|E FHHoRE A
SO|EXOQI A|AEIQ BEOF OfL|2}, ZIHX}O|X(franchisor)2}
IHXO|X|(franchisee) 7t 71Tt AR HAE U= A2H
A|AHEIO|7| & SICK(Tikoo, 2005). Z2HX}O|= JtMEEHQL Tt
WY 7to| P BANOR WM Sulof| glom, AB7t
of BEN LSS A2AF|Y| shME B B S
S 4 Qs BEX BT} BLTo|C) M2ty =2
Xjo|x JjESE of2f JpX| FHHEAS AZsi] U
o] HHES ANNOE XS0 HAYOES =0l
S FIFHoE FI7|HQl A FXlof ME ZE HutE
HESOF SIC. EDF THWALO|= AL HMH 7Ho| FU|H
2l MAE RG] YshM= 2AHTSI AL 242
HAEZHO| MAAQ=E =0|= FRTE L2 7o &
SEks 8ol 7HUEO| X|2ste A RS MEIE =0
= 20| &Q3iCtn & = QJUCKHChun, Goo, & Yin, 2012;
Hausman, 2001; Lai, 2007). [}2tA Z2HX}O|= 2EHQ} 7}
WHE 2t 2OHQL QAILELL HIAIX| HHE 25 AF8dt=
GrEto| Hhale ZE5S AMAI7| ZA DS BAME
£ =0l 92 FdZ £+ U sijoF TCHHausman,
2001; Lai, 2007).

oHH, 20163 ZXIO|= At FHA CHH| FABEX|(E
M) =71 8.9% FII5H 5,27371(2015H 4,8447Y), 7=
B 2= 92% 716t 4,2687[(2015F 3,9107), 7tUH™ ==
= 52% Z7tet 218,99771(2014H 208,1047Y), 7tWH A
EH D= 39 8250t 2(2015 7|F)e2 BE X|&Fo
2 MESE FM|O|CHFair Trade Commission, 2017). EESH
AAEX|(EHE) = QAIRI0| 76.2%(4,01771), E=AOH
0| 5.9%(31271), MH|ARO| 17.9%(9947])2 QA B2
IYHEX| HFO0| X5 2 AS Y F AUACH HHH, 2016
H Y I|E VYRR B JHUANY 7|7t2 4d 8I4EO|
o, =010 64 7HE=2 71 21, QA0 44 37K
2 I T2 Z{oZ  LIEFGCHFair Trade Commission,
2017). O|HX QAU ZAUXIO|= MAHUM 7HE B2 H
= XRS5t et O X[£7)|7+2 CHE Arof s FHE
Ot QA ZmXIO|x EAz ZHYF Al H2[et 2
@ goro] M(FE)7H Has| East AIFoet & = ULk

MM & oM ZXI0|= QA HH|Q| HBHEO|
HALEZQ HARES S50 AL =0| ot kS
OIX[=7tE &Qlstd 338z QA ZA0|= JHY=F
O ZHYHE z2[of Ciph ZutEQl 2| Woks MAISHALXL
oIt

21. ZH™ gEFF 2 (Mandatory influence strategy)

e iy 7|YS0| HEE EFSIEE ot 2l
HH 7|Y0| AEdte HRFRLIAOMS fLte2 FHolEICt
(Frazier & Summers, 1984). AZEZA 0N ZERMHY 7t
o|f] e HRLAOME Ao EHeFol Ml Q740|H,
Atz o|2fat 7|Zto] X|&ZEof A7t ZHEH O L2 A
SL|AHO0|ME 71X 2CHKKiessling, Harvey, & Garrison,
2004). FSE20|M FeHE2 SS YA st XHA0f
ggte Ol RMZLARIO| ofsf ALREE HEL|H oMo
e +x2 LZNEICKChu, Chang, & Huang, 2012).

XIS7K| ®e AFAS0l Qs AMEE 7HE 217] U=
garerol ERAMA s ZME I HIZHE e
s JLESI= AO|ACHGeyskens, Steenkamp, & Kumar,
1999). ZH|E JYHE2 FSZE0|M XM7Yl
A7 BRIl THEHS| E£+80] el £-Xl 4
WS XS 4 QT WS YToIBAM DIELT 53 o
52 4UE2 NFYOR YUS Jte UGS o[t
HIZHE QeHe EE WAL EE7|Q0| Yol
A@l olfet olol2 I3t ¥ 5
olof XXS VEBIN HYHOZ YAS JtoiA| YE ¥
Harg ojn|sict.

Cio| GIRXISS FBVAS A, A%, ¥X 29,
T, Fd de2(n g2 ugo| oM JHX| gydsez 25
Sl QICL Shamdasani, Tat Keh, and Ter-Sin Chan(2001)
£ 13 9y, N 49, 278 NN MY, o
e W, FHS HZNE MYOR TR Frazier
and Summers(1984)= ZITHH(HN 48, o=, 7, 9g)
I ZEN(EE D, FH)OE JWAS ERAD,
Mohr and Nevin(1990)2 UM (HE wehit E-EXN(FH,
WH 49, o, 27, JE)OR TESYCL
FH, Venkatesh, Kohli, and Zaltman(1995)= Ya™ars
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2H3 Sjgon), Ol CHA7|S0| 9F M2

2t Ehed| HiotozBt MZBtR| 87| mj2

SSIICE BHE, Lee et al(2016)2 M2 A

N ggmeAI NN Y 0| £ X2 TEom
o

FH, o o5 N YyHoEZ, 9, Uy
A9, Slpe NN FYHeo2 IR
ZRARO|x JIUHS EXASH| Se) TaR0|= T
I 7l 22 AO[O)M HSEES St JBEH HAUS
FH, M2 DE, o 97, oY d2in BH Ads

o

zotol Ciefoh Hoz FHFLAHO|M BHCKTikoo, 2002).
Tikoo(2002)0f 2I5tH, 1= ZMALO|= ZALZE OfHSE
= Mo et g SI0| ZHYHEA ASSEE 270l=
NS o, HHY AR2 ZAIO|= AL ZAMXO[= 7}
YHAA SAH Ao 2l5to] A LiES =t=E o
= A, 2|1 92 ZAO0|= Y2 L7 FHEFHOA =
Fo| #HS WEX pHe™ 2P MME i Ao2=
td2 2eiFs AS e Chu et al(2012)0f [H2MH,
g2 =PRIt SSYRA BEAHS d5S HES=
AE Hifg ZR0 = H=L2 7|98 @S 0|2t
HAlols HEOIH, 8H 22 MY S=eAE

>

o

Slot 20|, ofz APRSO| Ofs YHL CiYp
S2ED s AHOID £ ARUME UM oiFe Mo
TE2 HIYOR YUHAZ MY FFHYY Y40

7 (request), HE A Ll(legalistic plea), 2|gi(threat)2 2 T
w00 A5 AR} BhLY.

2.2. A 2t=(Relationship satisfaction)

TAE2 FSE20A o Z2EA LM CHIE +
Melmtol BAof Chst MErsol QMo Ho|EICHGaski &
Nevin, 1985). ZEZA 0| D=t 2 FEAES TEY
HME B7L 42 FHRAS0|A Eigt= AE52 & Jtsd
O] 7| WZo| =2 04 =23CHBenton & Maloni,
2005). RSEE0N UATFZ2 QAHATEO s & #
B ofL|2t MRS 7te| OrE W ZSES HAA7|n Z=
SES SOHAIZICE ESE A DHEE2 ZEiXio|= JHYHO|
252oto| Aok Mt =0 7HX|= Z|CHX|e| Xtolof 2lsf &
MEeCtn g 4= QlCHAltinay, Brookes, Madanoglu, & Aktas,
2014; Grace & Weaven, 2011). 2 AJ10M= ZAHUHES
DAO|R EHO| WYZHE JIUHO| Lyl HEEOI
otEo 2 MO|sISiLt.

2.3. 2HA A 2|(Relationship trust)

BEHAOIM MEl= Aol Hel TFAMRe SEA
HOtE flo WS Ao|H, £ MutE Eefst= 07|
A 42 ASS AP Aol2ts Y-St =H40|CHAnderson
& Narus, 1990; Hausman & Johnston, 2010). M2Z|= ACH
o| D[2fHS0| AtMOAH =olXo|d, wehHA oA 2JFE

Cfet Zi0|2ks 230|0 Hef oCHEo| HHIAE St

L35t Zo|2t= 7|CHo|CHMorgan & Hunt,
1994). @ TOIM A2 Ketof CHst MACITO
mEd MEl= =0l i3t QX2 B3 = Ao,
ME| =F2 T FEIt HortE QIR LIEHACE
(Schoorman, Mayer, & Davis, 2007). Mayer, Davis, and
Schoorman(1995)= Al2|0f| Ztst HEkst JjES K| A|SHDA}
St MElol Xt =X Ato|e] EAE 1 EUS
i F=H7F 2olE HEM dSY Aol2t= ANl LZut
7|0 E HtEStn, AKe| WE LD FH L dioE SEH
g2 OE £ Aes H42oEH JjEe R LMEIE HdYstn
QUCL Mt & ATFoM= HALEE =Kol 712
2ot 7HWE ZF AN THYFEO| M2 o|EHe| EFEOIM
MBI AR JtMEETE mekaby o|fE Chgt Zolz2tn
U= M2} otch

2.4. T} A 2ol = (Recontract intention)

AL | e 7tWE 2t JHET AtO|Q| IFA YFO|AM
2ot dutol Cigt SRR E HIECE D[2jo= X|5EQl
HEE FXIg AQIX|, OfL|H ZAHE DEX|S ZARIX[0] Cf
ot Wz O|X|O|Ck(Patterson & Smith, 2003). EESH
Patterson and Smith(2003)= XA U= E T SiX|o| umt
EQF CHA| HEfstn o2 Di2fdE Q=2A IHAY AIH
O A S} H2AZE R U= 7IY2 A AT 52
SICED EHESIY HEfEAE H7|HeE |X[SHAX S
o2t SIUC MAH o == ZATHE, AL Sut 2
2 THEQ A SO Qs ZAFE 2ot ofL|zt 7HUE
XtHel OHE, 7R REoto| XUE St Z2 o] 2|sh
ME O|F0{RICt matM THAfe|E= 7IYWH ASto| Btz
T= AFOIAM TXHe| JHUEESL SYot RUCE JIUH
2gg AIX|, OtL|H JHWH Aof xaE $£HSI0 A
2 ¢ AAXE ZEst= 1Yl ojgf SO CHst 9
=

0{7{XICHLee, Lee, & Hong, 2013).

H1 19 mjo

3. AaA
3.1. g9y

IZXO|= JtY=5et 7YY Zhel A oM =50 o
oF ZtYEe BHEL MR HE2R of XEHe A RA|
A A= tYEL o SH= =28 YRR dut
Y20 =80 E A2z HEHECL M2t = 4= =
WAO|= 7MY =Ro| ZHY S| 7M=L 7YY
7ol A RED AAMRIE S7HA7| XA e =0 S
M 2utE 0fE Z{0|2tks A Stof <Figure 1>2] AR
= 28U
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<Figure 1> Research model
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Chiou, Hsieh, and Yang(2004)2 Z=zHX}0|= 7} EEHO|
ZARUAOIM, MH|A X[R, d2[n ZYLe7t ZHKo|=
7IYHO| ZHAO|= A|ARES JFA[StHe= 2E0 O/X&=
Fol| ot AFOIM FHFLIAOIMO| ROl HBEHE2
S0l sl X|25te ZHEe| 42| MUY DHERo| /2
st FEA O|XICta  SHYCt  Frazier and
Summers(1986)= 27 M2 JFHT|0| 7| AolA
Y FF Es HESN MEs Z0E oA EAL EY
LHX| @5, CH& 7|0l o8 HWsHX|7|E Aot WsS Tia
7|Hof|A 2FHA LSt AO[2t St T, HATSH &
Ofgt FekE D|RICH SHRUCE

Lai(2007)2 CHDF AtEAL A|FO|AM FZF20| 2
IF dutof] OjXls geko| 2ot AAF0|M Zo e
(2, g8 222 ZFAE-ARE = [Tt £(-)2
S 0|X|= 4S8 SYHSIYUD, Lee et al.(2016)9] AH0f
£ 27, 8§38 Af, fdu 242 Z2N WHes ARES
& dgdEfo| BHEO| |olgt H(+)e gE2 Dixitte
LIEMSeD, Ol Z2H SHH0E 275t ZHH
Ff BES Zhol A|IZE 2% RFHO|X|EHE YUES
PR FH(H2 #AE 22l ANYH oX Zate
k.

Geyskens et al.(1999)= OIAHE F2 AOM THZ0|
Cfet DIERRAS So10f flEol MErS Algsi: A2 FR
Z2 PHAS0 FNHHZNY USRS Z2AYS 39
sgom, ol 150| YN B2 AFESHs TMELISI o
HEl= AS AHE|7] 0|2t SiSich & "€ 789

oSk
[SRSH=]
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30 ¥R 02 mY ON > 0@ I I
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Mo rot ook
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orl ki
(i

%

=& 8OIoH o=t HlzapHolata g 4 UCk
kA = 7oA = tteel a77tds 238sttt

<H1-1> ZXLO|= 2AC| @7 A =0 {olet H
(Hel E=2 OiE Aolok

<H1-2> ZXI0|= ZALQ| BA AR ZAHTHE0| |2
o F(+)el &S 01E Ao|Lk.

<H1-3> DU ZAR| SIS BATSZO| Qo3 &
()ol @22 0 Zolct

A et St s FEsh| A5t =0
9| ob Aol Cist MEstez=N YA gHS XME

= 2 ?d, g Af agln
29| b= Ex= MBS S HHECHLee et al,
2016). U2 CHa7|ol |ET|Qe| Higts HHE O[HSt
X g= 42 AM7|Yol o8 FatEl MHo| Chst of&o
E Holz|H, ol 7| 7t #&2| Jtsd W= 7t 2
giHo 2 ZtFEICHFrazier & Summers, 1984).

Clemens and Douglas(2006)2 ZA sk M2k 1
Z0| g2 0|XICHs g A0 LHSIRCH, of 22
Zot7t LA E O|FEEs ZYH 2o 2HESE LHXYE
A HEL HH Mg O £+ U0 I FHLSHn
Aot AME Hol"Y = A2l ZAUXI0|= 2ZARS| Xz2| &
Hoj| Ciet S2tddE Zastd = 7| ME0[2td FESt

N

|
0

O'-I|:|-
AN

Heth Heb 20| FLHE2 HrLA o[ o ARO|
O, ZAKO|= A[AFOMO] E2 HRUAOM 2A= Al

A" LIROA ZUA0|= THYFo| JtY R oSt FY
EE dYATIE HRQ BHES STHIZE 5 ACLKChiou,
Hsieh, & Yang, 2004). £, HRFLAHOH2 ZAI0|= Al

<H2-1> ZRUKO|X EAfo] QP BAMEO| QB Y
ol @S o|A ZHolck
<H2-2> TUKO|X EAf| BN AU BAMEI go

ot 8(+)2 L= 0/E Ao\

& oco=2
<H2-:3> DAUKO|x EAfe| e BAMZI [zt £
()2l g ol zolck

T
Tor

3.2.3 BA TR BAMZ] J2|10 AL = 7| A

A0 CHPH ZHXjO|= JHUFO| HAIRHE, A |ME|Qf
22 HAe H2 JHYEEee| MAE X|&dtHe A
o|z0| |olst FgE OjXICtn & 4= QUCt Chiou et al.
(2004) =Z@ixto|x ZHMFol JIMEEO| CiS AME2l= 7t
WHO| 7|E ZXIO|= A|AHIO Hof JUEFE St= A
o|=0f H(+)el ¥ O|XICt SIACE MEZl= FE 7H0|
LE AR 7ol &0l &S OiX= 71 23t #H0|H
(Kiessling et al., 2004), 7}MEO| X|Zst= AMZ = =
HXo|= AARES |X[SIOXL St= O WSz 37
Hol dks O|XICHDoney & Cannon, 1997).

m2td 2 70N CHEel AT7Hd S Aottt

<H3> ZZHALO|= ZALOf CHSH A RUF2 2ALZf F2
o (+)el = 0jE AolE
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<H4> ZURO|= ZALOf CHEh BATE2 A f =0 7

o d(+)el ¢S njE AOoICt

<H5> ZEMXIO|= ZALO| CHol BAMEI= YA S| =0
ot F(+)2 Fet= O/ Aot

1o |H

40

33 #io| Fo| U 37

RE 552 78 2AHE HEME = Ho 2A @
CrofA 78 = e DAL= F8EACE

33.1. ZHX YsEriar

=

o

ZHA deEEe o7, g 4d, flgel 37HK| o9
Aoz MAEIJACE Q7= ZAO|Z AL 7HEFHO|
A BEHol ML 20 st 2lg0] §lo] #SSHIIE
QFSte A, €A A2 2AF JtYHEHO| HA A2 2
oM =82 shof ot F=ESh= A, fI"2 2APF 7t
WHOA =35t 2 o 2-HQ M7t MECHE A
LEF= A= oIt 2 AFUM ZYH F&H
F2 Boyle, Dwyer, Robicheaux, and Simpson(1992)°| M
TE HELZ 2 A7 480 S =8&[0 a7= 4
b, BA AR el 4 57 =M F 14719
o=z ZHPE|ALCE

JU nijo

0% = o2
oot 1270

Ao

3.3.2. A TE

LA RS2 ZHXIO|ZA|ARIOIN JHYHEO| i 25
o| Q0| CHSH MEFAQl DIEO 2 MO|%|0, Gassenheimer,
Baucus, and Baucus(1996), Oliver(1980), 12|11 Lee, Lese,
and Yoo(2000)0] MHGITE HiEoR & olnatsiol 2
+ME0f 67 BROo2 EHEUCE

3.3.3. A AZ

AR HefChEl 2ALE JtU™o| 3™ Mg
o8| d=E Z{olgk= YU2o=z Ho|m|nf, Doney and
Cannon(1997)2| MUAHTLE HIECE & Qitgo] A
+YE[0] 5 gEez HHEEUACL

= g7s dvtds 43| fl6t MEX[9a 87
=Of XS oA ZMXO|= JtUHO| tYHFet HYS
fhefez AEZAE HAIEIRACE @EX|= & 50025 Hi
Zot0] O] & =JHotttl HEE 475 Mol & 496%
7t 240 o|8EULt. +FE AtEE SPSS 21.01t
SmartPLS 3.0 SAIZ|X| =215 O|&310] 40|
AT AT ARG QI EA H 2EY Sd2 mefst
7| ?l8l Bl=EM0| HAERel, SFEF 2| A2|gut Ef
S FYS| sl oy eoEy S g =4,
Jd2[n Metel ARy IS ? PREEEM0| Al
| QLY.

o

Ch. 9], M¥e ZXK60.1%)7} OJXKH33.9%)2
2 LIEPGD, MBS 40-49M|(31.1%)7F FHR 2
I, O C22Z 30-394|(30.2%), 294 0|5H28.6%), 50A|
0[4(8.9%) w22 LIEtRCE WssFe gt Y
(39.1%)0| 7F BO| L}E}GtD, O CHEoZ2 n&su &Y
(31.3%), W= ZER(27.0%), Chet O[e(2.0%) =22 Lt
EPRtCh ORX|2tez, SR = 8Y 0[(32.2%)0| 7+
orotm, 1 CH2OoE 4-5%(24.2%), 6-7H(20.4%), 3 0|5}
(19.8%) =92 LIEFtCE

= G0 o8& 49682 SEHAY| Cieh 2HY 54
t = t
7.

32 firlo

<Table 1> Demographic Profiles

Frequency
Category (n=496) %
Male 298 60.1
Gender
Female 198 39.9
Under 30 years old 142 28.6
30-39 years old 150 30.2
Age 40-49 years old 154 311
Over50 years old 44 8.9
No responses 6 1.2
Less than high 155 313
school
Some college 134 27.0
Education | Collegeluniversity 194 39.1
graduate
Graduate school or 10 20
more
No responses 3 0.6
<3 95 19.8
4-5 120 242
Numbers of 6-7 101 204
employee
>8 163 32.2
No responses 17 34
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4.2.

i}

=9 BHEd % Hzd F

ol

Cigt=oz gE 2f g7Ee|el THAXRIEO0| SmartPls
3.08 0|23l 2AML|QACHHair, Sarstedt, Ringle, & Mena,
2012; Hair, Hult, Ringle, & Sarstedt, 2016). Ctgt=2o2 1
dE 2 AFER|el THUKIRIEO| SmartPls 3.0 0[&310
B ME|QICHHair, Sarstedt, Ringle, & Mena, 2012; Hair,
Hult, Ringle, & Sarstedt, 2016).

WX, Mzld £42Cronbach's alt ALY 42k

<Table 2> Measurement model

(composite reliability: CR)E 0|83}0] 2AML|QICt. <Table
2>0|Met 20|, ZYUH | SRR !4, ©H
A2, &0f| CHst Cronbach’s a= .902, .924, .927, CR 7}
© 932, 942, 944 12|10 TADEE, DA AZ|, KA AT
HACER(0| CHSF Cronbach’s o= .935, .922, .920, CR %t
2 949, 941, 95002 P o=Z QIL[0K|= 7|EQ
J08 = ALE LIENCL CIERE, EfFde +=HEY
dar el o2 FEL0] AEERUACH

Constructs and ltems I;a:ici:tr?g;s o rho-A CR AVE
Request .902 .920 932 773
1. Asks for our compliance to their requests, not indicating any positive or negative outcome for our 800
business contingent upon our compliance.
2. Asks us to accept new ideas without an explanation of what effect it will have on our business. 917
3. Asks our cooperation in implementing new programs without mentioning rewards for complying, or 899
punishments for refusing.
4. Asks our cooperation in implementing new programs without mentioning rewards for complying, or 897
punishments for refusing.
Legalistic plea .924 .943 .942 .766
1. Refers to portions of our franchise agreement which favor their position to gain our compliance on a 858
particular demand.
2. Makes a point to refer to any legal agreements we have when attempting to influence our actions. .873
3. "Reminds us" of any of our obligations stipulated in our sales agreement. .879
4. Uses sections of our sales agreement as a "tool” to get us to agree to their demands. .892
5. Makes biased interpretations of our selling agreement in order to gain our cooperation in following a 873
request.
Threats 927 .960 .944 770
1. Makes it clear that failing to comply with their requests will result in penalties against our business. 815
2. Threatens poorer service to our business should we fail to agree to their requests. .873
3. Uses threats of disturbing our business, such as higher prices for supplies and slow delivery times. .900
4. Communicates their ability to make "things difficult" for our business if specific demands are not 903
met.
5. States that specific services will be discontinued for not complying to requests. .893
Relationship satisfaction .935 .937 .949 .756
1. Overall, we are very satisfied with deal of my franchisor. .869
2. Overall, my franchisor is cooperative with franchisees. .879
3. Overall, my franchisor has been met with regard to our expectations. .898
4. We are satisfied with our decision to contract this franchisor. .874
5. Our feelings toward this franchisor’s service can best be described as very satisfied. .846
6. We are satisfied with this franchisor’s service. .850
Relationship trust .922 .925 941 .763
1. This supplier keeps promises it makes to our firm. .884
2. This franchisor is always honest and trustworthy with us. .900
3. This franchisor is sincere. .858
4. This franchisor is open and favorable to franchisee’s opinions or suggestions. 877
5. We have a confidence with a franchisor. .847
Recontract intentions .920 .925 .950 .862
1. | am planning to renew the contract once the contract expires. .945
2. | will not switch to another franchisor even if they offer better terms. .903
3.1 MII contract the current franchisor first, compared to other franchisors, even though the contract 938
expires.
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<Table 2>0| X2} Z0|, 2t Qlo A= 2 IXIY 7o
.70 O|X0|H, AVE(average variance extracted) 70| .50 O
do= LB} 2t AFLRE9| =HEIEE0| YUSEIRACK
oHH, THHEIEE2 AVE ¢f2| Hl&(square root)0| &gkt
A Az orECH 30 HEEIFE0| e AeE MR
Fornell-Larcker 7|&& AIHE Z1}f, <Table 3>0{|AMet Z0|,
AVE Zfo| M&2 af0| &etatA Al gf=ECH 33, ¥ 0f
£ AFCRIE Zto| MEEtA A= gfel RS540 AVE 7k
HOt &2 Aoz LIEL 2 A7 O|8E 2 ¢TLte
= 7to| THHEIE]o| R | T2|n oA A5 g
o o|FY-tHEH EdHE2 UElHE HTMT(heterotrait-
monotrait) gfS AHE Zu}f, <Table 4>0{| A2} 20|, .044 -
.844(p<.0NZ L}EIL} THHAEIEHEO| ASE|ACHHenseler,
Ringle, & Sarstedt, 2015)

<Table 3> Fornell-Larcker Criterion, Mean, and Standard Deviation
(SD)

1 2 3 4 5 6

1. Legalistic plea 875

2. Recontraction

. ) .049 .929
intentions

3. Relationship 371 | 425 | 870
satisfaction

4. Relationship

379 .448 787 .873
trust

5. Request Al .021 .322 .337 .879

6. Threats .710 -015 126 112 .630 877
Mean 3.733 | 4463 | 4230 | 4173 | 3.767 | 3.190
SD 1262 | 1199 | 1.023 | 1.053 | 1.294 | 1.239

**p<0.01, - Bold numbers indicate the square root of AVE.

<Table 5> Structural estimates (PLS)

<Table 4> Heterotrait-Monotrait Ratio (HTMT)

1 2 3 4 5 6
1. Legalistic plea 1
2 pemiden | om0 |
3. Relationship 388 456 1

satisfaction

4. Relationship

.397 482 .844 1
trust

5. Request 779 .044 .342 .362 1

6. Threats 771 .053 130 110 .678 1

43. ApgEo| Tt

2 AR0NE ARRHS W] 250 SmartPls 3.0
0| O|2L|ACKChin, 1998). PLS(partial least squares)= LY
Mpigo| M AOjsl 5 AP HOjst £ 21X
QX EHAE LTt AT HRH(Vinzi,
Trinchera, & Amato, 2010)2 2, MHN =M E "It
E32 CI21f 28 20| AFRE|QUCHHair, Ringle, &
Sarstedt, 2013; Tenenhaus, Vinzi, Chatelin, & Lauro,
2005). MW, CtsaitdE RIEHSH| 5t 2AHEE R0
(variance inflation factor: VIF)O| 5= Ct ZtOjOfF st=0|, &
Ao M= 1.242-2.8922 LIEILL OHESME X7 Sl
A= LIEHRLCE

ks
Hereh 24

Paths Estimate t-value p f Results
H1-1 Request — Relationship satisfaction .200 2.659 .008 .023 Supported
H1-2 Legalistic plea — Relationship satisfaction 463 5.319 .000 101 Supported
H1-3 Threats — Relationship satisfaction -.329 4.698 .000 .062 Supported
H2-1 Request — Relationship trust .087 2.112 .035 .010 Supported
H2-2 Legalistic plea — Relationship trust 147 3.021 .003 .021 Supported
H2-3 Threats — Relationship trust -.138 2.660 .008 .023 Supported
H3 Relationship satisfaction — Relationship trust 721 27.210 .000 1.155 Supported
H4 Relationship satisfaction — Recontraction intentions 1192 2.786 .005 .018 Supported
H5 Relationship trust — Recontraction intentions 297 4.002 .000 .043 Supported

R Q?

Relationship satisfaction 195 137

Relationship trust .637 453

Recontraction intentions 215 A72
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44, AFTMMo| A

44.1. A47HES| HE

ZYN FETERl @7, HAE A, 0| A LSF,
Adlz], D2|0 AL E DX F2E HAE 24
1= <Table 5>} ZtCt.

H1-1-H1-32 ZYA JgHero| A THE| ojX|s IE
g 237 9Bt o2, Q7(B=.200, t-value=2.659,
p<.01), =X ALQ|(B=.463, t-value=5.319, p<.01), (=
-329, t-value=4.698, p<.01)0| A DEZ0| OjX|= FE2
el feolst gaks OXle AR LIELL, H1-1-H1-32
D5 XHERE|RACE H2-1-H2-32 ZE FEHEro| A ME|
of OXl= Fgs M7 st AR, 27(B=087,
t-value=2.112, p<.05), EHZE ALQI(B=.147, t-value=3.021,
p<.01), 9|H(p=-138, t-value=2.660, p<.01)0| ZHAIZ|0
OXle= @2 FHe |foltt &2 0X|l= A2z LIE
L}, H2-1-H2-32 D= XHEHE|QiCt.

H3-H42 ZHA THEO| A AME(t YA o= 0f| OjX|l= &
g2 2M5Y| T Aoz, EATHE0| EALME|(R=.721,
t-value=27.210, p<.01)Q} X{7A2to|=(B=.192, t-value=2.786,
p<.0N)0| & Foot H(+)2l F&E DXz A= LtE
L}, H31F H4= 2= X|X| &L},

OIX|Ze &, H5= EAME7} A0 OjX|l= g
2 2M5t7| st A=, BAMEZ|TE THA e =(B=.297,
t-value=4.002, p<.01)0] F(+)2| Folgt 2 0Kz AL
2 LtEfLE, H5E& X|X|E|UCt

rot rit

<Table 6> Specific indirect effects

4.42. ZIAT|(f2)EAM

2t37|(effect size, [)2M2 SHHFSO et =8
H4o| MM S UE AYHSI=0H|(Chin, 1998), .02(2), .15
(B), .35(th)2| M 7|22 ZEEZICHCohen, 1988). <Table
5>0|M == Hieb 20|, =gl 2514(023), €A ¥
(.101), 2I&(.062)0] ALZ0 O|X|= Bits ASHALE &
2 FEof A7|2 LiERET Jd2(1 24.010), ©Y 2¥
(.021), 9Ie(.023)0] A LZ[0f OfX|= 2IHE OfR SFSHA
LIEFSEL OfX|9fez 2HATHE(.018)0t 2HA|112((.043) 7t XY
Aefolz=0of OiX[E Bak= Aol QAL oFSHA| LIEFSt2LE
EHAZF(1.155)0] EAMZ(Of OX|= Zat= otF Zgh A
= & =+ ULk

HEAEZ|E(Bootstrapping)2 0|23t Oj7jds E2AM0|
AAE|QUCE 24 ZAnf, ZYA M TYA Ao 7t
AN 27, BAE AQ, 0| ALz OjX|=
Tl g2 SANCE |FOISHX| Y2 Ao=E LIEIRCL
J2{Lt <Table 6>1f 20| A FakMak, A TS, ZHA
A2, a2l MAL|E Zte| AN 27, HWAE A,
™2 WAL 2o SAECE Folst ZHEAQl IS
OXl= ASE LIEFGCE m2fA 2HEA TSI 2AMEIZ 2
T OBE A, Y, d2l JHAelE 7Hel EHAO|A Oj

g ohe %e o 4 Uch

Paths of mediating role Ig;';;t t-value p-value
Legalistic plea — Relationship satisfaction — Recontraction intentions .089 2.505 .012
Request — Relationship satisfaction — Recontraction intentions .038 1.940 .052
Threats — Relationship satisfaction — Recontraction intentions -.063 2.507 .012
Legalistic plea — Relationship trust — Recontraction intentions .044 2.303 .021
Legalistic plea — Relationship satisfaction — Relationship trust — Recontraction intentions .099 3.103 .002
Request — Relationship satisfaction — Relationship trust — Recontraction intentions .043 2.139 .032
Threats — Relationship satisfaction — Relationship trust — Recontraction intentions -.071 3.041 .002
Request — Relationship trust — Recontraction intentions .026 1.992 .046
Threats — Relationship trust — Recontraction intentions -.041 2.165 .030
Legalistic plea — Relationship satisfaction — Relationship trust 334 5.304 .000
Request — Relationship satisfaction — Relationship trust 145 2.639 .008
Threats — Relationship satisfaction — Relationship trust -.237 4.627 .000

**p<.01, *p<.05.
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5.1. GOl RO I AIAFY

2 ginle DO EAO| PN YH0| U
il
u]

of ABIEI 2ANZ, J2|n KAl 0| OB Y
2 OiXlE 712 UBNo= AL Wtk B2 2
IS HiEoz TAXO|X EAfSl AYMT U N B
BaE 93 =] YOI YN B Cfet Fad

I
AAFEE MSStRAL Shct.

KM, = = T/N= odg™= SL= S =
N 22l0] JjUEO| ABST AR KOst F(+))

s 0K, P2 7ol £()2 LS 0K A=z
LIEFSCL O2fgh 2= RSEZR0A 24 ZEXo[= 2
Atet 2o BHEY|e| o7t 4 E9 ZHE JYTEHO|
23[23f 7tYHO| X[Zst= A ED M2l0 37852 I
g2 O|Xch=s A7Znet FASICHLee et al, 2016). O]
IXIO|=A|ARC| gt 2ot ME[A +7 & 2
XE flohMe= 71EESSl AL 718 AL"0| 25k =
o 2o tixfsts BN Moot 29 THo| HiEgAe 2
- St Z2 ZYH #2| g50| BRI WS AlARY
F ULk Lt ZYHOl HHM| ZKIO|=AIAE 7| =0

rEdorir

SR G A0 oSt flEat 22 doh 4N g
g dAts TED A2lo) 28X TS 0N JHyEe)
dSs FEY = Az NI 2| Z50| Hadird
g 4 QUACE O[3 AIMER 22 S”OIME B2 M E
YAILE HISE AH7ESO ArF Yo Bl 2Tt +E2| 5
oldit 2K HE EY Bs & Us ZUAO[= 7ty A
2ol S EO|A =l= SR8 Q0l0[2tn: EEHEIC
=

=M, ZUAO|= ZALS| ZHY FEEH2 HYH=RE=
Akl =0f Folgt &S OX|X[= REX|Z, 2A TS
BAMZRIE S At =0 RSt F(+)el &S OX|
= A2=2 LERL olz{st Zits RSB20M Y=
Of 2r=1t AM2IE S8 S7IXgdo s njtitts dd
G ZMRtE FAISICHYu & Han, 2009). O|= 2|A| WX}
O|= AAHRIOME 2Ate] ZHE YSTE0| A el =0
HEHoz Fos OXK|= X[ o= F=of ZHH &
o HAE -0l XS A TSI BAMURIE &
HAFA MAGRI=E =0l= AS € =+ ULk 53|, 7/IYH
O] =ARtSl BAOM X|Ztsts RHEp M2[E TA S =
of AEHez Fts OX|7|= StA2 TES S M=zt
A7t 8T HEH 52 MAAAZE 2o F7[HQl 2
Adds & & US AOICh M2t ZAMXI0|= THY=RE

MES 2YH YTAS o) JIWH| UZoD M2IS

O

2 = e BAFTEE =0 ZUXNOIZAAES AL 7
g = A= F718 BOSCHH A =7t Saxlof T

2 Q1R HAKOIZAIAHOIN LR YHH)
o= WASHE, EAAlZ, J2|n AZoelzol Bt ST

g2 MAIBEL, OlF d3Hez 2Mo0] 2% AMES

HMAIBHICE. D80 E S+t ohEat 22 A7l SHAIFO|
QICt olof et g A MNE MAISHH, Chaah 2Lt

BN, 2 ARE NIt Z7|=0 SIXE 94 maol
= JIWHTIZ Moz IASIYCH: FOIN @RS st
3t Al7IS Ho 377} QIC Wby g ARojME HE
Moz DUKO|ZAIAHS 2D Qs S, AN, A
& o 52 Moz AR Wat Yot

SN, 2 7L C}2 MWAITel DRZIXIE FEiBiX
G} FISE|Of B4 Zho| QIMBZB FIAE/Sict S9
A ZARO|RE WE =z EMETL B ED Yo
Mool wets makio|x EAfet Ul B Be
TS OIZICL WEN T AROINE THXO|X BA
2| wi47to| QITREA®EL OfLlat ZAKIO|E FUA} 7|
Zlof 2 A oz o 4 Qls BTNl iRt Al
#|0fof 2t Zo|ck

DRz, & Gifs ZUXO|X JBEeet
of gEMent BAA0| et S AALS RIS
Ch J2iLh 2Rl BASEO) Ye Olxls Chy
T ZEEl wATt IS & Uk Wbl ¥ ST0ME
ZRAOIR HYS EHOP B 4 s TR0|xO| AIY
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