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Abstract

Purpose: This study identifies the relative importance of the sub - factors of initial services and continuous services using AHP (Analytic
Hierarchy Process) method, and calculates the competitive index for the detailed factors. The purpose of this paper is to propose the establishment
of long - term and short - term management strategy for expansion of business of food service franchise, franchisors, long - term and win - win
relationship with franchisees, and rationalization of operating system. Research design, data, and methodology: The population for the survey is
92 franchisees in 46 foreign brands and 46 domestic brands in the Seoul metropolitan area (Seoul / Gyeonggi / Incheon). The survey was
conducted from July 1 to August 31, 2018 through the survey agency with a telephone interview and a surveyor's direct visit. A total of 100
questionnaires were collected, but a total of 92 parts were used for analysis except 8 parts that were considered to contain false information. Using
the AHP method, relative importance and competitiveness index were calculated for the details of initial services and continuous services.
Results: The results shows continuous services were significantly higher for both foreign brand franchises, domestic brand franchises, and overall
than initial services, This suggests that the continuous services of the affiliated franchisors has a higher relative importance than the initial
services. Among the continuous services, brand reinforcement and promotion were significantly higher for both foreign brand merchants and
domestic brand franchises. This can be regarded as the most important factor in brand reinforcement and promotion when selecting a food service
franchisors. Conclusions: In the Standard Terms and Conditions governed by the Fair Trade Commission, the franchisors should increase the
fairness by creating manuals for supporting services, especially after opening, and regularly checking whether the supporting services have been
carried out like manuals since the establishment of franchisees. In addition, the Brand Strengthening and Public Relations Committee (tentative
name) jointly participated by the franchisors and franchisees for the purpose of strengthening and promoting the brand, suggesting a system for
transparent and efficient execution of the brand reinforcement and promotion budget and monitoring afterwards.
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Table 1: Measure of Relative Importance of Pairwise Comparison

Scales Definition Linguistic expression
. Factor a is equal important
1 Equal important factor b
Factor a is
3 Moderate moderate important than
important
factor b
. Factor a is strong important
5 Strong important than factor b
. Factor a is very strong
7 Very strong important important than factor b
9 Extreme Factor a is extreme important
important than factor b
2468 In the middle of the A value between the scales
> scales defined above defined above is require
Reciprocal of If factor a is measured k bases factor b, factor b is
the scales measured 1/k bases factor a

Saaty & Vargas(1991, 1996)
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Table 2: Distribution of Random Index

Sirz;:a(::i;he Random Index Sirzlfa(;:i;he Random Index

1 0.00 6 1.24

2 0.00 7 1.32

3 0.58 8 1.41

4 0.90 9 1.45

5 1.12 10 1.49
Saaty & Vargas(1991, 1996)
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Figure 2: AHP Flow Chart
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Table 3: Respondent Characteristics

=

A2 AHP ZQ& BA
421 Q|Al mMXJO| = FiK| AHP 2

Q= HIHE JIWEN L HHME JIUWY F VIR fEEE At
2170 T RI@AEIAL 70 = K[AHIA0) Tiet S 2= Tl
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LHEHCLCE.

Class Foreign I?rand Domestlc‘brand Total o,
franchisee franchisee
Male 20 12 32 34.8
Gender
Female 26 34 60 65.2
Under 2,000,000 4 1 5 5.4
2,000,000~<5,000,000 9 19 28 30.4
Monthly sales
5,000,000~<10,000,000 20 17 37 40.2
More than 10,000,000 13 9 22 24.0
Under 2 5 9 14 15.2
2~<5 20 29 49 533
Employees
5~<10 16 6 22 239
More than 10 5 2 7 7.6
Franchise CEO 11 10 21 22.8
Food Service CEO 4 6 10 10.9
. . Employee of Food Service Industry 9 6 15 16.3
Previous job experience -
Public servant 3 3 6 6.5
Company employee 6 8 14 15.2
Others 13 13 26 28.3
Under 1~<5 10 21 31 33.7
Franchisor’s business 5~<10 26 19 45 489
experience 10~<20 9 5 14 15.2
More than 20 1 1 2 2.2

Table 4: Initial & Continuous Services Importance Analysis

Foreign brand franchisee vs. Domestic brand

franchisee
Relative =
importance Foreign brand Domestic
Total . brand
Franchisee .
Franchisee
Initial services 0.374 0.392 0.368
Continuous services 0.626 0.608 0.632
Total 1 1 1

422. 7 H X AMH|2 MIF 82010 F2E

HI

4
~
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S 71¥E0] 0210 FHIS 02122 Liehsirt
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Table 5 : Relative Importance of Initial Services

Foreign brand franchisee vs. Domestic brand
franchisee
Relatively D 3
importance Foreign brand CHEEA
Total . brand
Franchisee 3
Franchisee
Market/location 0216 0223 0208
survey

Shop design/layout 0.139 0.148 0.130
Support of rental store 0.212 0.214 0.210
Financial support 0.219 0.204 0.235
Management & 0214 0211 0217

Employees training

CR 0.001 0.002 0.003
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Table 6: Relative Importance of Continuous Services

Foreign brand franchisee vs. Domestic brand
X franchisee
Relatively > "
importance i DTN
P Total Foreign l{rand brand
Franchisee ;
Franchisee
New product
development & QC 0.209 0.205 0.213
Assistance in 0.178 0213 0.147
retraining
Brand enhancement
& PR 0.254 0.238 0.267
Operation system 0.207 0.189 0226
support
Coaching supervisor 0.152 0.155 0.147
CR 0.002 0.109 0.006
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Table 7: Relative Importance & Ranking of Detailed Initial/Continuous Services

15

Services importance Detailed services importance
Services Detailed initial/continuous . . . .
importance services Importance Foreign Domestic Foreign Domestic
Total brand brand Total brand brand
franchisee franchisee franchisee franchisee
Market/location survey 0.206 0.223 0.208 0.081 0.087 0.077
Shop design/layout 0.139 0.148 0.130 0.052 0.058 0.048
Initial services
importance (0.374) Support of rental store 0.212 0.214 0.210 0.079 0.084 0.077
Financial support 0.219 0.204 0.235 0.082 0.080 0.086
Management & Employees 0.214 0211 0217 0.080 0.083 0.080
traming
New product development & QC 0.209 0.205 0.213 0.131 0.125 0.135
Assistance in retraining 0.178 0.213 0.147 0.111 0.130 0.093
Continuous
services Brand enhancement & PR 0.254 0.238 0.267 0.159 0.145 0.169
importance(0.626)
Operation system support 0.207 0.189 0.226 0.130 0.115 0.143
Coaching supervisor 0.152 0.155 0.147 0.095 0.094 0.093
Table 8: Competitiveness T-test for Foreign Brand Franchisee vs. Domestic Brand Franchisee
Class Detailed services Total Foreign l_)rand Domestic 'brand Mean t p
franchisee franchisee
Market/location survey 74.78 75.65 73.91 1.74 0.461 0.144
Shop design/layout 71.52 70.00 73.04 -3.04 -0.926 0.614
Initial services Support of rental store 65.65 67.83 63.48 435 1.153 0.048
Financial support 63.26 64.35 62.17 2.18 0.504 0.259
Management & 69.78 69.57 70.00 -0.43 20.100 | 0.994
Employees training
New product
development & QC 73.26 70.00 76.52 -6.52 -1.468 0.284
Assistance in retraining 68.70 69.57 67.83 1.74 0.447 0.928
Continuous services | Brand enh}f‘}‘{‘cemem & 71.96 68.70 75.22 -6.52 1603 | 0.682
Operation system 68.26 66.09 70.43 434 1156 | 0958
support
Coaching supervisor 62.83 62.61 63.04 -0.43 -0.091 0.858
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Table 9: Competitiveness Index of Initial & Continuous Services

Importance of detailed factor Competitiveness of detailed factor Comp etltlveni;i::fex of detailed
87 L 1ELRE e Foreign Domestic Foreign Domestic Foreign Domestic
Total brand brand Total brand brand Total brand brand
Franchisee Franchisee Franchisee Franchisee Franchisee Franchisee
Market 0.206 0.223 0.208 0.081 0.087 0.077
/location survey
Shop design 0.139 0.148 0.130 0.052 0.058 0.048
/layout
Initial Support of rental
services ‘tore 0212 0214 0210 0.079 0.084 0.077 68.80 69.55 68.00
Financial support 0.219 0.204 0.235 0.082 0.080 0.086
panagement & 10514 0211 0217 0.080 0.083 0.080
mployees training
New product
development & QC 0.209 0.205 0.213 0.131 0.125 0.135
Assistance 0.178 0.213 0.147 0.111 0.130 0.093
1n retramning
Continuous | Brand enhancement | 5, 0.238 0.267 0.159 0.145 0.169 69.50 67.71 71.54
services & PR
Operation system |, 7 0.189 0.226 0.130 0.115 0.143
support
Coaching supervisor | 0.152 0.155 0.147 0.095 0.094 0.093
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