





ABSTR "CT

Franchising is emerging as a highly effective strategy for business growth. local employment and
regional economic development. It is the most realistic and promising formuia to emerge yet for the

development of business skills and a thriving entrepreneurial culture in South Africa.

Many prospective franchisees believe that when they pay their franchise fee. they are buyving a
business. Very frequently, the franchisor has not made the franchise relationship clear to the
franchisee, which results inadvertently in deciding to run things their own way. break the franchise

rules and ultimately fail in the endeavour.

Thus the aim of this study was to establish whether franchisors have a direct impact towards the
success or failure of the franchisee’s business. The causes of success and failure are central to
entrepreneurial research. thus one need to understand whether franchisors are in any way involved in

franchisees” success or failure.

The first chapter of this dissertation is an explanation of the franchise concept. It is in its own a brief
summary of what is discussed throughout the study. Objectives of the study. scope of the study and

the method of research are all discussed in this chapter.

Chapter 2 discusses many definitions of franchising: the franchise agreement., what the potential
franchisees need to familiarise themselves with upon entering this contractual obligation.
Advantages and disadvantages for both the franchisor and franchisee are also discussed. The
relationship between these two parties is discussed as it serves as a cornerstone towards success or
failure of a franchise business. This chapter thus provides a blueprint of what needs to be done in

order to make a success of the franchise business.

Chapter 3 entails an empirical study by way of questionnaires. designed to ascertain whether
franchisors are in any way responsible for the success or failure of the franchisee’s business.
Franchisee businesses were selected in the Vaal region and 25 outlets responded to the study. The

results of the questionnaire were analysed and discussed in this chapter.
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LIST OF ' BBREVIATIONS

FASA Franchising Association of South Africa
SBDC Small Business Development Corporation

SEDA Small Enterprise Development Agency



CHAPTER 1

NATURE AND SCOPE OF THE STUDY

1.1  INTRODUCTION

Franchising is emerging as a highly effective strategy for business growth. local
employment and regional economic development. It is the most realistic and promising
formula to have emerged yet for the development of business skills and a thriving
entrepreneurial culture in South Africa. This form of business represents an alternative to
traditional forms of business operations. for example. individually owned supermarkets.
Franchise chains now replace the traditional proprietors that used to sit on every street

corner.

A franchise is a way of owning a business without having to contend with all the
headaches associated with starting a new business. Much of the popularity of franchising
arises from its ability to offer those who lack business acumen a chance to own and
operate a business with a high probability of success (Vosloo & Von der Ohe. 2005:32).
This is why so many people find franchise operations attractive. The franchisor has often
had many years of hard-earned experience in the business. and knows from trial and error
what works and what does not. The only concerns of the franchisee are to follow
nstructions. to maintain accurate records and to “keep the royalty cheques in the post™
(Petzer. 1999:2). A franchise can give an entrepreneur a good chance to succeed. but the
entrepreneur must be aware of the sizeable risk that is often involved. Currently. a lot of
“puffing” is the order of the day in the industry. meaning that franchising is marketed as
the “alternative option™ to gain financial independence and success. as well as seen as the

cure for unemployment (Dreyer. 2000:1).

The great advantage of a franchise over opening up a business entirely on one’s account

is that one can shelter underneath the umbrella of a large organisation. thereby reducing






franchise chains and that franchising is so important in today’s economy. the lack of

understanding about factors affecting franchise performance represents an area that needs

investigation.

1.3 RESEARCH OBJECTIVES

The research objectives are divided into primary and secondary objectives.

1.3.1 Primary objective

The primary objective of this research was to measure whether franchisors have a direct

impact on the success or failure of the franchisee” business.

1.3.2 Secondary objectives

The secondary objective of this study is to understand how the relationship between the

two parties is structured. if it exists at all.

These are specific to assistance given by the franchisor from inception of the franchise

business up to when the contractual obligation is terminated.

At inception. the following should be provided:
e Assistance with regard to site selection and lease negotiations:
e Initial training, both classroom and on-site training;
e Franchisor’s project team. to ensure that the store is ready for grand opening: and

e Use of franchisor’s proven operating systems.

As part of ongoing assistance. the following should be provided:
e Joint purchasing and marketing initiatives:
e Continuous on-site visits by franchisor representatives:

e Interaction with other franchisees in the chain;
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» Crisis intervention;
e Ongoing training for franchisees and staff: and

¢ Regular communication and motivation from the franchisor.

A study of the above variables is covered in Chapter 2 in the literature study.

1.4  SCOPE OF THE STUDY

The scope of the study involved testing whether franchisors in the food and retail industry
situated in the Sedibeng and Emfuleni Municipalities contribute towards the success /

failure of franchisees” businesses.

1.5 RESEARCH METHOD

This study consisted of two phases. namely a literature study and an empirical study.

1.5.1 Phase 1: Literature study

A literature study was done to determine to what extent the franchisor’s involvement
contributes to either success or failure of the franchisee’s business. Information was
extracted from the following sources:

¢ Scientific journals and publications in the subject area of the research:

e Theses and dissertations already written on the subject;

¢ Published books addressing issues pertaining to franchising: and

e Internet sources.

1.5.2 Phase 2: Empirical study

Research included the following activities:
e designing questionnaires:

* piloting these guestionnaires: and






1.5.2.2 Participants

Data were collected in the fastfood and retailing outlets situated in the Sedibeng and
Emfuleni district Municipalities. Random samples of 50 stores from the respective
industries were selected. Owners, together with managers of these outlets. were

approached.
1.5.2.3 Measuring instrument

Questionnaires were distributed to the selected sample of stores. Descriptive statistics

measures were used to analyse data that were obtained from the said questionnaires.
1.6 LIMITATIONS/PROBLEMS

Problems experienced were:

. The literature review on the study was somewhat limited. Books specific
to the research topic were limited and outdated. most of the literature done was from

journals. magazines and internet sources: and

¢ Resistance and reluctance by business owners to participate in the study. In some
franchise outlets there was a breakdown in relationship between the franchisor and
franchisee. This breakdown made some business owners to be unwilling to participate in

the study. which led to a reduction in the planed sample size: and

1.7 SUMMARY

This chapter is the study at a glance. The aim was to ascertain whether franchisors have a
"hand” towards the success or failure of the franchisees™ businesses. Given the significant

presence of franchising in the economy and the important role franchisees play in






CHAPTER 2

LITERATURE STUDY OF THE FRANCHISING
INDUS 1Y

2.1 INTRODUCTION

Franchising is a very popular business concept, and this unique approach to business has
spread throughout the world. The success stories of franchising are very impressive.
Franchising offers numerous benefits, and that is why businesses choose to employ this

eftective and alluring business concept.

A franchisee-franchisor relationship requires an ongoing commitment, with each party
expected to uphold its end of the bargain through communication. common goals and
mutual respect. Understanding the causes of business owners' success and failure is a
comnerstone of entrepreneurial research. Given that franchisees are an essential ingredient
in successful franchise chains and that franchising is so important in today’s economy,
the lack of understanding about factors affecting franchise performance represents an

important gap in literature (Michael & Combs, 2008:74).

Chapter 2 is a literature study undertaken. The following aspects are under review:

» Background of franchising in general:

¢ Franchising defined:

o Industries where franchise businesses are available for sale in South Africa:
o The franchise agreement:

s Advantages and disadvantages for the franchisee:

o Steps for franchise success:

¢ The ethics of franchising: and

e The franchisor and franchisee relationship.






identity package consisting of the logo. signage and corporate colours. and a limited
amount of operational support. Franchisees are. in turn. obliged to use the corporate

identity package ‘as is’ but relatively free to operate the business as they see fit.

Justis and Judd (2002:4) remarked that, this type of franchising evolved from suppliers
who were making sales contracts with dealers to buy or sell certain products or product

lines. Examples of this kind of franchise would be petrol stations and car dealerships.

Mendelsohn (2002:5) defines business format franchising as. the granting of a licence by
the franchisor to the franchisee. This licence permits the franchisee to carry on business
under the trade name of the franchisor and in doing so, to make use of an entire package
of “know-how™ comprising all elements necessary to establish a person previously
inexperienced and untrained in the conduct of business. developed by the franchisor
under the brand and after training. to run it on a predetermined basis with continuing

assistance from the franchisor. for all of which the franchisee pays fees to the franchisor.

Nieman (1998:3) ascertains that this tvpe of franchising is the most successful franchise
format. because:
s The franchisor retains total control over the conduct of the business; and

e It offers the franchisee a comprehensive business package.

The Small Enterprise Development Agency (SEDA) (2009) also defines this form of
business as one that involves the granting of rights by a company (the franchisor) to a
third party (the franchisee) to operate its business system using a common brand and

common format for promoting. managing and administrating the business.

Illetschko (2005:7) also cautions that. for a franchise to deliver on its promise of bringing
in money. the franchisor needs to abide by the rules of the game. Sadly. some self-styled
franchisors are not willing to do this. Instead of developing their systems properly. they

launch under-developed packages and hope for the best. Most franchise failures are the
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The franchisee agreernent and the operations manual give the franchisor control over all

aspects of the franchisee’s business. This is done to ensure that the franchise adheres to

the agreement and operations manual, and to ensure effectiveness in operations. The

franchise agreement should protect the interests of both parties. This agreement also

governs the ongoing business relationships between franchisee and franchisor for the

duration of the agreement and even beyond this (Petzer. 1999:62).

A typical franchise agreement includes the foilowing components:

A name and system. The franchisor licenses the franchisee to ensure the
franchise’s name and proven operating system (which should be documented in a
comprehensive operating manual). Operations that will be controlled by the

franchtsor should also be clearly stated (KPMG. 1995:83).

Setting up the business. The agreement will also set up guidelines for site

selection and occupation,

Product and marketing considerations. It is the obligation of the franchisor to
provide ongoing input into the promotion of the business. This also covers

product and marketing research (Stride. 1997:8).

Franchisor-frauchisee communication. The agreement should cover
communication between the parties, including the cost aspect of this. This
communication should be very specific to the extent of initial and ongoing

assistance to be offered by the franchisor.

Terms of the agreement. The agreement should stipulate the duration of the
contract. and should match the property lcase agreement and repayment

obligations arising from long-term loans.

Territorial protection. The franchisor should allocate territory to the franchise.
This will depend upon the nature of the business. and is a matter of negotiation

between the parties.
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Hletschko (2005:47) also adds that, the agreement should clearly define the franchisee’s
trading area. An option to expand the business into neighbouring territories must be

clearly stated as well.

» Financial aspects. The financial aspects of the agreement should be covered in
detail. These may include the initial franchise fee. funds needed to set up and

operate the business. and ongoing franchise fees.

¢ Group identity. The franchise must operate in accordance with the guidelines
laid down in the operations manual as issued and updated from time to time

(Nieman. 1998:45).

e Change of ownership in the franchise. The agreement should make provision
for all possible change of ownership. Any change of ownership will affect the
rights of both parties under the franchise agreement. and could lead to termination

of the relationship.

e Compulsory purchasing arrangements. A list of approved suppliers from which
the franchisee may purchase stock and equipment must be included in the

agreement.

s Rights granted to the franchisee. A franchise is granted and never sold. The
franchise agreement gives the franchisee certain rights. but these are not absolute.
Should the franchisee fail to comply with the terms of the agreement the grant can

be withdrawn (KPMG. 1995:87).

» Systems modifications. The franchisee’s right of access to systems
improvements implemented by the franchisor and possible conditions attached to
the implementation of systems improvements that may be developed by the

franchisee are set out here.
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Depending on how the franchise is set up. certain additional costs may be incurred by the
franchisee. A franchisor may furnish the franchisee with initial fixtures. fittings. and
stock — and these may be accounted for in the total franchise fee. An element of profit
may be added on to the basic costs of the services and expertise provided in opening the

outlet.

2.6 ADVANTAGES AND DISADVANTAGES FOR THE FRANCHISEE

There are a few advantages to the franchisee when buying a franchise. The franchisee
starts his own business using someone else’s tried and tested business concepts. The
franchisee becomes an independent business person with a proven distribution system

{Nienaber, 2003:31).

2.6.1 Advantages for the franchisee

Justis and Judd (2002:30) list the most important advantages for the franchisee as the

following:

¢ Established product or service. Often consumers are already aware of the names
and reputation of products or services the franchise system offers. This is a

significant advantage for the prospective franchisee.

e Technical and managerial assistance. The franchisee has the advantage of

technical and managerial assistance provided by the franchisor.

* Quality control standards. Another advantage to the franchisee concerns the
quality control standards imposed by the franchisor upon the franchisee. Properly
administered and controiled, such standards help the franchisee to achieve

constructive and positive results.



» Less operating capital. An entrepreneur can open a franchised business with less

cash than if he or she were to open a business independently.

» Opportunities for growth. A potential advantage concerns growth opportunities
for operating a territorial franchise. A territorial franchise guarantees no

competition from the same franchisor within a specified geographic boundary.

Nieman (1998:9) is also of similar opinion and adds the following:

e The franchisee can start a business with the use of a comprehensive business
package consisting of an established trade name and corporate image, a proven

product or service and the benefit of the goodwill built up by the franchisor.

e The franchisor provides initial training. and supplements it with subsequent

training and guidance.

The franchisee enters into a business that already has an accepted name. product. or
service. Credibility already exists based on the years the franchise has existed. This helps
to facilitate franchise sales. The franchisor provides standardised emplovee uniforms.
guality training for franchisees, standardised operating procedures. and management

expertise (Hisrich & Peters, 2002:542).

The franchisee does not have to incur all the risks alone, because of the franchising

relationship with the franchisor (Britz. 2003:26).

2.6.2 Disadvantages for the franchisee

Most franchising agreements work well for both the franchisor and the franchisee. The
franchising agreement is meant to develop a healthy and prosperous business life.
However. there are some potential disadvantages to the franchisee associated with the

franchising relationship.









There will be capital needed to prepare for franchising, but, in general, the

franchisees will supply the capital. as they will fund their own outlets.

¢ Motivation of franchisees. Franchisees are much more motivated than hired

managers are. because they own their outlets and are at risk.

¢ Delegation of authority. The franchisor is freed from having to deal with many

day-to-day management problems of individual outlets.

* Increased competitiveness. The franchisor is beiter able to compete on equal
terms with larger rival companies. He will also be able to benefit by gaining
greater negotiating strength because of bulk buying on behalf of many

franchisees.

In agreement with the above. Hisrich and Peters (2002:545) describe the most important
advantages for the franchisor as expansion risk advantages. capital requirement
advantages. as well as cost advantages. Franchising allows the venture to expand quickiv.
using little capital and saving on advertising costs and achieving economies of scale,

because of bulk purchasing power.

2.7.2 Disadvantages for the franchisor

Hall and Dixon (1991:10) express the following drawbacks:

e Franchisees, not employees. The franchisee is not an employee and therefore

cannot simply be ordered to follow instructions.

+ Differing objectives. The objectives of the franchisee regarding profit may not

coincide with those of the franchisor.



























success of the other. They believe that franchise relationships are based on trust. mutual

respect and the desire to promote the common good.

There are many problems that may arise between the franchisor and the franchisee as
they build their relationship. Both parties need to be aware of such factors. and must be
prepared to go an extra mile to ensure that this relationship is properly managed and

maintained as it may make or break the franchise business.

2.11 CONCLUSION

Franchising is a very popular concept worldwide. as proven by the fact that so many
businesses are making use of the franchise concept globally. 1t not only allows a
franchisee to run his own business. but it also allows him to benefit from a *safety net” in

the form of the support of the franchisor.

The purchase of a franchised outlet is an investment option competing with fixed
deposits. equities. or unit trusts, The success of an investment in a franchise is largely
dependent on the strength of the particular brand and associated franchisor support. That
is why it is of the utmost importance to scrutinise a franchise opportunity. as one would if
it was an investment to be able to differentiate between a good business decision and a

scam. The detailed literature study done above should somewhat assist in that scrutiny.

Chapter 3 is an empirical study designed to ascertain whether franchisors are in any way

responsible for the success or failure of the franchise business.
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CHAP.<R 4

CONCLUSIONS AND RECOMMENDATIONS

4.1 INTRODUCTION

Franchising has been around for more years than one can remember. which is a definite
sign that this business concept really works, It is a method of expanding a business that
allows the franchisor who has developed a successful product or service to increase his
distribution network through the investment of others (franchisees) who want to own

their own businesses.

Throughout the study. it has thus become evident that for the franchisee’s business to
succeed. the relationship between the two parties has to be structured in a way that must
benefit both parties. After all, both parties more or less have the same goal. The
franchisor must have an established. well run franchise network that will enable him to
make as much profit as possible. The franchisee must run the business in such a way that
the established brand that is already created by the franchisor continues to thrive. thus
also profiting the franchisee. It is clear that both parties have to work hand in hand for the

success of the franchise concept.

The study indicated that. for the franchisee’s business to succeed, the franchisor needs to
offer his/her assistance with regard to the running of the business. This entails giving
assistance at the onset of the franchise agreement and ongoing assistance up to when the
franchise agreement is terminated. These are the factors that were covered in the

empirical research and which the conclusions and recommendations are based on.

Based on the responses. which were interpreted in the preceding chapter. the conclusions

and recommendations are considered in this chapter.



4.2  CONCLUSIONS

4.2.1 Part A of the questionnaire

All of the 25 respondents to the study were from an already recognisable franchise outlet.
This in itself is an indication that the businesses are already well established and have a
recognisable success rate. The intention was thus to validate that the franchisees” success

was also attributed to the assistance rendered by the franchisors.

More than 40% of the respondents had more than 5 years in the business industry; 28%
had work experience before they ventured into the business. while more than 32% had a
post matric qualification. Because a franchise svstem has already been developed and
tested by the franchisor. operation of the business is greatly simplified: it then follows
that starting out as a franchisee increases the chances of business success. Potential
franchisees do not need much business acumen, but simply assistance by the franchisor to

help them thrive in their ventures.

4.2.2 Part B of the questionnaire

4.2.2.1 Conclusions based on the first group of questions; Initial assistance given by

the franchisor

This is assistance given at the onset of the franchise agreement. Some elements of what
this assistance entail. will be included in the franchise agreement. This is seen as the start
of the franchise relationship. Most franchisees are usually first-time business owners. so
this assistance to them is equivalent to assisting a baby walk: it is of dire importance that
it materialises. It is thus very important that franchisees receive this assistance as this can

make or break their business,

More than 80% of the respondents positively agreed that assistance was given by the

franchisor. This can only mean that the franchisor did help by way of initial assistance to



get the franchisee’s business off the ground. It thus fulfils the requirements ¢ e

secondary objectives identified in Chapter 1.

4.2.22  Conclusions based on the second group of questions: Ongoing assistance

given by the franchisor
This is assistance given by the franchisor once the franchisee’s business is up and
running. The following elements were covered in the empirical study as identified in the
literature study:
» Joint purchasing and marketing initiatives:
» Continuous on-site visits by franchisor representatives:
e Interaction with other franchisees in the chain;
+ (risis intervention:
* Ongoing training for franchisees and staff; and
¢ Regular communication and motivation from the franchisor.
The cumulative positive response of all the questions in this group was 71%. There was a
decline of 10% from answers in the above group (initial assistance). The assistance was
there. but not as strong as identified in the above group. One can thus conclude that as
much as the franchisor is the “parent™ in this mode of business. the franchisor still needed

to allow the franchisee to grow the business independently without having the franchisor

continuously looking over the shoulder.



4.2.2.3  Daily running of the franchisor in the franchisee’s business

in maintaining the franchise relationship. the franchisor also needs to be somewhat
involved in the daily running of the franchise business. This was also identified in the
literature study of this research. Maintaining this relationship has a direct link to helping
the franchise business grow and also attracting more potential franchisees. It is therefore

a win-win situation for both parties concerned.

The positive cumulative response of this group was at 64%. much declined from the
previous group. Franchisors do not seem very keen in being involved in the running of
the franchisee business. The only time they seem to be keen is when they need to get the
franchisee to sign up into their brand: after that. it seems like the franchisee is on his own.
This is aiso understandable as stated above: the franchisee needs to learn to run his

business.
4224 General involvement of the franchisor in the franchisee’s business

As mentioned above, what the franchisor is seiling to the franchisee is proven methods of
how the business has worked in the past, and likelv to thrive going forward. These are the
necessary elements needed to operate the business in order to help the franchisee recoup
his initial investment. thus the crux of this venture. The franchisor needs to maintain this

in order to help the business grow and be profitabie.

Respondents cumulatively agreed at 71% to the general involvement by the franchisor in
their businesses. This can only mean that the franchisor contributed to the business
successes of the selected franchisees. Some 61% of the respondents positively agreed that

shouid they be given a chance. they would gladly choose the same franchise again.
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4.3

RECOMMENDATIONS

Franchising does not simply imply guaranteed success and evervthing on a silver
platter. It may increase chances of success compared to starting a business from
scratch. but there are no guarantees. To guarantee the success of a business would

be very unrealistic and potential franchisees need to be wary of such promises.

Initial assistance to be given by the franchisor is very important in ensuring that
the business gets off the ground. As mentioned above. this usually forms part of
the franchise agreement. It thus entails that franchisees need to scrutinise these
agreements carefully. They need to be well aware of what thev are getting
themselves into. Franchisors also need to be aware that. in helping franchisees in
the start of their business they are also helping themselves grow their franchise

networks.

More assistance should be offered as part of ongoing assistance. Ongoing
assistance means that the franchisor is aware of how the business is performing. A
successful franchise outlet can only attract more potential franchisees who would

want to be associated with the brand.

It is essential that the franchisor gives and maintains proven standards and
methods that have helped the business grow and will help it in the future. These
are essential ingredients to the franchise network. Deviation from these standards

will definitely harm the business: they should be uniform across the board.

The franchise relationship is like the oil in the engine of a franchise system. if the
goodwill in the franchise relationship runs dry. the franchise system will start to
seize up. It is thus very important that both parties establish and maintain good
relations as the success of a franchise model depends on a sound and productive

relationship between franchisor and franchisee.



4.4

Royalty fees are usually the point of departure for a sour franchise relationship.
These fees should be structured in a way that benefits both parties. Rovalty is paid
by the franchisee for the use of the franchisor's proven operating system. support
system and brand recognition. These fees should be seen as an investment
towards the success of the franchise business as in so doing. the franchise
business is sure to thrive. The franchisor should enjoy continuous assistance and
support from the franchisor. such as ongoing training to the staff. assistance in
advertising and marketing of the brand at local level and many more, equivalent

to the royalty fees payable.

Communication channels need to be opened. well maintained, and not only
between the franchisor and franchisee. but also with other franchisees in the
network. The franchisee needs to know and understand that they are not alone and
the challenges faced are not unique. The franchisor thus needs to re-assure this. by

also opening up an effective communication channel with the franchisee.

ACHIEVEMENT OF OBJEC : IVES

The objectives of this study were:

Firstly. to measure whether franchisors have a direct impact towards the success

or failure of the franchisee’s business: and

Secondlv. to understanding how the relationship between the two parties is
structured. if it exists at all. These were specific to assistance given by the
franchisor from inception of the franchise business up to when the contractual

obligation is terminated.

A literature study of franchises in general was therefore required to compile a

questionnaire that would assist in establishing the relationship between the two parties.
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ADDENDUM 1

The FASA Code of ethics and business practices

Below is an extract from the FASA code of ethics. specific to franchisor franchisee

relations.

l.

b2

L)

All matters material to and governing the relationship between the franchisor and
franchisee shall be set out in one or more written agreements. which must be clearly
set out the terms and conditions of such relationship and each party's respective

obligations and rights.

No franchise agreement shall be entered into prior to the fifieenth (15th) day aft

receipt of the disclosure document and the franchise agreement by the prospective
franchisee. All franchise agreements must contain a clause referring to the disclosure
document and record that "the information contained in such disclosure document is
to the best of the franchisor's knowledge and belief. true and accurate and that no

material information has been withheld".

The provisions of paragraph 2 above shall not preclude a franchisor member from
requiring a franchisee to sign an undertaking to preserve the confidentiality of any
information of a confidential nature belonging to the franchisor member. before
furnishing the prospective franchisee with a disclosure document. Should any
prospective franchisee refuse to sign such agreement, the franchisor may refuse
access to any information. whether or not it is obliged in terms of any other provision

of this Code to provide it.

A franchisor member is not obliged to deliver its operations manual or any other
document containing information relating to the methods. know-how or other trade
secrets of the franchisor member prior to the signature of a franchise agreement:

however such documents must be shown to the prospective franchisee.

64















QUESTIONNAIR

Franchisor’s contribution towards franchisee’s business success/failure

CONTACT DETAILS:

Bongiwe Yozi
Cell: 083 567 0065
E-mail: bongi.yozi‘@arcelormittal.com
Fax: 086 633 0196

Purpose: Dissertation towards the partial completion of the MBA programme at the
North-West University

Title: Franchisor’s contribution towards franchisee’s business success/failure

All information will be treated as STRICTLY CONFIDENTIAL and will only be used
for academic purposes.

Instruction for completion:
1. Please answer the questions as objectively and honestlv as possible.
2. Place a cross (x) in the space provided at each question which reflects vour
answer the most accurately. Use the following key: 1 = strongly agree: 2 = Agree:
3 = Neutral view: 4 = Disagree: 5 = Strongly disagree.

It is essential that you indicate vour choice clearly with a pen.

Please answer all the questions, as this will provide more information to the researcher so
that an accurate analysis and interpretation of data can be made.

Thank you for your co-operation. We hope that you will find the questionnaire interesting
and stimulating.
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With regard to the daily running of vour business

by aand large. did the franchisor keep promises made during
B13 | the negotiating stage
B14 | was the initial training you received adequate 1 T 2 3 4[ 5
B would you consider the operations and procedures manual a i
B13 | useful t~~F in day-to-day operations ! 2 E 4 5
B16 | is this manual kept up to date 1] 2 E) 4t 5|
B17 | are the accounting standards provided user-friendly 1
| BI8 | is this manual kept up to date ] 2 3 4 5
are the fees pavable reflective to the profits made by the 1
B19 | franchise 1 2 3 4 5
were the initial financial projecuons the franchisor presented [
B20 | to you realistic 1 2 3 4/ 5
BZ1 | have you recouped your initial investment i 2 J 3 4 f 5
B22 | are vou getting v-'+2 for your money 1 ZT 3 4 r 5
[ The franchisor
N l T
223 is aware of changes in the marketplace and is quick to respond 1 2 3 4 5
holds national and regional conferences that are necessary for
B24 | updating of developments in the network 1 2 ip 5
B25 | welcomes suggestions from franchisees | 2 3 l 4 5
| B26 | supports and maintains an advertising committee i 2 ﬂ 4 3
B27 Tencourages interaction with other franchisees in the chain 1 2 3 4 5
has a troubleshooting 24 hour hotline. where you can call for
B28 | help anvtime P2 3 4 5
B29 | gives continuous technical and managerial assistance ] 2 3] 4 5
| monitors progress on site to ensure that everything conforms
[ B30 | to tried and tested specifications Il 2 3 4 5
i lastly. the acid test: "if given a second chance to decide.
B31 | would you choose this franchise again ! 2 3 4l 5

1 HANK YOU FOR YOUR TIME




