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Abstract

Purpose: The purpose of this study is to determine the importance and priority arising from the relationship between MRO-office
supplies franchisor (“franchisor”) and franchisees through an in-depth investigation. In particular, with respect to the MRO-Office
franchise industry, we would like to make meaningful contributions in the decision-making process by comparing and contrasting factors
that affect the importance and priority of communication, conflict, support and satisfaction through AHP analysis. Research design,
data, and methodology: After completion of AHP analysis, the study will also identify factors in order of priority and factors of
importance between the franchisor and franchisees. Another purpose of this study is to evaluate and propose business relationship
strategies between the franchisor and franchisees. Through AHP analysis, this study will facilitate the relationship between the franchisor
and franchise, and determine the factors of importance and factors in order of priority. Result: This study evaluates the differences and
priorities of the two groups arising from the relationship between the franchisor and the franchisees through AHP analysis after separately
analyzing the franchisor. In this study, the franchisees find that communication is the most important factor, then support as the second
most important factor between the two groups. In contrast, the franchisor finds that support is the most important factor followed by
communication between the two groups. Conclusions: This analysis demonstrates the discrepancy in evaluating important factors from
the perspectives of the franchisor and the franchisees. The largest discrepancy between the franchisor and franchisees comes from an
information system related to communication factors. This effectively means that the franchisor has an understanding of this inadequate
information system on the part of franchisees but this understanding is not deemed an important factor. The franchisees recognize and
focus on the need to obtain feedback from the franchisor regarding management improvement as the most important factor rather than the
ability of the franchisor to guide them through the franchisees’ operations. To this end, the franchisor should be more flexible in dealing
with the problem of improving the work required by the franchisees. For this study, a survey was conducted on employees of MRO-office
supplies franchisor, franchisees, and employees and completed based on AHP analysis.
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2.3.2. 291 7to| MLl (pairwise) H|15}7|
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Table 1)

3. g4 ¥HEE

3.1. AHP ™7} =A}t

Table 1: AHP Flowchart

No Flowchart

1 Start

2 Extraction of Influencing factors for the problem
3 Explode extracted factors into hierarchies

4 Calculate importance of Influencing factors in each

level

5 Calculate the C.R.
6 C.R<.2=Yes,C.R>.2=N0
7 Calculate importance across the hierarchy
8 Prioritize each alternative for the purpose
9 End
AHP AB% FE FAH2 oAHEYE YoM CHREEC
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N

U
017). O[O MROAMF-EF ZAIO|= 7|ut 2HE Q1SS =
=20 2lHez A5t YUt
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AW, ZEXo|= MYHS| J|EATE HESIH MROALF
IZWRIO|=O| =ALRE ZHYH Zhe| Ao Sh SASH 2210
Y AL
=M, AHP AS=t 245 28t A=t Fx227F A AL
AR, MROAMZEE IIAIO|= =Atet 7HdY 7o A
2z

Q0I9l A8, XY, TS, BEE 200 YOI FREI AHP

(DDescribe the influencing factors for the
Relationship Between Franchisor and Franchisea

v
‘ (@Design hierarchy for AHP analysis

@Calculation importance for influencing
factors Between Franchisor and
Franchisee by AHP analysis

(@®Measuring competitiveness for
influencing factors for communication,
support, conflict, satisfaction

\d

(®Calculate the importance index of relationships for each factor, communication,
support, conflict, and satisfaction

Figure 1: Research Framework

3.2. AHP A2t Tx=ket F7t 7|1F2 2%

= g7 SHS 37| ISt A8t AlSa Bt 7IES
HEEH, #HX, A7 FHO| &&= AT 1 2 MROMFEE
IZMRIO|= ZAtt 7HUY 7te| EAZL 7|20] &M, AT 2 =
M2 MROAMFEE ZUAO|= ZAtet 7HYH 7to| 2ALfl
oo 28 =+ Us 4719 HF (2520, AR 2582,
UE=QONE Bt 7|EeR MESO ASES FIoHRIch Lot
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It 71EQ AB 32 AIE 22 4712 HFE MEsfstn 2f2to] 2Alb ZH¥E  7to] FEEAOlAM 2E0|M AMdTH HTHA
TERE2 20 A= RUSE ZF 16 JHo TEeE  FREL} AME ZuE S50 OIXMeR MUE FeL:Es
TEE|ACt o, AT 3 2 CE ABoe OEA 5-E=Ee =&t

7 B0 MEENYE AT 1 2 MROAIREE ZZHKo|= ZEHcR Ao Hlgg AT ol HEXQ SHAE0|
EARL JHUE Ztol oA Feaolol ok AB2EM 16 Q| SAMAFOIAM HED Lol MOHHQ FREQ AZ|Eo
B2 AT ¥Eo= FMGRICE OFXE HBZ2 AdFE =T dgg 67| WEO|Ch o7|A LM HIE (CR) O] 20%
HEsr| 9t wotoz A MEN AMHaQIEe A 3 2 A olsio|H, HEX|0| ST SEA HIto| dutdo| Rttt 4oz
MROAIREE IZAIO|= ZAIQL JtUHE Zho| A FEels T £ oM 2 dFoMe Ly HIg0| 2 o|ue] RtRE

, 2% 16 7Hel  ARESHRACH (Kim & Jeon, 2011)
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| Identifying the priority of influencing factors between franchise headquarters and franchisees ‘

2 2
| | [orars ] | | BRI i BIHROIS XA SItHA THKOIX EA
Communication] Support 2 C‘unflictB | ‘ SatlsfaFtLund | OlII_")__I ol EHE :]_E 43 o 7|.I:IHI-I Al.O‘IXI. :L_?_ 41 o = 84 Ho
<Hierarchy 3> | ‘ BoE X = c 7lfon H = c ° o=
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Pl o] T LE B2 sEvs=e gexE seven SHmox BAL 2
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L P LA sosimis mopsioict MEZAE 2020 H 9 @ 10 ARE 9 Y
Figure 2: Pairwise Comparison Hierarchy Diagram 25 QUMK AIAE|QOM, FFHEOIM 41 B EAIM 43 £O|
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CR QETR (CR < 2 7&K Ol E&29| $= VRO A2 82
AHP A B3t 24 S Sh= YHOI= Super Decision, Best Choice & maikjo|= EA} YRS 20 W, 7HUHS 23 Ho 2 HEL|UCT
CHYSH of2] ZtX| "ol ot & S0 A = Super Decision =
28010) USENE YL UK LTEYOIE MBI FSl0l 5 ot Jaum F 2 A= =@ Qolof s
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Appendixes
Appendixesl: Results of the relative importance evaluation of the secondary ranking factors of franchisees
Evaluation Factor Communication Support Conflict Satisfaction Total
Weight 416704 .339506 .138977 .104813 1
Comparative gvaluatlon P 3 4 }
ranking
Appendixes2: Results of the relative importance evaluation of the secondary ranking factors of franchisor
Evaluation Factor Communication Support Conflict Satisfaction Total
Weight .317354 .352906 .211325 .118415 1
Comparative _evaluatlon 2 1 3 4 )
ranking

Appendixes3: Results of the relative importance of the communication factors between the two groups

Franchisee Group

Franchisor Group

Ranking Weight Detailed Factor Weight Ranking
1 .345037 Improvement feedback .350841 2
3 .204394 Information Sharing 433262 1
2 329529 Information System .085162 4
4 .121040 Communication .130735 3
1 Total 1 -
Appendixes4: Results of the relative importance of the communication factors between the two groups
Franchisee Group Franchisor Group
Ranking Weight Detailed Factor Weight Ranking
1 .373172 Operational Guidance Capability .390895 1
2 .350572 Delivery Processing Capability .305273 2
4 .127856 Education, Training .201359 3
3 .1484 Supply New Products .102473 4
- 1 Total 1 -
Appendixes5: Results of the relative importance of the conflict factors between the two groups
Franchisee Group Franchisor Group
Ranking Weight Detailed Factor Weight Ranking
2 .320767 Execution of Contract .480854 1
1 .387004 Margin Policy .219178 2
3 .162481 Purpose Mismatch .168079 3
4 129748 PrOb'F‘f:;]IJhI:{i‘gg”g 131889 4
- 1 Total 1 -
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Appendixes6: Results of the relative importance of the satisfaction factors between the two groups

Franchisee Group

Franchisor Group

Ranking Weight Detailed Factor Weight Ranking
1 .355254 Marketing Policy .251443 3
3 .220061 Brand Reputation .311438 2
2 .322343 Profitability Provision .343489 1
4 .102342 Intent to Renew the Contract .09363 4
- 1 Total 1 -

Appendixes7: Results of the relative importance gap between the two groups of factors by hierarchy

Frag‘igf:e Communication Comparative Evaluation Franchisor Group
1 417 1 .345 | Improvement feedback .006 .351 2 317
o 3 .204 | Information Sharing .229 433 1 o
Communication 2 .329 | Information System .244 .085 4 Communication
Factor Factor
4 .122 | Communication .009 131 3

.100

Appendixes8: Results of the relative importance gap between the two groups of factors by hierarchy

FranGif;:s;e Support Comparative Evaluation Franchisor Group
2 .339 1 .373 | Operational Guidance Capability .018 .391 1 .354 1
2 .351 | Delivery Processing Capability .046 .305 2
Support 4 .128 | Education and Training .073 .201 3 Support
Factor Factor
3 .148 | Supply New Products .045 .103 4

.015

Appendixes9: Results of the relative importance gap between the two groups of factors by hierarchy

Franchisee Group Conflict Comparative Evaluation Franchisor Group
3 139 2 .321 | Executionof Contract .160 | .481 1 211 3
' 1 .388 Margin Policy .169 .219 2 _
Contlict 3 | 162 | PurposeMismatch 006 | 168 | 3 Contlict
Factor Factor
4 .129 | ProblemhandlingRegulation .003 | .132 4

.072

Appendixes10: Results of the relative importance gap between the two groups of factors by hierarchy

Frag(iglus;e Satisfaction Comparative Evaluation Franchisor Group
4 .105 1 .355 Marketing Policy .104 .251 2 .118 4
3 .220 Brand Reputation .091 311 1
Satisfaction o — Satisfaction
Factor 2 .322 Profitability Provision .022 .344 4 Factor
4 .103 Intent to Renew the Contract .009 .094 3

.013
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Appendixes11: The overall ranking of gaps by applying the aggregate weight of factors by hierarchy between the two

groups
Franchisee Group Franchisor Group
Two-layer Three-layer Detailed factor Three-layer Two-layer
factor factor factor factor
Lo Lo Total Ga| Total Lo e
weighting weighting weighting Rank Ranpk weighting Rank weighting weighting
Improvement feedback
.345 .351
144 1 ‘ 4 ‘ 3 111
Information Sharing
.204 .433 o
Communication .085 5 ‘ 3 ‘ 2 137 Communication
Factor Factor
417 Information System 317
.329 .085
137 2 ‘ 1 ‘ 15 .027
Communication
122 131
.051 7 ‘ 12 ‘ 8 .041
Operational Guidance Capability
.373 .391
.126 3 ‘ 9 ‘ 1 .138
Delivery Processing Capability
Support 351 305 Support
Factor 119 4 ‘ 10 ‘ 4 -108 Factor
339 Education and Training 354
.128 .201
.043 10 ‘ 5 ‘ 6 .071
Supply New Products
.148 .103
.050 8 ‘ 6 ‘ 11 .036
Execution of Contract
321 481
.045 9 ‘ 2 ‘ 5 101
Margin Policy
Conflict 388 219 Conflict
Factor 054 6 ‘ 13 ‘ 7 046 Factor
139 Purpose Mismatch 211
162 .168
.023 14 ‘ 8 ‘ 12 .035
Problem-handling Regulation
129 132
.018 15 ‘ 11 ‘ 14 .028
Marketing Policy
.355 .251
.037 11 ‘ 14 ’ 13 .030
Brand Reputation
) ) .220 311 ) )
Satisfaction .023 13 ‘ 7 ’ 10 .037 Satisfaction
Factor Factor
.105 Profitability Provision 118
.322 .344
.034 12 ‘ 15 ‘ 9 .041
Intent to Renew the Contract
.103 .094
.011 16 ‘ 16 ‘ 16 .011




