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ABSTRACT

Aluminium firms appear to be in continuous compmetitin Kogi State. The firms in this competitive
atmosphere comprise of mini, small, medium andddigns in the aluminium sub-sectogkbout 80% of
small and medium enterprises in the aluminium sdies seem to experience problems of low marketsha
production inefficiency, and lack of public confide (goodwill), low turnover and survival. Consegiig
the objective of this study is to determine thatrehship between franchising and survival of aloionn
firms in Kogi State. Correlation survey researclsida was employed. The data obtained were anakygtbd
the Pearson’s Product Moment Correlation Coeffitiefrinding revealed that there is significant
relationship between franchising and survival afralnium firms in Kogi State. This implied that iease in
the franchising would promote the activities of 8raad medium enterprises in the aluminium subesect
and vice versa. It was also found that franchisimgs positive relationship with the performance of
aluminium enterprises in Kogi State. Based onfithdings, it is recommended that efforts shouldrzele
by investors, stakeholders and the government gf Btate to create awareness among small and medium
sized aluminium enterprises in Nigeria regarding gotential benefits of franchising.

Keywords: Franchising, Survival, Loyalty, Firms.

INTRODUCTION

Global competition is intensifying because domestisinesses that dominated the local market at hmwe
find foreign competitors to contend with based baeirt influx through franchise as a distributionastgy.
Franchising is a powerful vehicle for the marketiangd distribution of goods and services employed by
franchisors to market their products. Internatiofraihchising has grown significantly since the 1960
because of push and pull factors. Survival diffiesl, increased competition and diminishing custome
loyalty at home have pushed franchisees into friaimadn proper (Alon, 2007). Osy Aliminium Ltd, Gods
Hand Aluminium Ltd and IAA Aluminium products Ltdakie all embarked on franchising to minimise the
problems associated with being independent firmanéhising has been observed by industrial watcagrs
the key strategy adopted by multinationals to prigmamnd expand their trade in other untapped magkeds
this cut across different sectors including thevahium sub-sector (Aryeetey, 2012). SMEs franclgsim
the developed economy has increased geometriczigmbarlain (2006) observed further that, francolgisi
is well established in most developed countrieayoalith over one third of all retailing is franchdsrelated.

In recent years however, opportunities have dirhids in these countries as well, and international
franchisors have begun to seek development oppbesiin developing economies such as China, Brazil
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South Africa and Nigeria Businesses grouped undsdimm scale, according to Fasua (2006), include soa
production, hair/body cream production, chemicaldpiction, commercial poultry, and profession praagi
(law, accountancy, education) food and beveragdymtion among othersThe first priority for the small
business entrepreneur is survival; knowing howctieve long-term success is more critical than ¢lermry,
2013). Business survival is the ability of a buseéo stand out, and be recognised, among the firrtize
industry (Otokiti, 2004)

The most important thing today's smalibhasses can do is expose their organizationsticatiself-
analysis. Small businesses survive not by compétaag-on with global corporations, but by pursuing
market niches larger operators ignore. ‘|What tlestrsuccessful companies have recognized is tinaval
hinges on two separate, yet intertwined factorsindpthe best, and being recognized as being thte(bexrry,
2013). Corporate reputation refers to the observers’ cbile judgments of a corporation based on
assessments of financial, social and environmémia&cts attributed to the corporation over time qfaw,
1990).

Nigeria is a growth market for U.S. fthising and franchise development services. Theee a
opportunities for both business format and produdrademark franchising. A market survey condudted
the china Commercial Service in Nigeria (CS Nigeiia January, 2012 clearly showed that aluminium
franchising is currently experiencing strong growthis growth trend is expected to continue over ribxt
five years and in fact, may have a spill over dftacother sectors.

Customer loyalty is a process wherebytausrs continue to believe that an organisatiomdpct/
service offer is their best option that best fidftheir value proposition, whatever that may beey'take that
particular companies offer whenever faced with ecpasing decision, over time. Moreover, loyalty mea
hanging in there even when there may be a probléms. occurs because the organization has beentgood
them in the past and address issues when they Hnseans that they do not seek out competitodsveimen
approached by competitors, are not interested.eknma also, being willing to spend the time andreti
communicate with the organisation so as to builgh@st successes and overcome any weaknesses.

STATEMENT OF THE PROBLEM

Aluminium enterprises appear to be in continuoummetition in Kogi state. The firms in this compietit
atmosphere comprise of mini, small, medium andeldigns in the aluminium sub-sector. The large firm
seem to dictate the course of business actios.delieved that the small and medium enterprispsréance
difficulties in competing with big firms. Small anthedium enterprises in the aluminium sub-sector
experience problems of decreased customer loyphyduction inefficiency, lack of public confidence
(goodwill), and low turnover. All these problemscamulated largely to survival difficulties of aluniim
firms in Kogi state. The small firms in aluminiuratssector lacked the capacity to survive which ltedu
largely to low economic growth and developmenthef tountry, Nigeria. It is as a result of the abstated
problem that the study explored the relationshipwben franchising and survival of aluminium firnrs i
Kogi state.

OPERATIONALIZATION OF KEY VARIABLES

Independent variable: corporate reputation.
Dependent variable: customer loyalty

OBJECTIVES OF THE STUDY
The broad objective of this study is to determihe telationship between Franchising and Survival of

Aluminium Firms in Kogi State. The specific objediis to determine the type of relationship between
Corporate Reputation and Customer loyalty in sebeétluminium Firms in Kogi State.
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RESEARCH QUESTION

What is the type of relationship between CorpoRéputation and Customer loyalty in selected Aluomimi
Firms in Kogi State?

RESEARCH HYPOTHESIS

This hypothesis guided the study:
Ha: There is a significant positive relationship beém Corporate Reputation and
Customer loyalty in Aluminium Firms in Ko§tate.

CONCEPTUAL REVIEW
FRANCHISING

Franchising is a long-term cooperative relationshgiween two entities-a franchisor and one or more
franchisees-that is based on an agreement in wihiehfranchisor provides a licensed privilege to the
franchisee to do business (Emerson & Robert 20M9. franchisor grants the franchisee the rightge a
developed concept, including trademarks and bramdes, production, service and marketing methods and
the entire business operation model, for a fee. fldmechisee then provides the time, capital, argrddo
utilize the brand and services provided by thedhésor to build a thriving business. The producgtimod or
service being marketed is usually identified by ftechisor's brand name, and the holder of thelege
(franchisee) is often given exclusive access tefmdd geographical area for a defined periodrogtiall of
which is defined in the Franchise Agreement. Fregich developed over time as an efficient way to do
business and there were versions of franchisingarag in Europe centuries ago (Konigsberg & Alex2p
The origin of the word franchise goes back to Argtench, meaning freedom, liberty, and from Middle
French, franchir, to free, and earlier from Oldriaie franc, free.

FRANCHISING IN NIGERIA

Nigeria is a growth market for U.S. franchisingldranchise development services. There are oppitigs

for both business format and product or trademeaakdhising. A market survey conducted by the china
Commercial Service in Nigeria (CS Nigeria) in Janyu2012 clearly showed that aluminium franchisieg i
currently experiencing strong growth. This grow#nd is expected to continue over the next fiveyead

in fact may have a spill over effect on other sexto

BUSINESS SURVIVAL

The first priority for the small business entremenis survival; knowing how to achieve long-teratsess
is more critical than ever (Jerry, 201Business survival is the ability of a businesstend out, and be
recognised, among the firms in the industry (OipRid04)

The most important thing today's smalibhasses can do is expose their organizationsticatiself-
analysis. Small businesses survive not by compédteag-on with global corporations, but by pursuiimng
market niches larger operators ignore. What thet muioscessful companies have recognized is thatvaliry
hinges on two separate, yet intertwined factorsindpthe best, and being recognized as being thte(berry,
2012).

CORPORATE REPUTATION

The term refers to the observers’ collective judgtnef a corporation based on assessment of finiancia
social and environmental impacts attributed todbgooration over time (Andrew, 1990). Many agenaes
companies publicly assess the reputations of catjpms. One of these is Fortune magazine whicymes
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a global annual rating called the ‘world’s most adwh companies’. The criteria used to rank these
companies include innovation, quality of managemgeiople management, financial soundness, social
responsibility, product/services quality and globainpetitiveness. In 2010, Apple was ranked nurober,
followed by Google. Reputation is how your businesgerceived through the eyes of your customers,
suppliers, employees and other interested paiesK, 2013).

CUSTOMER LOYALTY

Customer loyalty can be defined as a process whegebcustomer continuously believes that an
organisation’s product/ service offer is their begtion. It best fulfils their value proposition atever that
may be. They take that offer whenever faced wigh gurchasing decision. Moreover, loyalty meansyiram

in there even when there may be a problem. Thisredosecause the organization has been good toithem
the past and addresses issues when they ariseealisnthat they do not seek out competitors and when
approached by competitors, are not interested.elins also, being willing to spend the time andretio
communicate with the organisation so as to builgh@st successes and overcome any weaknesses.

THEORETICAL FRAMEWORK

This research is anchored on new growth theorynétived by Romer (2006). This theory assumes that
firms exist exogenously and then engage in theyitun§ new economic knowledge as input into thecpss

of generating endogenous growth. Technological ghaiays a central role in the explanation of ecaico
growth, since on the steady state growth path #ie of per capita GDP growth equals the rate of
technological change. The particular functionalnfoof knowledge production is explained by the
assumption that the efficiency of knowledge prouurcis enhanced by the historically developed stoick
scientific-technological knowledge. Even the sarmenber of researchers becomes more productive if the
stock of knowledge increases over time. The rat®fa anchoring this work on the theory of ‘nevogth’

is because part of the problems that contributegti¢csurvival difficulties is inability to be sathproved via
technological knowhow. As such the small firms needrow through exogenous absorption of knowledge
for endogenous growth.

EMPIRICAL REVIEW

Olu (2011) examined the practice of franchisingaastrategy by which entrepreneurs can expand their
venture and make substantial return from their sbments. He explored the extent to which franchisitas
practised in Nigeria and the resultant effect ahfthising on the national economy. The result i study
showed that franchising is not well known or preeti in Nigeria. Only a handful of business entiiash as

the Nigerian Bottling Company and some fast foodhganies have been engaged in franchising. The paper
recommends that government should create a gremtareness of the franchise strategy so that more
investors will be aware of it and invest in it.

Olu and Irefin (2011) studied Franchisand organizational performance: Empirical invgion of
selected fast food Restaurants in Nigeria. Thegifipally determined the effects of franchising ¢&goand
franchising ownership on organizational performaunsig survey research design. Primary data wezd us
and data collected were analyzed using descriptigthod and simple percentage. Three hypotheses were
advanced and tested with the aid of correlationffiodent. The findings show that there is positive
relationship between franchising types and orgaioizal performance and that positive relationshigna
exists between franchising ownership and orgamiratiperformance.

Carlin and Peng (2013) carried out astad Franchising in Indonesia: An Empirical Studgnf
Franchisee Perspective. The study examined thedsand challenges of international franchising fitbm
perspective of franchisees in an emerging markeipriesia. Due to the popularity of restaurant finésing,
this sector is the focus of the present study. Bhisly attempts to validate a similar study don&auth
Korea. Based on data gathered from 85% of the Wtaueant franchises operating in Indonesia, tlesiults
revealed that brand value is a key component incfigse selection criteria as well as one of thecssg
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factors in running a franchise. The findings jus#f highly efficient franchise system as the maogbartant
factor in selecting US franchises. In addition,adkéness and high quality food are recognized atofa
attributed to the success of US franchises. Trgininfound to be needed in areas of service and foo
preparation in order to maintain the standarddgehe franchisors. In addition, a survey of locahsumers
disclosed that they prefer to go to shopping malliget food from US franchises.

Khanungnit, Ishak, and Hasnah, (2@3essed Franchisors’ Relationship, Marketing anddr/ed
Franchisor Support on Franchisors’ Performance:a&eCof Franchise Food and Beverage in Thailand Thi
study appraised the franchisees’ satisfaction amwdfranchisors can better manage their franchiseess to
ensure sustainability of their franchisees. Itlsastablished that the perceived franchisor stppediates
the relationship between relationship marketing fiadchisors’ performance. The results of this gthdve
presented evidence that perceived franchisor sugpéiS) is the contribution in the franchise buste
system. The mediating effect of PFS is the keycttine of franchisors’ performance to keep in totmwh
future success in the franchise system.

Conlin (2000), in Syracuse, reseaticba ‘effects of franchising on competition: an eéngal
analysis’. The study empirically tested whethec@rcompetition is greater between franchised ptigser
compared to company-owned properties. From thenskey data used and regression analysis, thetsesul
indicated that the level of price competition isdéed greater between franchised properties and this
increased competition is not the result of franetiiproperties being closer substitutes.

Huang (2004) researched on ‘Agency théoryanchising: empirical result’ in China and thdicle
provides an empirical assessment of various agenalylems in franchising. Descriptive survey reskarc
design was used with franchisors and franchiseésardifferent contrast industries and ownershifigras.
The findings indicated that both parties used diffié criteria to sort out the best agents in tleequmtractual
stage and in the post contractual stage. Some icomilth the existing theories, such as the cost of
monitoring multi-unit franchisee, the relationstiptween the incompleteness of contract and mongori
mechanism.

Stronczek (2013) worked on ‘Insight ifitanchising in Poland: a review of empirical persfve in
Poland. Business format franchising has expandgdlyaover the past 40 years as an alternative atet
distribution and business development. He reviethednajor issues which have been the subject dépth
research or significant debate. These included#terminants of franchising in theory and practtbe; role
and position of Franchisees within the FranchigariEhisee relationship. His findings were evaluated
aspects of franchising for further investigatiorreveutlined.

Michael (2014) assessed ‘conceptualizatiod empirical examinations of the effects of mtnke
alignment on franchising relationships’, in Canadilae hypotheses were tested with multiple regressio
analyses. The research found out that marketiggralent does not exist across the dimension ofegfie,
operations and values. It was recommended thatetiagkalignment between franchisor and franchisze b
enhanced. Tanzil (2012) studied ‘Franchising inolmekia: an Empirical study of firms’ survival. The
researcher made use of multiple regression analgsemalyse data obtained from 230 respondents. The
result obtained showed that the survival of firroscdrrelate with the application of franchising.

Stanworth (2012) worked on ‘the franchigationship: entrepreneurship or dependence.’hat t
university of Westminster, England. The researcidence indicated that high levels of dependenceswer
reported by franchisees and that when examiningsthee of franchisee freedom; the formal contraas w
often a poor guide to the world of operational itgaPorterley (2011) in South Africa studied ‘Fcduising:
the nature of relationship between franchisor'sgenand franchisee’s business survival'. In his eitgli
study of 15 firms, he found out that franchiseaelsibess survival does not depend on franchisortsipu
image. He therefore recommended that firms shoattier capitalise their ability to handle situationa
problems within the limit of resources.

RESEARCH DESIGN
This study employed correlation survey design tecdbe the events using the resulting data to @xglad

predict the given situation (Stanworth, 2012).dttgers consistently the data of occurrence tohtgsbthesis,
make predictions or get meaning and implementaifdhe situation (Tanzil, 2012).
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POPULATION OF THE STUDY

Table 1: Aluminium Firmsin Kogi State

SIN NAME OF ORGANIZATION POPUWATION LOCATION
1. OsyAluminium Ltd 52 Idah

2. God’s Hand AluminiumNig Ltd 50 Lokoja

3. IAA AluminiumNig Ltd 50 Igalamela
TOTAL 152

Source: Kogi Ministry of Commerce and Industry, 205.

Table 1 above shows a list of 3 Aluminium firms dhxed in franchising in Kogi State. Their populatio
figure and proportions are given below:

Table 2: Population of the firms and proportions

Organization Osy God’s Hand IAA Total
Number 52 50 50 152
Proportion 0.34 0.33 0.33 1.0

Table 2 above shows the proportions for all thedirpopulation. The population constituted 152 pess as
basis for this research work.

SAMPLE SIZE

Sample size consists of hundred and ten (110pnegmts from some small and medium enterprises ME
which are randomly selected from the populatiorroTéamane formula was used to determine the sample
size thus:
n= N = 152 = 152 = 110.145 =110

1+N (&  1+152(0.05) 1.38
Therefore, the sample sizeli$O0.

SAMPLING TECHNIQUES

Probability random sampling technique was emplolyegrovide equal chances to variables in the study
scope of being selected or rejected in the samplefyi, 2009).

Table 3: Sample sizes of the firmsand proportions

Organization Osy God’s Hand IAA Total
Number 38 36 36 110
Proportion 0.34 0.33 0.33 1.0

Table 3 above shows the proportions for all thedirsamples.
SOURCES OF DATA

This research employed primary and secondary sswcdata. The primary source was questionnairéewhi
the secondary sources were the relevant books)gtsuand company’s’ books.

RESEARCH INSTRUMENT FOR DATA COLLECTION
This research employed questionnaire as the methalta collection.The questionnaire was a strectur

one arranged in a 5 point Likert scale ranging fretmongly agree (5), agree (4), strongly disagi®e (
disagree (2), to undecided (1).
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VALIDITY OF INSTRUMENT

Face validity and Content validity were employedvialidating the instrument of data collection. &ac
validity was based on the ‘clarity of the questiamsl how logically structured the questions wers¢@iyi,
2009). The content validity was achieved by sendiogies of questionnaire to validators to ensuae the
instrument contained all the aspects of the vaemlftoverage) being tested and to also make satehit
guestions were clear, unambiguous and not sulgjenidinterpretation.

RELIABILITY OF THE INSTRUMENT

Reliability statistic was determined using a tesést method. 30 copies of questionnaire represp@i% of
the sample size were distributed to the responderdst was distributed in two different occasievithin an
interval of one week. The respondents were empgé®©sy Aluminium Company.

Table 4: Reliability Test Table

SA+A SD+D
SIN Test Re-test x-y=di ?di Test Re-test x-y=di 2di
1. 15 14 1 1 14 15 -1 1
2. 17 15 2 4 12 13 -1 1
3. 14 13 1 1 13 15 -2 4
4, 14 13 1 1 16 14 2 4
5. 18 19 -1 1 12 11 1 1
6. 13 12 1 1 11 12 1- 1
7. 20 19 1 1 10 11 -1 1
8. 17 15 2 4 10 12 -2 4
9. 12 15 -3 9 18 15 3 9
10. 17 15 2 4 10 11 -1 1
Total 27 27
Source: Field Survey, 2015.
Computation of Reliability for Positive Responses:
1- &di? 1-  6(27)
nf-1) = 10(100-1) =1-0.1636 8364 = 0.84
Computation of Reliability for Negative Responses:
1- @&d? = 1- _6(27)

n(n2 — 1) 10(100-1) = 1-0.1697 = 0.8364 = 0.84

Combined Reliability for the Questionnaire:=0.880 = 1.68 = 0.84
2 2

The correlation coefficient of 0.84 shows thatitterument used was reliable.
METHOD OF DATA ANALYSIS

The data were analyzed using the Pearson’s Pradioictent Correlation Coefficient. This was used idear
to determine the nature of relationship that exigsveen the dependent and independent variableagB
2004). The level of significance used was 5% wB8@&6 confidence interval was adopted.

SCORING OF THE INSTRUMENT

The Rensis Likert scoring method was used for tugisg of the questionnaire. The following scalesrav
attached to the research instrument:

5-Strongly agreed,

4-Agree,

3-Undecided,
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2-Disagree and
1-Strongly disagree
DATA ANALYSIS

In line with the hypothesis formulated, data weresented and analyzed using appropriate statistic.
Decision: Accept when mean response is greatarrtean weight, otherwise reject.

Table 4.2.1:Questionnaire Analysis
S/N  Questionnaire ltems Responses
SA A Sb D U N X Di

5 4 3 2 1

franchising (corporate reputation)
1 Corporate reputation stimulate 25 25 24 21 5 100 344 A
customers’ acceptance of your firm

product

2 licenced privilege enhanced activity 26 25 25 24 - 100 354 Ai
the organisation

3 The production/service methods ¢ 35 15 13 37 - 10C 3.4¢ A

really encouraging and suportive

4 The company’'s brand name has lo 21 30 18 29 2 100 3.39 A
gained popularity in your area
business

5 Marketing strategies have being + 19 31 33 12 5 100 347 A
outstanding in your area of business
Firm’s survival (customer loyalty)

6 Customers provide opportunities 21 29 23 23 4 100 340 Ai
correct problems

7 Customers believe your product a 26 24 22 25 3 100 345 A
services are superior to others.

8 Cutomers purchase your produc 26 22 24 22 6 100 345 Al
continually

9 Customers believe in yoL24 21 22 21
product/service’s qualit

10  Your customers do not seek o027 23 22 25 3 100 3.46 A
alternative sources

Source: Field Survey, 2015.

100 324 A

N -

In the correlation test table, the figures in th&gly Agreed (SA) and Agreed (A) wemeerged together
while that of Strongly Disagreed (SD) and Disagréb)l were also merged together to
give X and Y value respectively.
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Table 4.2.2:Correlation Analysis

SIN X Y X ¥ XY

1. 49 46 2401 2116 2254

2. 51 49 2601 2401 2499
3. 50 50 2500 2500 2500
4. 51 47 2601 2209 2397
5. 50 47 2500 2209 2350
6. 50 46 50D 2116 2300
7. 50 47 2500 2209 2350
8. 48 46 2304 2116 2208
0. 45 43 2025 1849 1935

10. 47 43 2209 1849 2021
Total 491 464 24141 21574 22814

Source: Field Survey, 2015.

Product Moment Correlation Coefficient (r) is calcuated thus:
r= Bxy - XXy
VN~ )] INZY - )]
= 10(22841) — (491)(464)
(10(24141)-491(491)) ((10(21574)-(4686Y)
316 = 316 = 0.8268.
146076 382.20

SUMMARY OF FINDINGS

The results of the analyzed data showed a postiye (0.8268). The decision rule states that ifdfigcal
value gotten from the test is more than the ctittfdhe Pearson’s Product Moment Correlation Coiffit,
we should reject the null, otherwise accept. Frbmtable, the critical value for r at N-2 degredreédom,
is 0.632 where N=10. The null hypothesis is theefejected, and states that there is a signifipasitive
relationship between corporate reputation and custdoyalty.

DISCUSSION OF THE FINDINGS/IMPLICATIONS

From the result obtained above, it can be infethed there is a significant positive relationsbigtween
franchising and survival of Aluminium Enterpriseskogi state. This implied that increase in thenffaising
would promote the activities and survival of alurmm firms and vice versa. The result obtained i$irie
with Olu (2011) who assessed Franchising and orgéinhal performance: Empirical investigation of
selected fast food Restaurants in Nigeria and coled that franchising as a business strategy is fas
becoming a thing in Nigerian business arena aigthierefore a good investment opportunity for upca
entrepreneurs

CONCLUSION

Based on the findings of this study, it can be aaaed that franchising is a good source of busisasdegy
that brings the needed relationship between twiienti.e the franchisor and the franchisee). THesus
provides opportunities to acquire technical knowkedbasic modern facilities and a good businesetnark
which are essential to small and medium enterpriz@ghermore, Small and Medium aluminium Entegsis
rely heavily on franchising as a means of survithnchising also creates consumer trust for dacpdat
product since consumers have the behaviour of piatng a brand that is well known to them.
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RECOMMENDATIONS

Sequel to findings and conclusion, the followingaeamendations are made:

1. Training should be encouraged in Aluminium firambarking on franchising in other to createng
lasting relationship between the franchisor anditfwechisee.

2. Franchizees in Aluminium sub-sector should deaffective quality and quantity control measures t
make them meet standards of their respective fiaoch

29



International Journal of Capacity Building in Education and Management (IJCBEM), Vol. 3, No 1, July, R16.
Website: http://www.rcmss.com. ISSN: 2350-2312 (Qine) ISSN: 2346-7231 (Print)
Nzewi, Hope Ngozi; Chiekezie, Obianuju Mary & limmhMuhammed Audu, 2016, 3(1):20-32

REFERENCES

Alon, L. (2007). Economic potential of Internatidf@anchising in Emerging Markets. Franchisechab.co

Aryeetey, N.C. (2012). Small Business Managemerg.Al Houghton Mifflin Company.

Burns & Locke (2004). Qualitative Research. Thedwgthod and Practice. London, Great Britain: Sage
Publications limited.

Burns, P. (2011). Entrepreneurship and Small Bgsindew York: Palgrave.

Carlin T., & Peng C., (2013). Franchising in Indsiae An Empirical Study From Franchisee Perspective
California State University-Fullerton, CalifornidSA.

Carpenter, C. (2003). “SME Finance in Nigeria”. Eapresented for the Roundtable on “Making Small
Business Finance Profitable in Nigeria”. Accesbtai://www.ypforum.org/news-Carpenter.

Carter, S. & Jones-Evans, D. (2000). Enterprise &nthll Businesses: Principles, practice and policy.
Harlow, United Kingdom: Pearson Education Ltd.

Chambarlain, E. (2006). The fast food Business inigeNa [Online] Available:
www.export.gov/comm_svc/eac.

Chukwuemeka, C. (2006). “SME Finance in NigeriadpBr Presented for the Roundtable on “Making Small
Business Finance Profitable in Nigeria”. Accesbktgi://www.ypforum .org/news-Carpenter.

Emerson & Robert, W. (2010). “Franchising and tledl€ctive Rights of Franchisees.” Vanderbilt

Fasua, K . (2006). Entrepreneurship Theory, Stieseand Practice. Jos: Larigahic Printers.

Harrigan, R. (2008). “Joint Ventures and CompetitBtrategies,” Strategic Management Journal, 9:168L

Johnson, J.L. (2009). Strategic integration in stdal distribution channels: managing the intenfir
relationship as a strategic asset. Journal of tedémy of Marketing Science, 57(2), 1-10.

Khanungnit, Ishak, & Hasnah, (2013). Frahcisortatienship marketing an perceived franchos support
franchsors’ Performance: A case of Francise FoadBaverage in Thailand. Journal of Economics,
Business and Management, (1), p. 1.

Konigsberg O. & Alex S. (2009). Around the World thviFranchise Legislation,Franchising World:
http://www.franchise.org/news/fw/mayjune99g.asp.

Micheal, O. (2009), “The Impact of Federal GoverminBeform Programme on the Development of the
SMEs Sector”. A paper presented at the NationaliSamon “Facilitating Easy Accessibility to the
SMEEIS Funds by SME operators. Lagos, 10 — 11, lsécto

National Council on Industry (1991). Franchise ated- The Definitive Resource For Franchisors".
Franchising.com.

Olajide, Ogundele, Adeoye & Akinlabi (2008). “Stamdization and Adaptation in Business Format
Franchising,” Journal of Business Venturing, 146B); 86.

Olu O. & Irefin 1. A. (2008). Franchising and Orgaational Performance: Empirical Investigation of
Selected Fast Food Restaurants In Nigeria. Busingsiigence Journal. (4) p. 2.

Olu O. (2011). Franchising: Hybrid OrganisationAtrangement for Firm Growth and National
Development. Department Of Business Studies Covedaiversity P. M. B. 1023, OTA Ogun
State Nigeria.

Omoniyi, C. K. (2009). Essentials of Research Mdtiogy. Lagos. Godswill Publications.

Onyeyinka, L.O.D. (2008). What Small Business Emteeeurs Expect From Local Credit Agencies and
International Business Facilitators”. Paper presgmt “Business America”. A Forum organized by
the US Commercial Consulate, Lagos, Nigeria, M&gbp. 1 — 10.

Otokiti, S. O. (2004). International Business: Howv Get Started in International Environment, Lagos:
Pumark Nigeria Limited.

Robert, G.A. (2007). “Contemporary Approaches Famancing Micro, Small and Medium Enterprises”.
Conference on SME held at the International ComiggeCentre, Abuja, Nigeria, July 19 — 22, pp.
2-15.

Romer, R. H. (2006). Psychology of the Entreprengub. L. Sexton Kent, C.A., and K. H. Vesper (Bds
Encyclopedia of Entrepreneurship. Englewood CIi3; Prentice-Hall, Inc., Vol. 9 (2), pp. 47-57.

Sen, Kabir C. (1998).The Use of Franchising as a Growth Strategy by WSt&rant Franchisors,”
Journal of Consumer Marketing5(4): 397-407

30



International Journal of Capacity Building in Education and Management (IJCBEM), Vol. 3, No 1, July, R16.

Website: http://www.rcmss.com. ISSN: 2350-2312 (Qine) ISSN: 2346-7231 (Print)
Nzewi, Hope Ngozi; Chiekezie, Obianuju Mary & limmhMuhammed Audu, 2016, 3(1):20-32

The Federal Trade Commission (197Mjsclosure Requirements and Prohibitions Concerriingnchising
and Business Opportunity Venturdé$ C.F.R. Part 436.

Ukpabio, S.A. (2004). “Development of Small Scaket®r, What Role for the Federal Government Nigeria
Banker”, Vol. 17, No. 1.

Uzor, O.0. (2009)Small and Medium Scale Enterprises Cluster Devedmprin South Eastern Region of
Nigeria. Institute for World Economics and International ahhgement, United Nations
Development Programme, Turkey: Problems faced bglamd Medium Enterprises in Turkey pp.
5- 15.

World Bank (2008). The Economic Development of MigieBaltimore: John Hopkins University Press.

Wortman, E.S. (2011). Privatization and Public-BrévPartnerships. New York:Seven Bridges Publisher.

31



International Journal of Capacity Building in Education and Management (IJCBEM), Vol. 3, No 1, July, R16.
Website: http://www.rcmss.com. ISSN: 2350-2312 (Qine) ISSN: 2346-7231 (Print)
Nzewi, Hope Ngozi; Chiekezie, Obianuju Mary & limmhMuhammed Audu, 2016, 3(1):20-32

APPENDIX I: QUESTIONNAIRE

S/N Questionnaire Items Responses
SA A SD D U N X Di

5 4 3 2 1

franchising (corporate reputation)
1 Corporate reputation stimulate 25 25 24 21 5 100 344 A
customers’ acceptance of your firm

product.

2 Licenced privilege enhances activity 26 25 25 24 - 100 354 Ai
the organisation.

3 The production/service methods ¢ 35 15 13 37 - 100 349 A

really encouraging and supportive.

4 The company's brand name haslo 21 30 18 29 2 100 339 A
gained popularity in your area
business.

5 Marketing strategies have be¢19 31 33 12 5 100 347 A
outstanding in your area of business
Firm’s survival (customer loyalty)

6 Customers provide opportunities 21 29 23 23 4 100 340 A
correct problems

7 Customers believe your products a 26 24 22 25 3 100 345 Al
services are superior to others.

8 Cutomers purchase your produc 26 22 24 22 6 100 345 Al
continually.

9 Customers believe in your 24 21 22 21
product/service’s quality

10  Your customers do not seek o027 23 22 25 3 100 3.46 Al
alternative sources

Source: Field Survey, 2015.

100 324 A

N -
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