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ABSTRACT
Franchising is an important organizational form and a less risky strategy to achieve accelerated business growth. Most multinational corporations would prefer to remain domestic but several factors push them into entering foreign markets. This study is to determine how franchising and licensing agreements entry strategy influence business performance in chicken republic. The specific objectives of this study is to examine the impact of franchising and licensing agreements on the growth and expansion of businesses and also, to analyze the role of franchising and licensing agreements in building brand recognition and loyalty. The study adopted agency theory and resource scarcity theories by (Hill &Jones, 2001) and (Lockett, 2005; Nair, Trendowski, & Judge, 2008) also, resource base view by the work of Penrose (1959). It was concluded that the main goal of a firm is to achieve an enduring, better than rival performance (ROI), young firms will franchise heavily at the early state. Franchise will enhance firm survival. That the essential precondition for firm’s performance is the possession of a collection of resources and capabilities that are not available to other firms. A purposive sampling technique was adopted for the purpose of this study that was used to select the respondents which was determined with the use of Taro Yamane’s formula. A self-structured questionnaire was used in the data collection. The research study used frequency percentage in determining the respondent response and chi-square (X2) as a statistical techniques in order to analyze the relationship between two constructs that was franchising and licensing agreements and business performance. The result of the study shows that there was a positive significance of franchising and licensing agreements as an entry strategy on business performance.
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CHAPTER ONE
INTRODUCTION
1.1. Background of the Study
In today’s business world, no one firm possesses all the resources and capabilities necessary to compete effectively. Apparently, the strategic objectives of business organizations are more cost-effectively realized when they collaborate with one another. There are several forms of entrepreneurial collaborations. These include joint venture, contracting, licensing and franchising (Todeva& Knoke, 2005). Of all these forms of collaborations, franchising has in recent years gained a more broad-based acceptance in many countries of the world and across divers industries and sizes of business (Dant, Grunhagen, & Windsperger, 2011; Kosova & Lafontaine, 2010; Larty, 2010).
Franchising is an important organizational form and a less risky strategy to achieve accelerated business growth (Altinay, Brookes, Yeung, & Aktas, 2014;Shane, 2005). It has been noted that although there has generally been upsurge in different forms of inter-firm alliances, franchise has become a powerful form of alliance and important strategic route for internationalization (European Franchise Federation, 2017). Franchising enables firms with proven brand name to scale their operations and achieve superior performance by leveraging external resources (International Franchise Association, 2016). At the same time, the business model provides opportunities to other set of firms (franchisees) to operate an independent business under a well-known brand, thereby reducing their risks of newness (Vaishnav & Altinay, 2009). At the micro level, franchise business model benefits the economy and the society in many ways (HIS Markit Economics, 2017).
Franchising can be described as a contractually based business arrangement between the franchisor who develops a product or service and the franchisee who buys the right to use the franchisor’s trade name and sell that product or service (Khan 2019). Franchising emerged as a significant way of doing business in the second half of the twentieth century, and continued to expand during the 1980s and 1990s, becoming a major force in the United States’ economy. 
There are references in American history to early business relationships which, while possibly not meeting the current  (Federal Trade Commission) definition, were without a doubt, franchise/licensing relationships. These relationships existed in the selling of ware from town- to- town by peddlers, licenses granted for general stores at military outposts, and certain livestock sales and other goods in which exclusive territorial rights were granted to the “franchisees” by the holder of the rights. 
Unfortunately, while the relationship are mentioned in the literature, the names of these early franchise founders and the structure of the business arrangement are not. 
Throughout its long history, there have been four constants that have fuelled growth of franchising, the desire to expand, the lack of expansion capital, the need to overcome distance, and managing people from a distant location. The use of franchising can be traced to the expansion of the church and as an early method of central government control, probably as far back as the middle ages. Some have written that it may indeed date back as far as the Roman Empire or earlier and given the necessity of large territorial controls, coupled with the lack of modern transportation and communication at the time, there is reasonable basis for this assumption.
Franchising was also use in England and Europe, where royalty granted land rights to powerful individuals. In exchange for these land grants, the noblemen were required to protect the territory for the monarchs by establishing an army and were free to set tolls and establish and collect taxes, a portion of which was paid to the monarch. As it was an agrarian society, the control over the land represented enormous power and was the foundation for the feudal system. Much of the colonization and exploration by the British and European powers was conducted under similar “franchise- type relationships.
Franchising, as a business concept, was transplanted into the United States from England and Europe where it was used “commercially” in the tavern and brewery industries. Tavern owners, in exchange for financial assistance from the breweries, agreed to sole purchase agreements with the breweries. The breweries did not exercise any controls over the operation of the local tavern except for the sole purchase arrangement.
 Licensing and franchising are two forms of business agreements typically involve the license of a trademark and the shared use of brand elements, technologies or systems in the operation of a business. License agreements are more limited than franchise agreements and involve the shared – licensed – use of trademark, technology, or business system between businesses that operate independent of one another and use their own individual and distinct brands.
The licence agreement is the most common form of partnership and is the “classic” choice for the owner of a patent. A license is a contract under which the owner of an IP (licensor) grants permission for the use of its IP to another person (licensee), within the limits set by the provisions of the contract. This form of partnership carries numerous advantages and, under a purely business point of view, allows the licensor not to lose contact with his patent and to develop a better commercialization. 
In particular, both partners have an economic advantage as the licensor is not investing in marketing and distribution, and the licensee is not investing in R&D and is not devoting a large amount of money in purchasing the IP before knowing the response of the market.
A franchise agreement is a specie of license agreement that establishes a close, ongoing relationship between the franchisor and franchisee. Very often, the franchise agreement relates to a turn-key business, including trademark know-how and, sometimes, patent licenses and technical assistance. The franchisor grants the franchisee a license to replicate the business and provides them with the know-how and often other resources to do so. The franchisee then builds a business that they own modelled on the successful characteristics of the franchise. The net result is that, as far as the consuming public is concerned, the franchisee is the alter ego of the franchisor.
While franchises tend to be more prevalent for low technology ventures, a number of technology entrepreneurs have successfully leverage their ventures through franchising. These include franchises in a number of different technologies, including technology consulting; computer products, wireless electronics, internet marketing, video games, and ink and toner printer cartridges; photo, video, and web services; IT services; digital document storage; cell phone and wireless device accessories; technology education; technology occulting; computer and electronics repairs, services, and sales; and internet services.
 On the other hand, entrepreneurs tend to be happy as franchisees; a franchisee is working to advance the franchisor’s idea, not their own, and must abide by a set of rules standards and controls set by the franchisor. Franchise agreements are closely regulated throughout the united state and in many countries. 
Franchise agreements are broader than license agreements and, in addition to licensing the use of a trademark, regulate and control the entire branding and operations of franchised businesses that operates under a singular brand and using the same systems, supply chain, and operating procedures.
Information from the International Franchise Association Educational Foundation (IFAEF, 2012) reveals that over one- third of all retail sales in the United States are by franchisees or outlets owned by the franchisers. Products and services sold by restaurant franchising firms were estimated as of 1990, to exceed $64 billion. In the year 1992 alone, franchising across industries amounted to sales of $803 billion, and accounted for 8 million jobs (International Franchise Association, 1996). According to the regulation of franchising in 1994, it was predicted in a study commissioned by the International Franchise Association (IFA) that by the year 2000, 50% of all retail sales in the United States would be by franchises. 
In Nigeria, the first sets of business format franchise outlets started appearing across the country around the year 2003 when Mr Biggs began to grant franchise licenses to interested entrepreneurs (Aderibigbe, Ogban & Oluleye, 2016). Presently, franchise outlets, most especially in the food-service sector, are part of the landscape of the country, creating jobs and contributing to boost the economy of the nation. The industry grew rapidly and the market size is valued at about US$25 billion with an estimate that the industry has the potential to generate over US$100 in annual revenue (Export.gov, 2016).
As a confirmation of the proven potential of the country’s franchise industry, it was reported that between 2010 and 2011 alone, the International Finance Corporation (IFC) invested a total of US$28.5 million in two of the country’s franchised quick service restaurants – Food Concept PLC and Tantalizers (Agu, 2013). Generally franchising is increasingly being accepted in Nigeria at it proven to be a business model that can assist in the development of the country’s SME sector (Ndumanya & Quadri, 2014). This is important because the country is currently struggling with such problems as high rate of startup failures (Elumelu, 2015).

1.2.  Statement of the Problem
Most multinational corporations would prefer to remain domestic but several factors push them into entering foreign markets. Some of these factors are; higher profit opportunities in international trade, need for a large customer base to achieve economies of scale, reduce dependency on any market, counter attacking global competitors in their home markets and global customers who need international service.
Organizations require massive resources of time, energy and personnel on the national level. Adding an international component greatly intensifies the amounts of resources needed; this commitment is staggering and is generally avoided by many domestic businesses. Organizations must consider many factors before going international; among other things it must evaluate its personnel, assets, international experience and the suitability of its product. These factors should be reviewed in terms of the overall short- term and long- term strategic goals and objectives of the firm. Organizations have to review all these factors in order to use the appropriate entry strategy to enter a foreign market.
Franchising is one of the most successful market entry mode in the global hotel industry; licensing can also be found to be used in the hotel industry. 
1.3. Research Questions
To bridge the obvious knowledge gap identified in the previous subsection, the following research questions must be satisfactory answered:
(i) What is the impact of franchising and licensing agreements on the growth and expansion of businesses?
(ii) What is the relationship between franchising and licensing agreements in building brand recognition and loyalty?
(iii)  What is the impact of franchising and licensing agreements on revenue streams and financial performance of businesses?
(iv) What is the effect of franchising and licensing agreements on new markets and its contribution to business performance?
1.4.  Research Objectives
The major objective of this study is to investigate the effect of franchising and licensing on business performance. Other objectives are to;
(i) to examine the impact of franchising and licensing agreements on the growth and expansion of businesses.
(ii) to analyze the role of franchising and licensing agreements in building brand recognition and loyalty.
(iii) to investigate the impact of franchising and licensing agreements on revenue streams and financial performance of businesses.
(iv) to access the effect of franchising and licensing agreements on access to new markets and how this contributes to business performance.


1.5. Research  Hypotheses
The following hypotheses are formulated for this research:
(i) There is a positive impact of franchising and licensing agreements on the growth and expansion of businesses.
(ii) There is a significant role of franchising and licensing agreements in building brand recognition and loyalty.
(iii) There is a positive impact of franchising and licensing agreements on revenue streams and financial performance of businesses.
(iv) Franchising and licensing agreements as a positive effect on accessing new markets.
1.6.  Significance of the Study
The study of franchising and licensing agreement as an entry strategy on business performance is important because it can help businesses to understand how franchising and licensing agreement can be used as they offer opportunities for growth and expansion, brand recognition, and access to new markets. 
Franchising and licensing agreements allow businesses to expand their operations quickly and efficiently. Franchisees and licensees can use their own capital to open new branches. It also offers businesses the opportunity to build brand recognition and loyalty. 
Overall, franchising and licensing agreements can be an effective way for businesses to grow, expand, and improve their performance. However, it is important to carefully consider the terms of agreement and ensure that it aligns with the business’s long term goals and objectives. In addition, this study can provide insights into broader issues related to business growth and development and help policy makers and other stakeholders understand the problems and opportunities facing a franchise and license businesses.

1.7. Scope of the  Study
The geographical scope of this study is any multinational company in Kwara state, Nigeria. Preferably, in the restaurant industry. The study shall revolve strategically around selected multinational corporation in  Kwara state,Nigeria.
1.8. Operationalization
X = franchising and licensing agreements
Y= business performance
FRANCHISING AND LICENSING AGREEMENTS (INDEPENDENT)
X1=operations and management
X2= legal and regulatory environment
X3= type of franchise and license
X4=franchisor and franchisee characteristics
BUSINESS PERFORMANCE (DEPENDENT)
Y1=profitability
Y2=revenue
Y3=market share
Y4=employee satisfaction
1.9.  Operational definition of terms
Business: business can be said to be an economic activity which is related with continuous and regular production and distribution of goods and services for satisfying human wants. 
Performance: this refers to the ability of a system, machine, person, or organization to carry out a specific task or function effectively and efficiently. 
Franchising: franchising is a business model in which a company (the franchisor)  grants a license to another party (the franchisee) to use its trademark, operating system, and business model in exchange for an initial franchise fee and ongoing royalty payments. 
Licensing: licensing is a legal agreement between two parties in which one party (the licensor) grants permission to the other party (the licensee) to use its intellectual property, such as patents, trademarks, or copyrighted material, in exchange for a fee or royalty payment. Licensing allows the licensee to use the licensor’s intellectual property without having to develop the technology or content themselves. 
Agreement: agreement is a mutual understanding or arrangement between two or more parties regarding a particular matter. An agreement can be formal or informal and can be expressed verbally or written.
Business performance: it refers to the ability of a company or organization to achieve its goals and objectives effectively and efficiently. Business performance can be measured using a range of metrics such as financial performance, customer satisfaction, employee engagement, and productivity.
Business expansion: business expansion refers to the growth of a company by increasing its operations, customer base, or geographic reach. 
Employee satisfaction: this refers to the level of contentment or happiness an employee experiences with their job and work environment. Research as shown that employee satisfaction is an important predictor of various organizational outcomes, such as employee turnover, productivity, and job performance. 
Licensing agreements: it is a legal contract between two parties, where the licensor grants the licensee the right to use or sell their intellectual property, such as patents, trademarks, or copyrights, for a specific purpose or period of time, in exchange for payment of royalties or other compensation.
Franchising agreements: it is legal contract between two parties, where the franchisor grants the franchisee the right to use their business model, brand, and intellectual property, in exchange for payment of fees and royalties, and adherence to certain standards and guidelines.
Profitability: profitability refers to the ability of a business to generate profits or financial gains over a certain period of time. It is a measure of the efficiency and effectiveness of an organization’s operations and financial performance, and is a key indicator of its overall success.

Franchisee: a franchisee is someone or entity that is granted the right to operate a business using the trademark, products, and business systems of a franchisor. 
Licensee: a licensee is a person or entity that has been granted the legal right to use a particular product, service, or intellectual property by the owner of that product, service or intellectual property.
Licensor: a licensor is someone or entity that owns a product, service, or intellectual property and grants another party the legal right to use that product, service, or intellectual property under certain terms and conditions.
Franchisor: a franchisor is a company or individual that owns a business system and grants the right to use its trademark, products, services to another party, known as the franchisee.


CHAPTER TWO
LITERATURE REVIEW
2.0. Preamble 
This chapter reviews prior studies related to franchising and licensing agreement and business performance which has been scrutinized by various researchers, who were interested in the subject matter. However, this chapter of this research study is centred on the conceptual review, theoretical framework, empirical review and gap in literature. 
2.1. Conceptual review
2.1.1 concept of franchising 
According to Hollensen (2004) and Paliwoda & Thomas (1998), franchising is a marketing- oriented method of selling a business service, which is often to small independent investors with working capital but have limited or no business experience.
In today’s highly competitive and fast-paced business environment, success requires that entrepreneurs possess an efficient model for products and/or service distribution as well as business expansion. Franchising has proven to be that kind of model (Selden, Gipson and Parker, 2008). It is rapidly developing means for distributing goods and services around the world.
According to McAuley (2001), franchising has enabled many business men and firms to develop large brands around the world. “ it is almost like an umbrella term which is used to mean anything from the right to use a name to the total business concept. All of us have heard of booming franchise business. Every other day we witness increasing number of franchise food chains in malls or popular marketing hubs.
 A franchise is a right granted to an individual or group to market a company’s goods and services within a certain territory or location. In other words, when a company decides to distribute its products or services to an independent third party operator on a contract basis, it is known as franchise business. In today’s cut- throat competition market everyone wants to stay ahead in the race. One of the ways to get an advantage over the competitors is by indulging in franchise business.
 	A franchise is an agreement or license between two parties, which gives a person or group of people(the franchisee) the rights to market a product or service using the trademark of another business(the franchisor).
Franchising can be defined as a contractual agreement between two parties (franchisor and franchisee) for the purpose of organizing and managing business, where the parties are mutually benefitted. Franchise is one form of exclusive retailing. It is in fact, is not just a method of retailing. It is a method of marketing which is lying between entrepreneurship and employment. A franchisor is an independent business person who abides by the marketing plan of the financier and pays him a fee for the use of his brand and know-how.
The concept of franchising can be understood as license type transactions. In India, all the contracts come under the purview of the Indian Contract Act, 1872, which is based mainly on the English Law Principles. According to the International Franchise Association(IFA) of America, “ A franchising operation is a contractual relationship between the franchisor and franchisee in which the franchisor offers or is obligated to maintain a continuing interest in the business of the franchisee in such area as know-how and training ;wherein the franchise operates under a common trade name, format and procedure owned and controlled by the franchiser, and in which the franchisee has or will make a substantial capital investment in his business from his own resources”. 
From the above definition it can be interpreted that:
i. Franchising all about issuing an agreement for a specific period of time.
ii. Both parties must be mutually beneficial to each other.
iii. Emotional bond has to exist between the franchisor and franchisee to maintain and develop the long-term relationship of the business.
Why franchising?
i. Boom in real estate prices
ii. Fostering the spirit of entrepreneurship skills.
iii. Growing legal formalities
2.1.2 Advantage of franchising 
 Franchising delivers a number of beneficial outcomes to not just the franchisors and the franchisees, but also the larger economy. For franchisors, it is a great strategy for business growth and development as it provides a cost- effective mean for accessing new markets and securing valuable competitive advantage (Rahatullah & Raeside, 2009). The franchisor benefits through the opportunity for rapid expansion with minimal capital investment ( Altinay & Brookes, 2012; Altinay et al.; Lim & Frazer, 2004).
Through franchising, franchisors gain maximum brand exposure while minimizing business risks (Lim & Frazer, 2004). These are achieved by having access to cheap resources in the form of capital and managerial talents of franchisees (Altinay et al., 2014;;Dant, Waven, & Baker, 2013). More so, the initial franchise fees and regular royalties shore up the revenue base of the franchisor (Frazer, Merrilees, & Wright, 2007). This is why it is often argued that compared to establishing a company- owned outlet, franchising is more efficient way of expansion as the incentive system in the business model is better aligned (Micheal & Combs, 2008 ).
According to Hollensen (2004): “franchising is especially well suited to service and people- intensive economic activities, particularly where these require a large number of geographically dispersed outlets serving local markets”.  Companies using franchising as the market entry strategy will be able to develop new and distant international markets quickly. Therefore, “the original business idea is maximized with the minimum of investment” (McAley, 2001).
On the other hand, franchisees benefit by securing the right to operate an independent business under a reputable and tested business system (Altinay et al., 2014). since it is presumed that most top franchised business have had several track record of success and profitable operations prior to franchising (Frazer, Marilees & Wright, 2007), franchisees would benefit by way of the extra relative peace of mind investing in a less risky business venture. In addition, the training and other supports offered by the franchisors are always invaluable to franchisees and could help greatly in setting their businesses up for success (Binh & Terry, 2013).
Paliwoda & Thomas (1998) stated that franchising provide a flexible business structure, a level of independence. Franchisees will enjoy the benefit of having tried and tested of their business ideas. They will have motivation to run the business because they need to pay an annual fee to franchisors and gain more profit. In addition, franchisees will gain their management knowledge and technology from the franchisors because franchisors will provide the managerial assistance, training program and share the business know-how. Franchisees will also gain their experiences during the franchise period and the process to meet franchisors’ requirements.
Franchising reduces the risk of starting a new business for the franchisee as it receives a business operational procedure that has been testified already. It also provides the franchisee with an internationally recognized brand and sometimes a world famous reputation of an established industry chain.
On its benefits to the larger economy, franchising has been termed as an enabler of economic growth ( IHS Markit Economics, 2017). Beyond being a globally accepted, profitable and ever-growing model for rapidly growing a business (Dant, 2008;Kosova & Lafontaine,2010), franchising is a veritable tool for the promotion of entrepreneurship (Bevis, 2015) and a viable instrument for enhancing the overall performance of an economy (Binh & Terry, 2013; European Franchising Federation, 2017; IFA, 2015; IHS Markit Economics, 2017).
According to the European Franchise Federation (EFF), franchising boosts national and global economies in many ways. This include creation of enterprise and small business owners; facilitation of dynamic and efficient system of enterprise growth; it increases survivability and growth of start ups; it acts as a natural vector for cross-border trade and generation of foreign exchange; it facilitates transformation, modernization and professionalization of traditional occupation; it promotes acquisition of entrepreneurial skills and encourages healthy competition among businesses (European Franchise Federation, 2017).
More specifically, franchising has been found to be a proven solution to the many challenges of SMEs development (Frazer, Weaven & Grace, 2014; Nasri, 2014). For developing countries, franchise business model is particularly relevant as the franchisors’ provision of tested system accompanied with training and ongoing supports go a long way in developing the SME sector (Binh & Terry, 2013). In addition to training and general hands-on technical and managerial guidance to franchisees, some franchisors provide such other assistance as financing (Shane, Shankar, & Aravindakshan, 2006), advertising, marketing and brand management (IFA, 2014).
Thus, franchise business model not only benefits the two parties that are directly involved, it is highly beneficial to a country’s economy. The overall impact of the industry could be seen from its contribution to job creation, boosting of national productivity and wealth creation. Franchise industry is a major contributor to the GDP of some nations and it has been noted that the industry generates jobs faster than most other industrial sectors in many advanced and developing economies (IFA, 2015).
2.1.3 Disadvantages of franchising
One of the main problems of franchising is the regulation in host countries which including transfer of money, payments of franchise fees and the restrictions on franchise agreement. The early entrants who use franchising faced too many problems that is cause by the undeveloped franchising legislation. The bureaucracy of the governments in host countries will be threats for franchising as well (Paliwoda & Thomas, 1998). 
Franchisors may face the operation, communication and quality problems because of the less control of franchisees.  Franchisees are often required to adhere to specific guidelines and standards set by the franchisor, which can limit their ability to make independent decisions about their business. According to McAuley (2004), individual franchisee’s variable quality of service provided to consumers may negatively reflect a bad image of poor quality of service to the franchisor’s brand as a whole. Franchisees take the advantages of the brand reputation from franchisors but not share the profit with franchisors. Franchisees care for the profit more than brand reputation which is very important for franchisors. The way franchisees seeking for profit may damage the brand reputation. Therefore, the cost of protecting goodwill and brand name will be increased.
Paliwoda & Thomas (1998) stated that the franchisees may become the future competitor to franchisors because they learn knowledge and technology from franchisors. They may be able to set up a new business which maintains the quality as well as franchisors. Franchisors need to use different packages flexibly. Therefore, the cost of creating an internationally recognized package of products and services will increase. However, in some industries which require high level of grouping will not has much impact on this point.
Franchisees must typically pay ongoing fees and royalties to the franchisor, which can eat into their profits and limit their ability to reinvest in their business. Some franchisors with weak study on target market might operate new business in new market without planning. Also, when the franchisors lack of local knowledge, franchisees might force to meet the franchise requirements which is not suitable to the local culture. In a franchise contract, franchisees need to pay a sum of money annually and the franchise contract usually last for a few years. Therefore, franchisees will not be able to keep or reap profit even they work on it. In addition, franchisees will lack of independence in decision making because franchisors still control the R&D and marketing functions.
Franchising is governed by a complex set of legal and regulatory requirements, which can be difficult for entrepreneurs to navigate.  For most franchisees, the most frustrating challenge that they face is that they must follow the restrictions laid out in the franchise agreement. The franchisor can exert a degree of control over the majority of the franchise business and decisions made by the franchisee. These restrictions are put into place to maintain uniformity between the different franchises and the overall brand, but they can also be frustrating and feel limiting for the franchisee.
There is huge risk in reputation by allowing other businesses to use their names; if other franchisees in the system perform poorly, it can negatively impact not only the reputation of the franchisee but on the entire franchise brand. Thus, there is a risk in allowing others not directly connected to the business to use the business name and trademark.
2.1.4 Types of franchise
 There are five popular types of franchising identified in the literature and these include, product manufacturing, product distribution/dealership, business format franchising, trademark license and promoter (e.g. Anwar, 2011; Dant et al., 2011; Gillis, 2007; Mohd Harif, 2002). Taken from the last, while trademark franchising is an arrangement where a franchisee sells franchisors’ goods or services for commissions, promoter franchising is characterized with franchisors provision of facilities and supports to franchisees who in turn purchase goods from franchisors for resale (Mohd Harif, 2002). These last two are not practiced in Nigeria and they also do not suit the definition of franchising in this study. The first three are commonly practiced in Nigeria and are thus discussed.
Business format franchises: is the most common type of franchise. In this type of franchise a company expands by supplying an established business concept/format, including its brand name, symbol, and/or trademark to independent business owners. In this arrangement, the franchisee acquires the right to use or follow a business format and also the best practices and processes associated to it. Examples are fast food restaurants like McDonald’s, Domino’s pizza, and KFC. Such franchisees maintain the design and styling aspects determined by the franchiser in their retail environments, ranging from the product offered to store design, ambience, atmospherics, and internal infrastructure to service standards to deliveries.
Product distribution/dealership: product distribution franchising involves only the licensing of a brand name to a third party firm to transact an independent business (Killion, 2008). It is purely a franchise relationship where one company or person – called the supplier, mandates another – called the dealer, to sell the product and or service of the former (Odunsi, 2015). In product distribution arrangement, the dealer may or may not necessarily use the complete system of the supplier (Gillis, 2007). Example of this arrangement can be seen in the automobile industry where an auto dealer is allowed to run his own independent dealership using the name of the auto manufacturers whose cars he/she distributes. Other examples include dealership relationship between major Nigerian household goods dealers and international fast-moving consumer goods manufacturers like Procter and Gamble and Unilever. The companies that are engaged in this type of franchising in Nigeria include Peugeot Automobile Nigeria, Coscharis Motors, Unilever Nigeria, Danhausa Nigeria and so on.
Product manufacturing in this type of franchise, franchiser offers the right to produce and sell goods to a manufacturer under its brand name and trademark. This type of franchise is generally popular among food and beverage companies. For example, soft drink bottlers and canners often obtain franchise rights and soft drink companies to produce, bottle, and distribute soft drinks. The major soft drink companies supply the concentrate to them, which are further processed, packed and distributed by the regional manufacturing franchises. One example is Gemini Distilleries Pvt. Ltd, Goa, a manufacturing franchise of Bacardi Ltd for manufacturing of winery products.
2.1.5 Franchising in Nigeria 
Business format franchising in Nigerian is still at its infancy as the industry only recently started to attract the attention of international investors and foreign franchise brands (Odunsi, 2015). However, there are many factors that indicate that with the right environment, the country could become a dominant player in the African franchise market. Just like other African countries, Nigeria could benefit from the renewed interest of international franchise brands in exploring the African markets (FASA, 2017). Given the country’s huge population of more than 170 million people, growing middle class, increasing purchasing power and high taste for recognized brands, there is a high chance for franchise business to thrive and achieve higher returns in Nigeria (Aderibigbe et al., 2016). More so, over the last two years, there have been renewed efforts on the part of the government to improve the general environment for doing business in the country and the newly launched Economic Recovery and Growth Plan is expected to have positive impact on food and retail sectors of the country (Buhari, 2017). All these are factors that will boost the franchise industry in Nigeria.
Perhaps due to the above indicators, the United States of America in particular has been tracking development in the Nigeria’s franchise industry. A survey by the US Commercial Service in 2010 valued the market size of the industry at about US$25 billion (Agu, 2013). The same survey estimated that the Nigerian franchise industry was a potential market of over US$100 billion in annual revenue (Agu, 2013). 
Product distribution franchise has been in the country since 1960 and this is commonly found in such sectors as automobile (Ford, Peugeot, Toyota etc.), petroleum (Mobil, Total, Texaco etc.) and beverages (e.g. Coca-Cola, Pepsi etc.) (Aderibigbe et al., 2016). The business format mode has witnessed significant growth over the last few years with growing number of international brands establishing outlets in the country. The list of international brands currently operating in Nigeria include KFC, Steers, Chicken Licken, Hawthorn Suits, Hilton, Avis Car Rentals, Signarama, Tutti Frutti, Crestcom, Cold Stone Creamery, Hard Rock Café (Export.gov, 2016). Famous Brands of South Africa recently acquired a 49% stakes in Mr. Biggs – one of the indigenous franchise brands (Nairametrics, 2015).
Thus, the above discussion on the Nigerian franchise industry has indicated that the industry is still emerging and there is high potential for growth in the future. However, it is apparent that for ease of doing business, laws governing the industry have to be streamlined. It is expected that this concern will be addressed when the franchise bill currently in the national legislative house becomes a law.
2.1.6 Concept of licensing 
Licensing is an agreement that permits a foreign company to use industrial property, technical know-how and skills, architectural and engineering designs, or any combination of these in a foreign market.” (Onkvisit and Shaw, 2004) The industry property will include the trademarks, copyright and patents. The licensing agreement will also include the feasibility studies manuals, technical advice from licensors (Onkvisit and Shaw, 2004; McAuley, 2001; Paliwoda & Thomas, 1998). The licensors will use these elements in return for a lump sum payment and royalty which will be based on a percentage of sum payment and an annual royalty (McAuley, 2001).  Different from franchising, licensing concerns with just one part of the business while franchising is an all-encompassing strategy compared to licensing (Perkins 1987; Yong et al. 1989).
2.1.7 Advantages of licensing
Authors such as Onkvisit and Shaw (2004), Jeannet and Hennessey (2004) stated the advantages and disadvantages of licensing. The analysis follow will be based on their theory. 
When a company finds exporting ineffective but is hesitant to have investment abroad, licensing can be a reasonable compromise (Onkvisit and Shaw, 2004). When the government in the host country has strict regulation on foreign direct investment or high political and commercial risk, company can use licensing to avoid the risk. Licensing is a way of protecting companies’ patent or trademark whether the companies want to leave the target market for a short term or forever. Companies will use licensing also when there are tariff or non-tariff barriers in the host country. Licensing is a strategy which involve international production and gain market share but with no direct investment and major investment. This also benefit the Small Medium Enterprises who desire to enter foreign market but with limit financial, managerial or marketing expertise for international investment.
Hollensen (2004) stated that companies may use licensing if the product is at the end of the product life cycle in the advanced countries. Because the technology of the product still advance in some developing countries even if it is expired in developed countries. Therefore, licensing can extend the product life cycle. The technology that licensors provide to the licensees may not have high margins from licensors’ accepts but still valuable for the licensees. Therefore, licensors still gain profit from the royalty income even if it is not high. 
From licensees’ aspect, licensing can improve the net cash flow in short term but lower profit in the long term. According to Hollensen (2004) : “over-licensing can increase income in the short run, but in the long run it may mean killing the goose that laid the golden egg”. Because licensees may gain the advance technology from licensors and produce the products with higher technology. Also, this will reduce the technology development time and cost for the licensees. Hollensen (2004) stated that lower development costs, quicker access to new technology and relatively early cash flow are the attractive benefit of licensing.
2.1.8 Disadvantages of licensing
Licensees may become competitors of the original licensors as they gain the technologies from licensors (Hollensen, 2004; Jeannet and Hennessey, 2004; McAuley, 2001). However, licensors may also gain access to the licensees’ technology and product. “What licensors seek to do, therefore, is to protect the most secret part of their technology by continuing to export that particular component which embodies stat-of-the-art technology.” (Paliwoda & Thomas, 1998) 
A major disadvantage of licensing is that licensors mainly depend on the royalties from licensees. However, if the performances of sales are not good enough, licensors may face a financial problem because the royalties are usually paid according to the percentage on sales only (Jeannet and Hennessey, 2004; Paliwoda & Thomas, 1998).
Another problem is the less control on the licensees may lead to the poor performance of licensees. Problems may rise if the licensees market a product with lower standard quality, which may be a challenge to the licensor’s brand image. 
In addition, Brooke, M.Z. (1986); Hollensen (2004) stated that the negotiation cost with licensees and local governments are costly and protracted often. Other limitations include the feedback and loyalty from licensees is limited. These will not be beneficial for licensor’s R&D and studies on the target market. It may not be good for licensors to set up the future strategies.
2.2 Theoretical review
The theoretical framework introduces and describes the theory which explains why the research problem under the study exists.
The two commonly used theories in franchise research are agency and resource scarcity theories (Alon et al., 2017). Resource-based view is also being increasingly used to explain franchising realities (e.g. Gillis, Combs, & Ketchen, 2014). Given the call to deepen the theoretical base of franchise research (Combs et al., 2011) resource-based theory is found to be more relevant to the research issues identified for exploration in this study. Nonetheless, a brief explanation of agency and resource scarcity theories is given, with a highlight on why they are not found suitable for explaining the issues being currently investigated. 
 2.2.1 Agency Theory 
Agency theory essentially explains the two individuals – the principal and the agent, whereby the principal hires the agent to relationship between undertake some services on his/her behalf for certain agreed considerations/rewards (Hill & Jones, 2001). The basic assumption of agency theory is that the interests of the principal and that of the agent are not usually the same (Gillis & Combs, 2009). So, in order for the principal to reduce the negative effect of divergence of interest with the agent, he or she has to institute some incentives for the agents (Doherty and Alexander, 2006; Hill & Jones, 2001).  


Table 1.1

Key Assumptions and Predictions of Agency, Resource Scarcity and Resource-based Theories

	Theories 

	Key Assumptions 
	Key Predictions 

	Agency Theory 
	
Parties in a relational exchange are self-interested and rational. 
Corporate outlet managers exhibit shirking behaviour. 
Franchisees potentially free ride on the brand name. 
It is costlier to deal with company employee (vertical agency cost) than franchisees (horizontal cost). 

	
Being residual claimants on profits motivates franchisees. 
Efficient franchising results in better performer. 
Franchising is more appropriate than company-owned option when monitoring cost is high and when it is not so easy to free-ride. 


	Resource Scarcity Theory 
	
Franchising makes it easier to acquire capital and managerial resources (e.g. money, talents or skills). 
It is more profitable for firms to own their distribution outlets than to franchise them. 
Minimum efficient scale is a survival imperative for business firms. 

	
Younger firms will franchise heavily at the early years. 

Firms will ultimately own all units as they mature by repurchasing all franchised units. 

Possibility of survival can be enhanced through franchising. 




	Resource-Based Theory 
	
Better performance is the main goal of every firm. 
The condition for better performance is the possession of a collection of resources and capabilities. 
That resources and capabilities result in sustainable performance only if they are firm specific. 

	
Deficiency in resources will lead to poor performance. 

Firms with valuable and rare resources will perform better. 

Firms with non-imitable and non-substitutable resources will sustain better performance. 




More so, because of the twin problem of adverse selection and moral hazards (Eisenhardt, 1989), the principal needs to ensure that only well qualified and capable hands as well as those requiring little supervision are engaged (A. E. Akremi et al., 2015; Boulay, 2010; Michael & Combs, 2008). Another way to overcome agency problem is to increase or restructure the firm’s incentive systems in ways that align the interests of both the agents and the principal (Bryant, 2011). It is believed that finding this balance within a corporate structure is challenging as the costs involved could prove prohibitive (Alon et al., 2017).
Meanwhile, franchising is seen as a useful framework for addressing the above mentioned agency problems that are often associated with outlet managers (Michael & Combs, 2008). First, in term of problem of adverse selection (wrongly hiring people because they exaggerated their talents), it is believed that franchising addresses this problem in the sense that franchisees who join a franchise system are reasonably confident that they have the requisite skills and capabilities to run the business (Gillis et al., 2014). And in terms of moral hazards (not exalting maximum commitment and energy for company’s success), franchising resolves the problem by giving franchisees high amount of incentives which keep them aligned and committed (Perdreau, Le Nadant, & Cliquet, 2015).
 Another way in which moral hazard problem is resolved is due to the fact that the business model offers a level of independence to franchisees (IHS Markit Econonmics, 2017) which enables them to take actions and decisions that satisfy their psychological needs for achievement and success. More so, franchisees are the primary beneficiaries of the residual profits made by their outlets and so they are more likely to work harder for the success of their outlet than a company manager would (Kotliarov, 2013; Weaven & Frazer, 2006). 
Thus, given the above discussion, it is clear that agency theory is most helpful when explaining reasons for franchising particularly from the franchisor’s perspective (Gillis & Combs, 2009). It is however not so appropriate for explaining other issues in the field (Combs, Ketchen, & Short, 2011) such as influencing factors for franchisees success which this study focuses on. On this basis, the theory is not found suitable and thus not adopted for the investigation. 

2.2.2 Resource Scarcity Theory 
Resources are critical for firm’s performance, survival and growth (Lockett, 2005; Nair, Trendowski, & Judge, 2008). Resources include human, physical and organizational assets (Barney, 1996). While established and older firms have access to rich amount of each of these resources with which they can pursue various strategies and achieve their corporate objectives, young firms on the other hand are generally resource-constrained (Carney & Gedajlovic, 1991; Castrogiovanni, Combs, & Justis, 2006). It is this paucity of resources that forces young firms to search for external opportunity for growth (Madanoglu et al., 2017). Franchising offers such an opportunity to overcome resource constraints and access external assets for rapid expansion (Carney & Gedajlovic, 1991; Oxenfeldt & Kelly, 1969). The theoretical basis that is often used to explain this phenomenon is resource scarcity theory. 
According to the theory, firms franchise when internal resources are not enough to satisfy desire to achieve economies of scale in advertising and promotion (Castrogiovanni et al., 2006). The key prediction of resource scarcity theory according to Alon et al (2017) as illustrated in table 1.1 above include that;
(I) Franchising will enhance firm survival 
(II)  Young firms will franchise heavily at the early stage and that 
(III)  Franchised systems will ultimately become purely
The resource scarcity theory of franchising was popularized by Oxenfeldt & Kelly (1969). According to the authors, the central proposition of resource scarcity theory of franchising is that the growth of young firms are constrained by lack of resources. These firms would therefore seek or accept individuals or other firms that have human and financial resources to expand, grow and achieve scale economies. The firm would continue to use franchising up to the point when it can generate enough resources to achieve scale and competitive advantage. The firm will at this point not only stop franchising, but also start pursuing ownership redirection by acquiring successful franchised outlets and converting them to wholly company-owned (Castrogiovanni et al., 2006; Oxenfeldt & Kelly, 1969). 
Meanwhile, according to Castrogiovanni et al (2006), although resource scarcity is a dynamic theory, its application in franchise research is typically confined to three issues, all of which apply to franchisors. These are: to assess general resource endowments of the system; to examine specific indicators of resources which include age, size and growth of the system and thirdly to analyze franchisors motive for franchising. More so, results of empirical studies so far conducted through the lens of resource scarcity has largely been mixed (Combs et al., 2011b), making it difficult to verify the reliability of the theory as an explanatory framework for franchising reality.
From the foregoing, it is clear that just like agency theory, resource scarcity theory focuses on franchisors and it is often used to explain propensity to franchise. It has a limited application and it appears inappropriate to explain success factors and/or consequences of franchising (Castrogiovanni et al, 2006; Combs et al. 2011; Combs et al, 2011). As such, this theory is not considered relevant for this study.
Thus, given the central arguments of both agency and resource scarcity theories, it is apparent that they both address franchise realities from the perspective of franchisors. This present study focuses on franchisees and therefore, agency and resource scarcity theories are not suitable as theoretical underpinning. The next section discusses the resource-based view which is believed to be a more appropriate explanatory framework for explaining issues in franchisees performance (Stanworth, Stanworth, Watson, Purdy, & Healeas, 2004). 
2.2.3 Resource-Base View (RBV)
The relevance of resources in the enduring performance of a firm has long been espoused in the literature. The work of Penrose (1959) marked an important epoch in the discussion of the critical importance of resources in the performance of a business firm. Much of what is today known as the resource-based theory is credited to Penrose’s work which posits, essentially, that the performance of a firm, in form of return on investment (ROI) or growth, can be achieved through optimal combination of internal and external resources (Lockett, 2005). 
The Resource-Based Theory (RBT), otherwise called Resource-Based View (RBV) is a theoretical perspective that gives structure to Penrose’s ideas and emphasized the relevance of different types of resources in the firm’s attempt to achieve a sustainable competitive advantage (Rugman & Verbeke, 2002). It provides an explanatory framework for advantages accruable to a firm that controls a unique collection of location, human, material and organizational resources (Rindova & Fombrun, 1999). 
RBV was first popularized by the seminar work of Wernerfelt (1984) who argued that instead of the hitherto product-based analysis of the firm championed by Porter (1979), it is more useful to analyze firms’ ability to earn rent (above average performance) by looking at their resource endowment. However, scholars (e.g. Arend & Levesque, 2010; Newbert, 2007; Priem & Butler, 2001) believe that it is the various works of Barney (e.g. Barney 1991, 1996, 2001) that influence understanding of the modern RBV. 
 According to Barney (1991) (cited in Priem & Butler, 2001), there are two elemental assumptions that are central to the theoretical proposition of RBV. First, that resources are heterogeneously distributed among firms operating in a particular industry and second, that resources are imperfectly mobile, that is, it is expensive to transfer them from one firm to another. Based on these foundational assumptions, four implicit prescriptions of RBV can be drawn and according to Rugman & Verbeke (2002), these prescriptions include: 
i. That the main goal of a firm is to achieve an enduring – better than rival – performance (ROI).
ii.  That the essential precondition for firm’s performance is the possession of a collection of resources and capabilities that are not available to other firms 
iii. That resources and capabilities result in sustainable performance only if they are firm specific (i.e. imperfectly mobile). 
iv. That innovation in the process of configuring resources can enhance sustainable or enduring performance.
Central to RBV is the concept of resources. According to Barney (1991), a firm’s resources consist of assets, knowledge, capabilities, attributes, processes, information etc. which enable it to initiate and execute action plans that enhance its effectiveness and efficiency. Resources could be broadly categorized into physical capital resources, human capital resources and modest overall empirical support (Newbert, 2007). Given the versatility of RBV, it is no surprise that it has been widely applied in many fields of studies including strategic management (Newbert, 2007), competitive advantage (Lewis, Brandon-Jones, Slack, & Howard, 2010), information system research (Wade & Hulland, 2004), diversification research (Nath, Nachiappan, & Ramanathan, 2010), tourism excellence research (Denicolai, Cioccarelli, & Zucchella, 2010) and even film industry research (Miller & Shamsie, 1996). RBV is believed to be ‘one of the most widely accepted theories of strategic management’ (Newbert, 2007) and apparently, it has generated immense interests among scholars and practitioners. 
Moreover, regardless of the wide acceptance of RBV, it has received its share of criticism just like every theory that have sought legitimacy. The most robust critique of RBV as well as counter responses and dialectics can be found in the interesting intellectual exchanges between(Priem, 2001 & Butler, 2001) and (Barney, 2001; Makadok, 2001). Essentially, RBV especially as espoused by Barney (1991) has been criticized on two major grounds by Priem & Butler (2001) viz. that the theory is tautological and that it lacks practical application. These criticisms and counter responses from Barney (2001) are discussed below. 
Citing Popper (1959)’s falsifiability requirement, Priem & Butler (2001)’s major criticism of RBV is that the theory is tautological in the sense that its empirical content – its propositions – are untestable. 
The authors argue that the cardinal proposition of RBV that “valuable and rare organizational resources can be a source of competitive advantage” does not need to be confirmed by any data, it is true by definition. Barney (2001) however dismissed this criticism arguing that Priem & Butler (2001) merely based their criticism on one part of the theory – the definitional part – to reached the conclusion that it is tautological. Barney further argues that if this were to be the case, every other theories including Porter’s ‘industry attractiveness model’ and ‘transaction cost economies’ would be termed as tautological as well, and they are not. 
The second major criticism of RBV by Priem & Butler (2001) has to do with the practical strategic management use of the theory. The authors argue that “simply advising practitioners to obtain rare and valuable resources in order to achieve competitive advantage and, further, that those resources should be hard to imitate and non-substitutable for sustainable advantage, does not meet operational validity criterion”(Priem & Butler, 2001). Their contention is that there should be a prescription that specifies how to measure each resources on the focal characteristic of value, rarity, imitability and non-substitutability, arguing that without this system of ‘parameterization’, the prescription of RBV may not be very useful for managers. In response, Barney (2001) acknowledges that some of the attributes of resources are indeed not amenable to managerial manipulation, but however argued that non-manipulability of resource attributes in itself is not a limit to practical use of RBV. Barney (2001) spelt out three specific applications of the logic of RBV. 
First, managers who are currently strategically disadvantaged can use the logic to identify and mobilize critical resources that can help them move to par with those who presently enjoy advantage. This can be done through either imitation or substitution.
 Second, RBV can help managers to bridge the gap between manifest and latent potentials of their resources to achieve superior performance. Some managers have resources that are capable of earning high rents but are yet to fully deploy these resources. The author argued that RBV logic can help this group of managers to get the best out of their resources.
 And lastly, RBV logic can enable firms to deliberately develop and protect current resources that have the potentials to be valuable, rare, imitable and non-substitutable. 
Thus, the foregoing discussion demonstrates that RBV is a versatile theory for explaining the interconnection between resources and firm performance.
2.3 Empirical review
 In a study conducted by Mary A. Achola (2016) with the title, Franchising as a Market Strategy By Kentucky Fried Chicken (KFC) Into Kenya. This study was based on one objective; to determine how franchising strategy is used as market entry strategy by KFC case study of Kenyan market. Primary data was collected through the use of interview guide. Content analysis was used in cross examining the responses in order to arrive at valid conclusions. The findings of this study according to the objective were that KFC adopts the same franchising processes for all its branches. KFC underwent different processes to attain it various franchises. The objective of this study as stated above was to determine the factors that influence the application of franchising as a strategy by KFC. Franchising as a strategy enables a company to gain competitive advantage over its competitors. The competitiveness is achieved by nature of product, nature of the market, capacity of the franchisor, capacity of the franchisee and the rules and regulation of the host country. A greater proportion of the respondents reported that they would actually use franchising if they were to start their own businesses, a sign that they are actually in support of franchising as a mode of entry into foreign markets. Most of the managers cited heavy taxation and cumbersome formalization procedures as the main challenges facing franchising in Kenya.
The study further established that strategic training is recommended to top management and all employees in the fast food franchises in order to enhance their performance. Also it recommended that top management should undertake a comprehensive study and adoption of strategic management in all and every aspect and areas of its concern so as to synergies, restructure, re-engineer and thus enhancing competitiveness and performance. 
Olu Ojo & I. A.  Irefin (2011) investigated franchising and organizational performance; case study of selected fast food restaurants in Nigeria. The study specifically investigates the effects of franchising types and franchising ownership on organizational performance. Primary data were used and they were collected through the administration of question to our respondents. Data collected were analyze using descriptive method and simple percentage. Three hypotheses were advanced and tested with the aid of correlation coefficient. The findings show that there is a positive relationship between franchising types and organizational performance and that positive relationship exists between franchising ownership and organizational performance. 
Adams Adeiza(2017) investigated the factors influencing franchisees’ business performance in Nigeria . The study explored factors that influence franchisees’ business performance in Nigeria. Using a model of factors influencing franchise system performance as a conceptual framework, an extensive review and synthesis of literature was undertaken. The literature synthesis led to the development of four research issues and a preliminary theoretical framework for the research. The issues and the framework were subjected to empirical exploration using data collected through in-depth interviews. The research was conducted in two stages: preliminary stage and main stage. A total of thirty-two purposively selected franchisees participated in the study; six in the preliminary stage and twenty-six in the main stage. Data were managed and analysed using NVivo version 11. Through the analysis, a total of twenty-one factors were confirmed as having influence on franchisees business performance in Nigeria. Fourteen of these factors are as identified in the preliminary theoretical framework while seven were newly found in the study. Based on the findings of this study, eight key conclusions were drawn. It was concluded that four major issues and a total of twenty-one factors have influence on franchisees business performance in Nigeria. Among these factors are four business format factors, six contract factors, six relationship quality factors and five franchisees attitude and skill factors. Being the first comprehensive attempt to study the practice of franchising in Nigeria, this study makes contributions to franchising literature in three important ways, namely; it reaffirms current understanding, identifies new insights and enhances contextual knowledge of the business model. Finally, the study highlights four major managerial implications; support system, contract design, relationship management and franchisees’ attitude and offers recommendations that could address these implications.
2.4 Gap in literature
Based on review previous research, it shows that the core ideas and existing literature on licensing agreement have yet to be fully explored.
There have been studies examining franchising as a market strategy on business performance in various organizations, but, there is limited research specifically focused on licensing as an entry strategy on business performance.
This gap may be due to several factors. One factor may be less control from the licensor which may lead to poor performance of the business, making it difficult to gather reliable data and conduct comprehensive studies. Additionally, the high royalty fee paid by the licensee, can make it a challenge to keep up with the latest developments and their impact on business performance.
Another potential reason for gap in literature is that licensing as an entry strategy on business often pose a unique challenges, such as having to depend on the skills, abilities and resources of the licensee to generate revenues, the licensor being exposed to intellectual property theft by the licensee. These complexities can make it difficult to develop comprehensive frameworks for understanding licensing as an entry strategy into business.
Therefore, more research is needed to better understand franchising and licensing agreement as an entry strategy on business performance. Such will provide valuable insights for business owners, policymakers and academic researchers.
 

				


CHAPTER THREE
				METHODOLOGY
3.0 Preamble
 This chapter presents the step-by-step approach and procedures that will be adopted for the conduct of the investigation. This chapter will comprise the research design, population of the study, sample size determination, sampling frame, sampling technique and procedure, data collection procedure, research instruments, validity of research instrument, method of data analysis and ethical consideration.
3.1 Research design
Research design is a blueprint or scheme that is used by the researcher for specific structure and strategy in investigating the relationship that exist among variables of the study as to enhance that collection for the study. This study will adopt a survey research design method, which involves gathering of information through the administration of questionnaires to the sampled respondents.
3.2 population of the study
The population of a research study comprised of elements, groups of people or a subset of the target population from which the sample will be selected. This study will be conducted in Nigeria, a West African country which shares borders with Cameroun (on the East), Niger Republic and Chad (to the North), Togo (on the West) and Atlantic Ocean (South). Nigeria is the most populous country and biggest economy in African. It is an estimated population of 170 million people (Aderibigbe et al., 2016). The population of this study covers all the franchise and licensed company in kwara state, Nigeria, which include: Chicken Republic, KFC, Cold Stone Creamery, and Coca- cola. However, this study further adopt a purposive sampling techniques to select the staffs at five (5) chicken republic branches in Ilorin, Kwara state as at the same time of this study, making a total of population size of fifty (50) staffs across five chicken republic branches in Ilorin, kwara state, Nigeria.
3.3 Sample size determination
Sample size determination is the act of choosing the number of observations or replicates to include in a statistical sample. The sample size was carefully selected to represent the whole population, and it was determined with the use of Taro Yamane’s formula as computed below: 
				n =        N	
					1 + N e2
 Where ;
n is  sample size
N is population of the study
     			n =  50
			1 + 50(0.5)2
n = 44.45 approximately 45 staffs


3.4 Sampling frame
Sampling frame is the source material or device from which a sample is drawn. The sample frame for this study comprised all the staffs in any departments at chicken republic as at the time of the study.
3.5 Sampling technique and procedure
A purposive sampling technique was adopted for the purpose of this study and it entailed a non- probability sampling technique in which researchers rely on their own judgement based on some predetermined criteria, when choosing members of the population to participate in the study. This was used in the selected forty- five (45) staffs at chicken republic to who the questionnaires will be distributed and administered to.
3.6 Data Collection 
The data source for this study was primary through well-structured questionnaires to be administered to forty-five (45) staffs at chicken republic Ilorin branch, on questions relating to franchising and licensing agreement as an entry strategy on business performance.
3.7 Research instruments
The research instrument adopted for this study was well structured questionnaires designed on a 5 point Likert scale. The scale rating include strongly agree (1), agree (2), neutral (3), disagree (4), strongly disagree (5).

3.8 Validity and reliability of research instrument
For the reliability and validity of the research instrument, the questions were well structured and were self- complete questionnaires. Also, a sample of the questionnaire was given to a professional lecturer for assessment of the validity and reliably of the questions, as well as for recommendation on any form of amendment to the questionnaire. The lecturer lectures in the department of business and entrepreneurship at Kwara state university Malete, Ilorin. Nigeria.
3.9 Method of data analysis
 This study will adopt a quantitative data analysis technique which would be carried out through both descriptive and inferential statistics. Descriptive statistics (mean, median, maximum value and standard deviation) will be used in analyzing the distribution of the data to be collected. 
3.10 Ethical consideration
Ethical considerations in research are set of principles that guide the research designs and practices . The prime ethical consideration which has been taken into account is the acknowledgment of various sources which has been taken into account. Various sources have been referenced and acknowledged in accordance with the websites and articles from which the data were gathered. The ethical considerations taken into account also include usage of the sources for the sole purpose of the study without any form of tampering the data.


CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.0 Preamble
This chapter addressed the analysis of data gathered for the purpose of the study. Hence, it was divided into the following sections as; presentation of data, data analysis, test of hypotheses, 0OIinterpretation of results and finally discussion of results. It should be noted that statistical package for social science (SPSS) was used for analyzing frequencies and testing research hypothses.
4.1 Presentation of Data
 A total of fifty (50) copies of questionnaire that were distributed among staffs of five chicken republic in kwara state for this study. Out of which forty- three (43) copies of questionnaire were correctly filled and returned, while seven (7) copies of the questionnaire were not returned or not filled correctly.
4.1.1 Demographic composition	
	Sex

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	FAMALE
	17
	37.8
	37.8
	37.8

	
	MALE
	28
	62.2
	62.2
	100.0

	
	Total
	45
	100.0
	100.0
	


Source: Researcher’s survey, 2025.
The above table shows the distribution of the respondent based on sex or gender (male or female) showing that we have higher percentage numbers of males than females for the questionnaire respondent
Table 4.1.2
	Age

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	21-30
	11
	24.4
	24.4
	24.4

	
	31-40
	24
	53.3
	53.3
	77.8

	
	41-50
	6
	13.3
	13.3
	91.1

	
	50 AND ABOVE
	4
	8.9
	8.9
	100.0

	
	Total
	45
	100.0
	100.0
	


Source: Researcher's  survey, 2025.
The above table illustrates the age composition of the respondent, showing that we have high percentage of age group between 31-40 have 53.3%, followed by 21-30 with 24.4%, 41-50 with 13.3% and 50 above with a least percent of 8.9%.   
Table 4.1.3
	Marital Status

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	SINGLE
	13
	28.9
	28.9
	28.9

	
	MARRIED
	28
	62.2
	62.2
	91.1

	
	DIVORCE
	3
	6.7
	6.7
	97.8

	
	Others 
	1
	2.2
	2.2
	100.0

	
	Total
	45
	100.0
	100.0
	


Source: Researcher's survey, 2025.
The above table shows the distribution based on marital status distribution of the study showing the percentage for Married 62.2%, Single 28.9%, Divorced with 6.7%  and others with the least percent of 2.2%.
Table 4.1.4
	Educational Qualification

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	SSCE
	7
	15.6
	15.6
	15.6

	
	NCE/OND
	13
	28.9
	28.9
	44.4

	
	HND/B.Sc
	22
	48.9
	48.9
	93.3

	
	MSc AND ABOVE
	3
	6.7
	6.7
	100.0

	
	Total
	45
	100.0
	100.0
	


Source: Researcher’s survey, 2025.
The above table indicates the distribution of the respondent based on Academic qualification, SSCEl with 15.6%, NCE/OND 28.9% , HND/B.Sc. WITH 48.9% and MSc and above with 6.7%.
TEST QUESTIONAIRRE
SECTION B: 
Question 1: Franchising and licensing agreement influenced your business performance.
	Table 4.1.5

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	SD
	1
	2.2
	2.2
	2.2

	
	D
	2
	4.4
	4.4
	6.7

	
	U
	1
	2.2
	2.2
	8.9

	
	A
	23
	51.1
	51.1
	60.0

	
	SA
	18
	40.0
	40.0
	100.0

	
	Total
	45
	100.0
	100.0
	


Source: Researcher's field survey, 2025.
The above table illustrates the position of the respondent on the question raised; the respondents’ response indicates the following Strongly Disagree 1 (2.2%), Disagree 2 (4.4%), Undecided 1 (2.2%), Agree 23 (51.1 %) and Strongly Agree 18 (40.0%)
QUESTION 2: The level of support and assistance provided by the franchisor/ licensor has helped in achieving your business goals and performance.
	Table 4.1.6

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	SD
	2
	4.4
	4.4
	4.4

	
	D
	1
	2.2
	2.2
	6.7

	
	A
	24
	53.3
	53.3
	60.0

	
	SA
	18
	40.0
	40.0
	100.0

	
	Total
	45
	100.0
	100.0
	


Source: Researcher's field survey, 2025.
The above table indicates that the respondent had the following response; Strongly Disagree 2 (4.4%), Disagree 1 (2.2%), strongly Agree 18 (40.0%) and Agree being the highest with 24 (53.3%).
Question3:the expansion of your business through franchising/ licensing agreements impacted your overall business performance.
	Table 4.1.7

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	SD
	2
	4.4
	4.4
	4.4

	
	D
	2
	4.4
	4.4
	8.9

	
	U
	7
	15.6
	15.6
	24.4

	
	A
	21
	46.7
	46.7
	71.1

	
	SA
	13
	28.9
	28.9
	100.0

	
	Total
	45
	100.0
	100.0
	


Source: Researcher's field survey, 2025.
The above table shows that 28.9% strongly agreed that: the expansion of business through franchising/ licensing agreements impact he overall business performance, 46.7% agreed, 15.6% Undecided, 4.4% disagreed and 4.4% strongly disagreed. Hence the study concludes that: The expansion of business through franchising/ licensing agreements impacted the overall business performance as shown with a sum total of 75.6% responses from the respondents
4.1.8The franchising/ licensing program has been in success path in your business performance.
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	D
	2
	4.4
	4.4
	4.4

	
	U
	1
	2.2
	2.2
	6.7

	
	A
	12
	26.7
	26.7
	33.3

	
	SA
	30
	66.7
	66.7
	100.0

	
	Total
	45
	100.0
	100.0
	


Source: Researcher's field study, 2025.
The tableabove indicates that the respondent had the following response; Disagree (4.4%), Undecided (2.2%). Agree (26.7%) and Strongly Agree (66.7%). 
4.1.9 You are satisfied with the brand recognition and customer loyalty associated with the franchisor/ licensor's brand
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	SD
	3
	6.7
	6.7
	6.7

	
	A

	17
	37.8
	37.8
	44.5

	
	SA
	25
	55.5
	55.5
	100.0

	
	Total
	45
	100.0
	100.0
	


Source: Researcher's field survey, 2025.
The tables shows that the respondent Strongly Agree to the satisfaction with the brand recognition and customer loyalty associated with the franchisor/licensor's brand, having the highest selection from the rest, the respondent response indicates Strongly Disagree 3 (6.7%), Agree 17 (37.8%) and Strongly Agree with the highest figure and percent of 25 (55.5%).
4.1.10 You have faced challenges in maintaining the brand image and customer experience 
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	SD
	4
	8.9
	8.9
	8.9

	
	D
	2
	4.4
	4.4
	13.3

	
	U
	9
	20.0
	20.0
	33.3

	
	A
	20
	44.4
	44.4
	77.8

	
	SA
	10
	22.2
	22.2
	100.0

	
	Total
	45
	100.0
	100.0
	


Source: Researcher's field survey, 2025.
The table showed that, majority of respondent Agreed that the franchisor/ licensor has faced many challenges in maintaining the brand image and customer experience.
The respondent chose along the following available options; Strongly Disagree 4 (8.9%), Disagree 2 (4.4%), Undecided 9 (20.0%), Strongly Agree 10 (22.2%), and Agree with the highest figure and percent of 20 (44.4%)  


4.1.11 The association of a franchise/license business with a well known brand impact your customers' purchasing decisions 
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	SD
	4
	8.9
	8.9
	8.9

	
	U
	4
	8.9
	8.9
	17.8

	
	A
	13
	28.9
	28.9
	46.7

	
	SA
	24
	53.3
	53.3
	100.0

	
	Total
	45
	100.0
	100.0
	


Source: Researcher's field survey, 2025.
The above illustration shows that: 24 (53.3%) strongly agree to franchise/ license business associating with a well know brand have an impact on customers' buying decision, 13 (28.9%) agreed. 4 (8.9%) Undecided and 4 (8.9%) strongly disagreed. Therefore, the study concludes that: good association with a well know brand have a great impact on customers' purchasing decision with 24 respondents out of 45making 53.3%
4.1.12 The customer experience provided by franchisee/licensee operated businesses are satisfactory 
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	SD
	1
	2.2
	2.2
	2.2

	
	U
	4
	8.9
	8.9
	11.1

	
	A
	14
	31.1
	31.1
	42.2

	
	SA
	26
	57.8
	57.8
	100.0

	
	Total
	45
	100.0
	100.0
	


Source: Researcher's field survey, 2025.
The table above shows that 26 (57.8%)strongly agreed, 14 (31.1%%) agreed, 4 (8.9%)Undecided and 1 (2.2%)Strongly disagreed. Therefore, the study conclude that customer experience provided by franchisee/licenses operated businesses is satisfactory.
4.1.13 The financial performance of franchisees/licensees has impact on your business performance 
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	SD
	2
	4.4
	4.4
	4.4

	
	D
	2
	4.4
	4.4
	8.9

	
	U
	4
	8.9
	8.9
	17.8

	
	A
	23
	51.1
	51.1
	68.9

	
	SA
	14
	31.1
	31.1
	100.0

	
	Total
	45
	100.0
	100.0
	


Source: Researcher's field survey, 2025.
The illustration above shows that 31.1% of the respondents strongly agreed that the increasing finance has an impact on the business performance, 51.1% agreed, 8.9% Undecided, 4.4% disagreed and 4.4% strongly disagreed. Hence, the study concludes that: the financial performance of franchisees/licensees has impact on business performance of chicken republic as captured by 23 respondents out of 45 making a 51.1%


4.1.14 The level of support and assistance provided by the franchisor/ licensor has paved ways for your business to have access to new market
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	SD
	1
	2.2
	2.2
	2.2

	
	D
	2
	4.4
	4.4
	6.7

	
	U
	6
	13.3
	13.3
	20.0

	
	A
	20
	44.4
	44.4
	64.4

	
	SA
	16
	35.6
	35.6
	100.0

	
	Total
	45
	100.0
	100.0
	


Source: Researcher's field survey, 2025.
The above shows that: 16 (35.6%) of the respondents strongly agreed that the support m the franchisee has paved way for businesses to have access to new market, 20 (44.4%) agreed, 6(13.3%) Undecided and 2(4.4%) disagreed, and 1(2.2%) strongly disagreed.
4.1.15 Franchising/licensing agreement has influenced the access to new markets for your organization 
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	D
	3
	6.7
	6.7
	6.7

	
	U
	7
	15.6
	15.6
	22.2

	
	A
	24
	53.3
	53.3
	75.6

	
	SA
	11
	24.4
	24.4
	100.0

	
	Total
	45
	100.0
	100.0
	


Source: Researcher's field survey, 2025.
The above shows that: 24.4% of the respondents strongly agreed that: franchising and licensing agreement has influenced the access to new market for the organization, 53.3% agreed, 15.6% Undecided and 6.7% disagreed. 
4.1.16 You have been able to achieve your financial target as a result of the franchising/ licensing agreement 
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	SD
	5
	11.1
	11.1
	11.1

	
	D
	4
	8.9
	8.9
	20.0

	
	U
	4
	8.9
	8.9
	28.9

	
	A
	17
	37.8
	37.8
	66.7

	
	SA
	15
	33.3
	33.3
	100.0

	
	Total
	45
	100.0
	100.0
	


Source: Researcher's field survey, 2025.
The above table shows that, 15(33.3%)of the respondents strongly agreed that franchise or licence company have been able to achieve their financial target as a result of franchising and licensing agreements,17 (37.8%) agreed and 4(8.9.%)Undecided, 4(8.9.%) disagree and 5 (11.1%) strongly disagrees. Thus, the study concludes that; been able to achieve the financial target is as a result of franchising and licensing agreements in chicken replublic, Ilorin, kwara State with 70.8% of the respondents.
4.2 Testing of Hypotheses
The hypotheses stated earlier in chapter one is tested in this section, using the chi-square (X2) as a statistical tool. A table of frequency is constructed first to enable the computation of the expected frequency.
The null hypotheses to be tested against the alternative hypotheses for the study is :
Ho: = 0: state that: there is no positive impact of franchising and licensing agreements on the growth and expansion of businesses.
H1: 𝜇 ≠ 0: state that:there is positive impact of franchising and licensing agreements on the growth and expansion of businesses.
Formula for Degree of Freedom.		
(R-1)(C-1)
Where,
R = Row
C=Column
Thus= (5-1) (3-1)
2x1 = 3
Level of Significance at 5%
Thus: the value of X2     from the table at degree of freedom on a 5% level of significance is 3.92
Decision Rule
If the calculated X2 is less than X2 critical (i.e value of X2 from the table), accept the null hypothesis and reject the alternative hypothesis
	Table 4.2.a showing the  computation of chi-square(calculated X2) 

	
	Observed N
	Expected N
	Residual

	strongly agreed
	2
	7.5
	8.5

	Agreed
	1
	7.5
	1.5

	Undecided
	24
	7.5
	-3.5

	Disagreed
	18
	7.5
	-6.5

	Total
	45
	
	


Source: Researcher's field survey, 2025.
	Table 4.2.b showing the result of the calculated X2

	
	technical/vocation education enhances youth empowerment

	Chi-Square
	17.200a

	Df
	3

	Asymp. Sig.
	.001

	Source: Researcher's field survey, 2025.


Decision
Since from the researcher’s computation, X2 is 17.200a, which is more than the X2 critical value 3.92. Therefore we reject the null hypothesis, which states``franchising and licensing agreements has no positive impact on the growth and expansion of businesses"and accept the alternative hypothesis, which states : Franchising and licensing agreements have a positive impact on the growth and expansion of businesses.
4.3 Discussion of Finding
The following were the discussion of finding:
i) The study concludes that franchising/ licensing agreement has influenced business performance as captures with a sum 91.1 % (strongly agreed and agreed).
ii) The study conclude that the level of support and assistance provided by the franchisor/ licensor has helped in achieving your business goals and performance as captured by sum 93.3 of %.
iii) The expansion of your business through franchising/licensing agreements impacted your overall business performance with a sum total 75.6 % responses from the respondents.
iv) The franchising / licensing program has been in success path in your business performance with a 93.3% responses of the respondents.
v) You are satisfied with the brand recognition and customer loyalty associated with the franchisor/licensor’s brand as represented by 30 respondents out of 45 making 66.6% of the responses.
vi) You have faced challenges in maintaining the brand image and customer experience with a total of 37 respondents out of 45 making 82.2%
vii) The association of a franchise/licensed business with a well known brand impact your customers’ purchasing decisions with a 88.8% attestation to that statement. 
viii) How satisfied are you with the customer experience provided by franchisee/licensee operated businesses as captured by 37 respondents out of 45 making a 82.2%
ix) You have been able to achieve your financial targets as a result of the franchising/licensing agreement (positively related) with 80% responses.
x) The financial performance of franchisees/licensees has impact on your business performance with a 77.7% of the responses.
xi) Franchising/licensing agreement has influenced the access to new markets for your organization with 71.1% of the respondents.



CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATION
5.0 Preamble
This chapter is the final part of the study and it is divided into summary of findings, conclusion and recommendations made to the case study. In addition, this chapter addresses the areas in which further studies can be conducted.
5.1 Summary of Findings
In order to achieve the objectives of the study 
Franchising and licensing agreements can be very effective for businesses. Franchising involves a well-established business model, allowing franchisees to replicate a successful brand and receive support, while licensing provides the right to use intellectual. Research suggests that these strategies can lead to increased market penetration, accelerated growth, and reduced risk due to established systems. However, success depends on factors like proper selection of partners, clear agreements, ongoing support, and maintaining brand consistency. Evaluating specific industry dynamics and market conditions is essential for maximizing the benefits of these strategies on business performance. 
5.1.1 Summary of the Study
The research has been based on objective identification of facts in other to be systematic in answering the research questions and objective. The adoption, practice, and continuous upgrade of franchising and licensing agreements as an entry strategy on business performance. Chapter one introduced the background study of franchising and licensing agreements, including the statement of the problem, the statement of the problem was captured which provide a deeper understanding about the research area for reader. The specific research questions were culled from the study, which leads to the research objective of the study; four hypotheses were formulated to be tested in chapter four. Significance of the study was justifiably captured, scope of the study and plan of the study were highlighted.
Chapter Two gave an overview of literature in the sequence of, the conceptual frame works: of the concept of franchising, advantages and disadvantages of franchising, types of franchising, concept of licensing, advantages and disadvantages of licensing review of empirical literature, theoretical review of literature where, theories such as: the agency theory, resource base theory, resource scarcity theory were reviewed and applied to the study.
In chapter three, the nature of designing the research was detailed, population of the study was captured, where 50 questionnaires was distributed, but only 45 was fully filled and returned back, sampling procedure was captured on how a purposeful sample 50 questionnaire were distributed to 50 staffs of chicken republic in Kwara state. Data were sourced from both primary and secondary source, method of data collected and instrument used were all detailed on how frequency and percentages tables were used via the instrument of SPSS, the tool used in testing the hypothesis formulated was the chi-square (x2).
Chapter Four was the data presentation, and the presented data were collected through quantitative survey as illustrated. The researcher started by an overview of the table showing the questionnaire distributed filled and returned.  In the same table with percentages and frequencies, it captured questionnaires that were not filled and retuned, after which the hypotheses was tested and applied to the study of which the null hypothesis was rejected as the x2 calculated was greater than the x2 tabulated in line with decision rule. Thereafter, respondent views on the questions were narrated and conclusive decision was taken by the researcher base on their response on table of frequencies and percentages.  Findings from the study were carefully discussed.
5.2 Conclusions
Franchising and licensing agreements can be effective entry strategies for businesses, each offering unique advantages and challenges that can impact business performance. Below are some conclusions:
1) Franchising allows businesses to expand rapidly by leveraging the resources and entrepreneurial spirit of franchisees. This can lead to increased market presence and brand recognition.
2) Franchising necessitates a higher level of standardization across locations, ensuring consistent customer experiences but limiting adaptability to local markets.
3) Franchising transfers some operational and financial risks to franchisees, reducing the burden on the franchisor. However, the franchisor must carefully select and support franchisees to maintain brand integrity.
4) Franchising generates revenue through franchise fees, royalties, and supply chain benefits, potentially offering a steady income stream
5) Licensing agreements allow businesses to extend their product or brand into new markets or product categories
6) Licensing offers greater control to licensors over their intellectual property, reducing the risk of brand dilution but potentially limiting market reach
7) Licensing can be a cost-effective market entry strategy, as it requires fewer resources and infrastructure compared to franchising
8) Both franchising and licensing agreements involve complex legal and regulatory issues that must be carefully navigated to avoid disputes and compliance challenges
5.3 Recommendations
Franchising and licensing agreements can be effective entry strategies for expanding a business. Here are some recommendations and references to support your understanding of their impact on business performance:
1) Before choosing between franchising and licensing, it's crucial to understand the differences. Franchising typically involves a more significant level of control and support, while licensing grants permission to use intellectual property.
2) Select franchisees or licensees carefully. Look for individuals or companies with a strong track record, alignment with your brand, and the financial capacity to succeed.
3) Offer comprehensive training and ongoing support to franchisees or licensees. Their success reflects on your brand's success.
4) Regularly monitor and enforce brand standards and quality across all franchise or licensee locations to maintain consistency.
5) Allow some flexibility for franchisees or licensees to adapt to local market conditions while maintaining core brand values.
6) Maintain open and regular communication channels with franchisees or licensees to address concerns and gather feedback.
7) Develop an exit strategy for both parties in case the partnership needs to end amicably.
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APPENDIX
INTRODUCTORY LETTER
Business administration and management,
Institute of Finance and Management Studies, 
Kwara State Polytechnic,
Ilorin, Kwara State.
Dear Respondent,
LETTER OF INTRODUCTION
The bearer ……………….………………………………….. with matriculation number: …………………….. is a student of Business administration and management, Institute of Finance and Management Studies, Kwara State Polytechnic, Ilorin, Nigeria. 
Currently conducting a research study titled “FRANCHISING AND LICENSING AGREEMENT AS AN ENTRY STRATEGY ON BUSINESS PERFORMANCE”. This study is channelled towards examining how the mode of entry influences the performance of businesses 
Hence, we request your support in helping her fill this questionnaire attached therein in order to make her carryout this research work objectively. Please note that the information supplied shall be treated with utmost confidence and use purely for academic purposes only.
Thanks for your cooperation.

Yours faithfully,
____________________
Project Supervisor



QUESTIONNAIRE
SECTION A: Bio-data (Please tick whichever is applicable)
Introduction: Please Tick (√)  in the Box provided where appropriate and fill the blank spaces as where necessary.   
1) Gender:	Male (  )	Female  (  )
2) Age: 21-30 years (  ) 31-40 years (  ) 41-50 years (  ) 51-60 years (  )
3) Educational Status: SSCE (  ) B.Sc./HND (  ) MBA/MSc. (  )  PhD (  ) Post-Doctoral (  ) Uneducated ( )
4) Marital Status: Single (  ) Married (  )   Divorce (  ) Others (   ) 
5) Working experience: 1- 5 years (   ) 6-10 (   ) 
SECTION B:	
Please tick (√) the column that is applicable to you using the following key:
SA – Strongly Agree, A – Agree, N- Neutral, D – Disagree, SD – Strongly Disagree
	S/N
	                        Research Statements
	SA
	A
	N
	D
	SD

	6.
	Franchising /licensing agreement has influenced your business performance.
	
	
	
	
	

	7.
	The level of support and assistance provided by the franchisor/licensor has helped in achieving your business goals and performance.
	
	
	
	
	

	8.
	The expansion of your business through franchising/licensing agreements impacted your overall business performance.
	
	
	
	
	

	9.
	The franchising /licensing program has been in success path in your business performance.
	
	
	
	
	

	10.
	You are satisfied with the brand recognition and customer loyalty associated with the franchisor/licensor’s brand. 
	
	
	
	
	

	11.
	You have faced challenges in maintaining the brand image and customer experience.
	
	
	
	
	

	12.
	The association of a franchise/licensed business is with a well-known brand impact your customers’ purchasing decisions.
	
	
	
	
	

	13.
	How satisfied are you with the customer experience provided by franchisee/licensee-operated businesses?
	
	
	
	
	

	14.
	You have been able to achieve your financial targets as a result of the franchising/licensing agreement. 
	
	
	
	
	

	15.
	The financial performance of franchisees/licensees has impact on your business performance.
	
	
	
	
	

	16.
	Franchising /licensing agreement has influenced the access to new markets for your organization.
	
	
	
	
	

	17.
	The level of support and assistance provided by the franchisor/licensor has paved ways for you to have access to new market.
	
	
	
	
	



Thanks for your time



