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Abstract

Purpose - Nowadays, more than ever before, fierce competition,
deep market segmentation, short product life cycles, and intensifying
customer needs are putting increasing pressure on franchise's organ-
izations to satisfy their customers by creating market-oriented relation-
ships with and enhancing their market knowledge of them. One way
that this might be achieved is by establishing deep ties (i.e., job
commitment and job satisfaction) with their employees. Therefore, the
purpose of this study is to examine how two important constructs of
franchises' strategic efforts, LO (learning orientation) and RMO
(relationship marketing orientation), affect job satisfaction, given the
mediating role of job commitment.

A franchise system comprises a set of contractual arrangements by
which mutual obligations are performed. An organizational learning
goal motivates employees to improve their abilities and master the
tasks they perform. Relationship marketing, in addition, is to identify,
establish, maintain, and enhance relationships with customers and oth-
er stakeholders to ensure that the objectives of all parties are met
and this is done through the mutual exchange of promises. In a rela-
tionship marketing orientation, then, a firm creates, maintains, and en-
hances a strong relationship with its customers by sustaining
long-term ties.

This study was designed to examine the evolution of various theo-
retical approaches to franchise systems in order to determine whether
theories about firms have significantly affected the franchise system.
To this end, the authors developed a structural model consisting of
several constructs. Previous studies have suggested that franchises’
learning and relationship marketing orientations are important occupa-
tional immersion dimensions driving job satisfaction.
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Research design, data, methodology - We empirically tested a
process of how the learning orientation and the relationship marketing
orientation influence job commitment and job satisfaction using survey
data drawn from 150 responding franchisees who were interviewed
about their individual tendencies.

Results - The results of this study provide empirical evidence that
learning orientation, relationship marketing orientation, and job com-
mitment all influence franchisees’ job satisfaction.

The results of this study indicate that, first, learning orientation
had a significant effect on job satisfaction; second, relationship mar-
keting orientation was positively related to job commitment; third, job
commitment had a significant effect on job satisfaction. We also
found that relationship marketing orientation and job satisfaction were
mediated by job commitment.

Conclusions - The findings of this study confirm the importance of
learning orientation and relationship marketing orientation in maintain-
ing a positive marketing relationship between franchiser and franchisee
from to the perspective of the market. This indicates that franchiser
support such as educational programs provided by the franchiser will
help franchisees attain higher business management achievement and
satisfaction. Moreover, a positive relationship between franchisees and
consumers can be maintained through tie effects. Our findings also
suggest that learning orientation plays a critical role in job sat-
isfaction within the franchise system.

Keywords : Learning Orientation, Relationship Marketing Orientation,
Job Commitment, Job Satisfaction.
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2. Literature Review

2.1. Learning Orientation — Job Commitment, Job

Satisfaction

-

o} & X|&S(leaming orientation)2 2| TIASOA LHXH=tE
of tiet gek= 2lnjeitt Ol WR 52 2AfH 0l 9
olo| Zpx| 8l 3o e ez 43 + AUt
sAgdds dd5ts WRY aodeze 7iele stes7|7t ¢
b 4otA A8dl=7t2 LIEID, 2lF& 2flez= J{2l0|
ZH9O| st5of| CHst 250ILt ZHXof Chet sfge Zatz Lt
2 LERHTE O[FA stEXierd2 JHRIXtR0|A 2l of
ZEXHROA S| StEXlgel & 7HA| 2HEOIM AT
[m])

o o o o

_,'__

*»
o

SAlegat
= 7 Atk B2 7SS 4EED og4E0| HYRC=
|

Lb =Z0f it StEX[ego] 20| Rolgt s O|Xl=
|20 == A= QT SHX|2F 2= ofg2] FHl= 74210|
ZHFES| SEEYE 2T2 MelsEoMel st
=90 ety del= HolE M LErE & UASS FFM0t

Ch(Argyis & Schon, 1981). O[3 StgX|edo| dot 1882 H
70| Haet 7lEa XAEE 2ot A7|AHHel sefEE
=28t=0 LHE SHCH(VandeWalle, 1997). M2tA & AFR0|A =
ZHXOIMS| SEA[rYECE HARHROIMS| ShEXlehdo
S 5O 4mEDX; oot JHQISERIE Y2 JHRI0] SEEE
of oA HZotn Fost=XE BFst= ofXets FHOM =
BX| MOl d&S ECHMeece et al., 1988). Ol StEdEO|Lt o
SE30| 7420l FHolsts Olfet EMo Sgs F&= HAH

o|2t g 4= UCHPintrich, 2000). SHEX|EF0| 2t TFER2 At

-

=
Ao =HE SHA|Z| 10X} St MEo| ZStH, 2R XAt 7|
£2 3E8130 BAS JFRICKAmes & Archer, 1988). E3F Al

22 As HI*= Ao gt F230| Blel, Aol Chet
Hmes GAE StEabgel YRZ 07|, 0|5 df&sto &
—
=)

mjo

oHH, Z2Z2(ob commitment)2 ot 7H210] XpAlo| Aof CHSE
o dE[He2 NS 7KL UAe EEE 20|5HH, RHilo|
0| XIX|5t= ZERLE LIEHCH(Iaffaldano & Muchinsky, 1985). O]
MY RS2 AF0l ofg JHQIEel Hutt Xjop SeEe=E
O|FO{X|, AHEO Fg F7| ME0| Kotz ol2tn: YH =
CHVroom, 1964). E3H YPEE FTSH=H| A0 Helff YAKE 2t
O HAXIEZEY ot FAIF Es HAE MAS 2O o
CHDwyer, et al, 1989). &, Z2420| ot 74QI0|L} 29| HAY
Of A0l 7t SaEQl Ao, de[Hez XPI|EF0| LHES
7= A€ 9|0|$tCKLawler & Hall, 1970).

Lodahl & Keiner(1965)= ZREQS M| 7tX| SHOM F
Qe AWM= Lol ZXofA Lot ZK3tE 712l=0|
2 "®otste Ao, EMe QXA =afut A Q0| YS &
A7 QLojof StH, M= RS M= 74210] 7|20|=

5

X
(=]
A
b

—_

A
9



Yoon-Yong Hwang, Chang-Sun Seo, Soow-A Choi / Journal of Distribution Science (2013) 51-58 53

w21t Ho| YOJoF BLED FHSIYC A2 UL ATSS &
|

= O
1T- ] (o]
HeE Hegg

S xx2Qo| oujelE 22 Moz MEET
on, ZHoMe| ARo| it B =X

| QUCHTushman & O'Reilly, 1997). =,
HAO|=E 2Bt AFRAXIOIA ALRHOl T 222 2% 29
o8 g% £ UCt Lt HBEZY2 AHAO| Hies YE
CHst 7i01o| ZE™ HtEoz & MO|=ICHCook & Wall, 1980). Zt
A HE2 R0 CHet LNz, =Y. R0l Ciet 7Hele] s
Al(identification)Q| MCHAE M2 st 74QI0| X7|7F &3t =Z|0f
Aot M-S ZHX|=LE2 FHolStHA O] 7{ele| dsnt o=
£ 0Fste Q% HEE Y £ UASE TSt Ut
(Mowday et al, 1979). O|ME %2 ZYU2 Ctat 20| 43E +=
QCHBuchanan, 1974).

Hm), ZA=ZHQ 7HXE LM Z=E0f Cigt XRHS =
Tl= =YA|(identification)2| 7HEO|Ct. ERY. A}rlo| Sst=t=0f Cf
ob AE[HQl SYUEQl 20 Z(involvement)O|Ct MR, ZZX0| HE
M1 St ZE0f CHet 07 el S E(loyalty)E 2|0|DHC: ZEHX}
O|=0f C{gt 2R=22 FEEES 2ot 34X R o=
A&l Hilnt 0| ER3t LUSE O{AZICEL £3|, Ao
Oish A<S™ £ 22 HEH2 ske d2de 20Ets FXIH
= @l(continuance commitment)2 ZIHXIO|= AtRI0f CHSH Z22=EQ
OZ LIEHE £ QUCh &, =Z0f ofe &4 X O[Fof Chet ¢
QOIS0 AIYREE Sh=0l A0 FMHA Btes QI E =+
QUCh= ZO|Ch O|ME ZEZY2 R0 Cfs =7l= 5240t
Z| 20| CHoh MAZto| ZHOMZ XOPHEDt LXE Al7|7| 2 B
Cf. ofX|2F FAECHE HF0o| CHsHY JHQ1e| XjoprHEar x|
I RS0 S 45T AR o4 £ UCL UM HEHE
UXO0|, 59 Fhl= JHolo|H, SEXEECl FAK= R0
Lot 7l&0t X4 Jigo| 2Rt AP|AHEl asdeEls 28

Si1 Oj2fet BrETAZ BSI0| O 2 HUS W kS T

= IS T
=
o

-

S -
HOZ oge = AUCE O|FA SSXEY0| 52 SAMAE2 H

7ol @82 7HR Aol 22 EAA Ao, Hotof| w2

M-St AL L 2SICKSujan et al., 1994).

CESE RBOEE2(job satisfaction)2 AFQl TLARI0] HRE A3
St= APEOIM AR s Q9 BEdE A1 UAs 20| ot
Yool EfzO|H, PRuPY A YRFHo| ZNE == M
X ME|Z ™HO|=ICHLocke, 1976). £3|, Holton et al.,(2000)2 7j€I

of s St Mnte ZHo| M2 AZE|| FCkD FIOHY

Ch OZAl NRE I ol Sl AHSl S5AS HAAZID
Slgt HQlo] AR 2Tt o] Hes
AR 3 2 o

Chet AHhlo] Seiers

5t
Nelel =xX|gd

o Jio
f
Ral
09
0x

1o Tlo
=
A
i

22 Bes 2o

o
22 2l0[etCH(Sujan et al, 1994). =, <}

*

B
Q
10

SAE0] 2 A2
Mz22 ZEE =Sst XY 8 7les &59t=H Ao F't

—_
Xt ot g0l &

Ens

Of

o
=
2otol, olo| Tt PHEE FToln U
stct.
mepk SB0| Tt 7SS BAAZIEE =20 Yo AR
o mAjolo| BWTAZ QXS] Ut XSH OBt opLfzt

[ w— = T TT = g
270 Ciet YMH =S SO0 Aol Cisto] St o0|S
BHoO dMHOl &S StuXt S, Ao CHet 38Xl Bt
2 0l0E & USS WEHE & Urt
Hypothesis 1-1: SIEXISHS XB20l0| Hhe Hste Ol
Z0|Lt
Hypothesis 1-2: SHEA|SMS ER0Kz0| Hho| dge O/

Z0|LC}.

2.2. Relationship Marketing Orientation — Job Commitment,
Job Satisfaction
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2.3. Job Commitment — Job Satisfaction
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<Table 4> Structural Model Results

Hypothesis(Path) Coefficient| S.E. | t-value
HI-1: Learning Orientation—Job Commitment 0.27 0.15 1.82
HI-2: Learning Orientation—Job Satisfaction 0.40 0.14 2.86

H2-1: Relationship Marketing Orientation

—Job Commitment 0.30 015 1.99

H2-1: Relationship Marketing Orientation

—Job Satisfaction 0.06 0.14 044

H3: Job Commitment—Job Satisfaction 0.28 0.10 2.65
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<Figure 1> Structural Model Results

4. Discussions and Policy Implications
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5. Conclusions and Research Limitations
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