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ABSTRACT

This study, based on theoretical and practical understanding of franchising, aims to
conceptualize franchising in terms of marketing mix and proposes new paradigm of
franchising.

New schema of the franchise marketing mix involves both customer gap and
franchisee gap by including customer and franchisee contacts and sets activities that
include components of franchise system as the factor of marketing mix. So we could
suggest the franchise marketing mix, 4F by introducing conventional marketing
mix concept into this assumption. The 4F schema consist of four sub—dimensions:

TFormat’ Tee & Royalty’ , Franchising Process’ , and ‘Franchise
Communication’ , which correspond to ‘4P’ .

In perspective of marketing mix, we could divide the franchise system into primary
activity and support activity, then we also could categorize the fundamental activity
into four—classification system, 4F schema. We expect that franchise marketing mix,
4F can be useful both theoretically and practically as it not only is not too different
from the conventional marketing mix, but it also proposes franchise value chain by
including unique characteristics and contents of the franchise system.

Key words: "HI®YA(marketing mix), X#xfo|= 4F A7|vh(franchise 4F

schema), Z#x}o|= 7}x|AKE (Franchise value chain)
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2. ZEixto|= opAE A 4F A7|of

iAol = whgEIA) Al BRAAE A, AR AR BT T3go
# 3 A 7BE A A ThRolok s, S, Ealdteld EeAAg S U
Selef ), el el Mage] FRLE KA 7 EROR 58 oA
2 99107 AAdolol B oleld 1EAR AAS 20w AEA AR~ AdE

ESlste]l  4F g Zdialo]|= vHIR Y AE AT "F At

IZPajo) = wiAE W2l 4F A7|vlk= Format, Fee & Royalty, Franchising Process,
Franchise Communication®] 47}4] 21| -+ Q45 st} 4Fe 7] A%4 npAlg YA
9] 4pof tf-&-3h= 7idolgtar & = Qltk &, 4P9] 14 2491 Producti= Z#lajo| = ni|E]
wl Ao A= Formatel] of-8-8h= 7HL§0]E}. Pricerx> Fee & royalty, Placex Franchising
procee, Promotion< Franchise communication®l] t}-&-tc}.

=, 7188 S mAR AL ZHFR] Teestal ofalfah] H-9-m Aol wiE 28] Ths
gk AP E AN Zixfo]|= ARG 555 5AE wistai) sk slojth HsARl
nAE B 4P7F AlxY T vHAR A defolebd, Zaixlo]= A" wA 4R
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AR FEste] FRACR ofsd 4 glom, Ao A8 4 gl
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A2h), Customer Service (IAMB]|A~HEN) 07 FAHL, o= Ao HF A0S o=z
She AELYY ANE QAE v Flo] 7P ] ogto]7] whito] Retail Marketing Mix
Ndors A
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Franchising Processt Z#iato]g o] vH S 73l P s Wies Z2AMAolt) 2
dizfo]= nj=YA o7 U A= Development, Recruiting, Contract, Opening,
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Franchise Communication- AkaE W Sx1deke]| et skey e
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Ul Aeke: 7pEEte] Sx3k 7PBA o] 30 9 AAAQ] CRM AFoz 24 = 3l
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F2491 FEfR o] o R o]f-S AEShs 7FXAKE (Franchise Value Chain) AJZ~EIQ1 Z19]
=3
TPl MLz ;WA 7159l 4F A7|vk= Tdlajo]= JxAEe] EYzE
(Primary Activities) & 23ttt olefst 55 Bl Zdlxfolge] vt gA= 4 glow,
FARl olf HAES 7FssA & ot Tillxfo] = TRRARKES Ao Zaixjo| A o] @i 7]
9 4FE Y94 &5 o7 sk, CEO, R&D, JAFEZ (Human resource), A5 (Finance),
37 (Accounting), 71%]¥2] (Planning), %9 ¥2] (General Administration,) &4 (Legal
support), CSR 52 A9 2% (Support Activities) 0.2 -#-3slo] Awa 4= Qick

ufebd vE was BHeM ZalAjo] = AAES oA Sy 9] SFog Rl
ChA] B4 352 A d} /P8-S 283 Ul 7] BFAAIQL 4AF A7vkE 9L
A% FFH "ok olelst ERAlAlE A AEA nEIRE A AdA A BlojuA] ko
AME Aol A\ AHoleh= 53 A U185 Hohd 02X o] Ao wu AFAoR
88 B2 889 F Q& otk

<H 4> Franchise Marketing Mix : 4F schema

Primary Franchising Franchise
Activities [ Format Fee & Royalty Process Communication
t Sub Mix Sub Mix Sub Mix Sub Mix
development
. it
Beanding recruiting
: contract i
location x franchisor
opening
Franchise MDi{product, . promotion
service) start-up costs operation -
Value ; ranchisee
Chain pricing running costs supporting _
desi education& promotion
esign trainin
£ CRM
customer control &
Service supervising
SCM
closing
Support o CEO, R&D, Human resource, Finance, Accounting, Planning, General
Activities Administration, Legal support, CSR, etc
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