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Abstract:

The franchise sector has contributed significantly to economic growth and
development. Yet, franchisee resilience compared to independent business is
still debatable. The escalation of franchise failure rates during the COVID-19
pandemic has forced the franchise industry to look forward to a long-term
survival strategy that ensures a crisis-resistant franchisee model, which is in
dire need of business viability and sustainability. Business-to-business
franchisor support is part of franchisee continuity's strategic resources and
strategy to steer the business from potential pitfalls. We seek to explore the
impact of franchising alliances on franchisee survival during the pandemic
crisis. The present study employs the method of structural equation modelling
to offer an essential empirical finding on the survival of franchisees within a
pandemic recession context linking franchisor support, namely social
interaction, service support, financial assistance, assurance, and competence.
A survey instrument was employed to gather data from a sample comprising
198 Malaysian franchisees via purposive sampling. Franchisor service support
has been found to have a significant impact on franchisee resilience and ability
to escape business death and sustain the franchising system. Hence, the study
fills the gap in understanding the adequate business-to-business support that
franchisees received during the recession that assisted their resilience
capability.
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Introduction

Franchise business is the most successful global business model and their brand has
progressively covered many industries and services worldwide. The sector has significantly
contributed to global and national economic growth, especially in entrepreneurial development
(Othman et al, 2023). According to the International Franchise Association (2022), the
franchise business had grown 3 percent in 2022 with 805,000-unit franchise establishments.
Franchise total output contribution to the value of $806.1 billion in 2023. In Malaysia, the sales
value of franchise companies increased from RM8.62 billion in 2016 to RM30 billion in Gross
Domestic Product contribution in 2022 (KPDN, 2022). As franchises are Malaysia's third
engine of economic recovery and growth, it is essential to investigate franchisees' resilience
ability through their strategic resources to enable continuous business operation in any
environmental condition, especially during the Black Swan crisis such as the pandemic crisis.

Franchising is a relationship-based exchange in which the franchisee and franchisor form a
strategic alliance, which is critical to the franchisee's business resilience during times of
turbulence (Xue & Li, 2023). To navigate such challenges, the franchisee must actively develop
and manage this alliance in order to gain access to critical resources, managerial expertise, and
knowledge, all of which contribute to their overall resilience. A franchise's success or failure
is determined by the quality of the franchising relationship, which is more complex than
independent business ownership because it includes not only a contractual agreement but also
an integrated partnership and ongoing engagement (Abou Kamar & Alsetoohy, 2021). This
interdependence between franchisor and franchisee (Perrigot et al., 2020) necessitates that both
parties minimise conflicts, demonstrate positive personal characteristics and mutual obligations
in order to maximise satisfaction and maintain their business relationship. The effective
management of this alliance is critical for the franchisee's loyalty to the franchise system.
Furthermore, Bui et al. (2021) emphasise that franchisee resilience during a hazard event is
heavily reliant on the franchisor's expertise and social support.

Amid the global pandemic, franchise brands faced another major hazard due to boycotts linked
to the Israel-Palestine conflict. These boycotts, which protest alleged support for Israel, have
had a significant impact on franchisee businesses, making franchisor support critical for
survival. These protests had a significant impact on the financial performance and operational
stability of coffee and fast-food franchises in the United States. The AlShaya Group, which
owns the Starbucks Middle East franchise, announced in March that the boycott had resulted
in the loss of 2,000 jobs, accounting for 4% of its workforce. Similarly, KFC temporarily closed
over 100 stores in Malaysia due to significant revenue losses caused by Gaza-related protests
(Dutton, 2024). The boycotts have primarily impacted franchises with ties to Israeli companies,
resulting in widespread income reductions (Hidayaturrahman et al., 2024). McDonald's
reported the most significant impact in the Middle East, with additional effects felt in Malaysia,
Indonesia, and parts of France (Bernama, 2024). According to Abdullah et al. (2024)
McDonald's Malaysia has faced negative impacts from religion, humanity, justice, and social
pressures. Thus, in such turbulent times, franchisor support is critical for franchisees to
overcome the challenges. Franchisors can provide critical resources such as financial
assistance, crisis management strategies, and operational guidance to franchisees as they
navigate boycotts and recover from the financial and reputational harm caused by such events.

According to past literature, there is still massive confusion about the measures, best practices,
and strategies that franchisees should implement to survive and sustain a business during a
hazard event (Boiral et al., 2021). In addition, Bui et al., (2021) in their review on franchisee
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performance confirmed that studies on franchisee business outcomes are still very limited. In

addition, the external of business survival construct is still a loose concept (Duchek, 2020),

Moreover, a study on franchisee survival is still inadequate (Othman et al, 2023). Therefore,

according to Lee & Choi (2023), the significant franchisor’s assistance in relation to

franchisees' survival performance needs further investigation with difference dimension, and

countries due to demographical differences. To fill in the gaps, this present study will make a

significant contribution by demonstrating franchisor support to achieve franchisees' resilience

during the pandemic recession in Malaysia. The study finding is significant to future

researchers, practitioners, and policymakers to develop and nurture strategic resilience
alliances support for sustainable franchising business.

Literature Review

Organizational resilience is a business ability to survive environmental shock and is usually
measured through business financial performance as the key benchmark (Kotsios, 2023).
Business survival capability is related to the ability to sustain business operations (Rahman et
al., 2016); market continuation (Upson et al., 2012); continued ownership (Chakrabarti, 2015);
continued solvency (Josefy et al., 2017); firm continuous ability to create wealth (Ugwuzor,
2018) and generate value, ensure and maintain competitiveness (Nemeth, 2008). Therefore,
organizational survival is a form of business longevity (Ortiz-Villajos & Sonia, 2018) where
the business desires resources and capability to adapt (Heredia et al., 2022) and successfully
change situations that can endanger the survival of the company (Najib et al., 2021) to survive
and remain in the industry. dynamic capabilities to integrate, build, and reconfigure internal
capacity and capability to address a rapidly changing environment (Teece, Pisano & Shuen,
1997) and situation that can endanger the survival of the company (Ortiz-Villajos et al., 2018).
Business success, maintaining performance, and the decision to stay in business (it inverses as
business exit, market exit, bankruptcy, or business failure) is the probability of business
survival (Hsieh et al., 2020).

Fostering factors influencing franchise survival have been explored in several studies.
Franchise survival, in general, depends on resources, such as financial resources and human
capital, to sustain in the long run (Calderon-Monge et al., 2017; Coleman et al., 2013). In the
franchising system, franchisors provide at least two critical resources that help franchisees
survive which are brand and marketing management (Chang et al., 2018). Yet, these studies
concentrate predominantly on the franchisor perspective or the franchise system, in general,
using longitudinal studies of monetary-based survival indicators such as survival rate, Cox
Model, Hazard Model, growth rate, performance, etc (Lafontaine et al., 2019). However, even
though the franchise system was tested and proven business format, it cannot guarantee the
success and survival of the franchisee business. Franchisees experience higher failure rates
relative to independent business start-ups, especially in the retailing industry (Bates, 1998). In
addition, Shane & Foo (1999) has highlighted that approximately three-quarters of all new
franchise systems failed within twelve years. The high death rate of new systems suggests that
franchising is not an easy business to succeed in and further investigation needed to
demonstrates a good model to explain the survival of the franchisee business. Franchise
scholars also expressed their concern about the reliability of survival and failure rate statistics
publicized by franchisors in the database (Bates 1998; Shane & Foo, 1999; Lafontaine & Shaw,
1998). Therefore, the survival of the franchise business system was still debatable among
academics and practitioners yet there is still a lack of research related to franchisee perspective
performance (Bui et al., 2022).
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According to Table 1, franchise survival literature, franchisee survival relates to their strategic
management (Sakolnakorn & Tepsing, 2013), managerial talent (Kosova & Lafontaine, 2010),
monitoring or governance capability (Antiaet al., 2017), management experience (Bates, 1998)
knowledge management (Hshieh et al., 2020) and business know-how (Perrigot et al., 2020).
In addition, the franchising relationship is the 'duty of good faith' between the franchisor and
franchisee (Terry & Di Lernia, 2009). Maximizing franchisee satisfaction in the franchising
system is critical to increasing franchisee performance and their intention to remain in the
system (Adeiza et al., 2017). According to Kremez et al. (2022) and Sanfelix and Puig (2018),
integrity, leadership, and support of the franchisor are essential components of successful
mutual relationships, collaboration, and communication with the franchisee. Therefore,
franchisor support not just maintains the franchising network (Abdullah et al., 2008) but also
prevents franchisee failure (bankruptcy) (Antia et al., 2017). This is because both have
interdependent outcomes relationships where both franchisor and franchisee have invested
their assets and resources in the franchise business model and their intention is always to keep
both businesses successful (Ayup-Gonzalez et al., 2019)

Thus, Levin et al. (1998) claimed that resilience is the preferred way to think about
sustainability in the social aspect, especially the survival networking of the resilience alliance
with the external sector. In franchising, the franchisor as the brand owner should be prepared
for a crisis and capable of navigating the franchisee from failure. Franchisor relationship
quality through operational, financial, and communication enhances the franchisee’s
satisfaction, trust, and assurance to retain in the franchising network and enhance both
performances (Jang et al., 2019). During the pandemic, the franchisee and franchisor are bound
by a business-to-business relationship where both portray excellent affiliation to remain in
business and gain sustainable outcomes (Lee & Choi, 2023). However, the franchisee’s
business modification depends on the franchisor's action, therefore franchisor's fast reaction,
innovation, and knowledge transfer benefited the franchisee to reallocate resources and
capability to survive the pandemic crisis. In addition, the business networks that have been
created, developed, and managed help businesses gain more strategic information in handling
their business survivability (Nazari et al., 2023). Thus, to what extent does the franchisor
support and assist franchisees to survive the crisis? Consequently, the present study will
discover the relationship between franchisor support dimensions with franchisee resilience.
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Table 1: Past Literature on Franchise Survival and Performance

Franchisor and

Managerial Franchisee

Strategy Capability Value Proposition Relationship Franchise Resources Entrepreneurship
Ghantous & | Nguyen, Wang & Lee | Sakolnakorn & | Lee & Choi, (2023) Abd Aziz et al. (2022) Evanschitzky et al. (2016)
Christodoulides, (2020) Tepsing (2013) Kremez et al. (2022) Abd Aziz, Sanfelix & Puig (2018)
(2020) Calderon- Min & Min (2011) | Sanfelix & Puig (2018) Hanafiah, Hamid & Isa Bates (1990)
Abd Aziz, Hizam- | Monge, Pastor-Sanz Yokum, Gonzalez, | Antia, Mani & Wathne | (2019) Bates (1998)
Hanafiah, Hamid & | & Huerta-Zavala | Badgett (2006) (2017) Ayup-Gonzales et al. Lafontaine & Shaw (1998)
Isa (2019) (2017) Babin & Darden | Chiou et al., (2004) (2019) Weaven (2017)
Antia, Mani | Perrigot, Lopez- | (1996) Adeiza, Ismail & Malek | Calderon-Monge, Pastor- | Hizam-Hanafiah & Li
& Wathne (2017) Fernandez, Basset & (2017) Sanz & Huerta-Zavala (2014)
Lafontaine, Zapletal | Herrbach (2020) Madanoglu & Karadag | (2017) Weaven, Grace &
& Zhang (2018) Ayup-Gonzalez et al. (2016) Facanha et al. (2013) Manning (2009)

Melo, Borini, Oliveira
& Parente (2015)
Frazer, Merrilees &
Wright (2007)

(2019)

Antia, Mani
& Wathne (2017)
Sakolnakorn &

Tepsing (2013)

Lim, Lee & Kim
(2009)

Chiou et al., (2004)
Bates (1998)

Evanschitzk et al. (2016)
Terry & Di Lernia (2009)
Frazer, Merrilees &
Abdullah (2008)

Wright (2007)

Morrison (1997)

Kosova & Lafontaine
(2012)

Lim, Lee & Kim (2009)
Kalnin (2005)

Frazer & Winzar (2005)
Lafontaine & Shaw
(1998)

Bates (1998)
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Theoretical Framework
The study will assimilate Agency Theory to explain franchisee resilience capability through
the role of resilient networking with the franchisor. Agency Theory (AT) is one of the novels
used to explain contract relationship and franchise performance through the relationship
between the franchisor providing business support system as the principal and franchisee as
the agent will pay an entry fee and royalties as the exchange of the right of using franchisor
brand (Sanfelix, 2018). Otungu et al. (2011) describe AT as a method of management where
one person, the agent (franchisor), serves on behalf of another person, the principal
(franchisee), and is expected to further the main goals agreed upon in the contract. AT was
used to assess partnerships based on managerial actions, agency costs, and capital structure.
Franchisor level of support to satisfy franchisee needs will increase franchisee satisfaction
reduce franchisee and franchisor relationship conflict and increase franchise network success
(Raha & Hajdini, 2020). For a franchisee business, survival depends on the excellent
relationship derived from AT, which creates a better franchisee-franchisor relationship that
maximizes franchisee satisfaction, especially through the franchisor's ongoing support.

Hypotheses Development
The research hypotheses have been developed as follows:

Franchisor Social Interaction

The franchisee pays the brand owner, the franchisor, a certain amount of royalties and a
franchising fee, therefore franchisor will have to support the franchisee with managerial
support, advice, and knowledge sharing (Jang & Park, 2019, Bui et al, 2021). Thus, continuous
and clear communication from the franchisor during a crisis can provide positive stimulation,
and reduce fear and anxiety in franchisees facing a high uncertainty environment. Franchisor
interaction in helping the franchisee do adaptation and effective change strategies increase the
franchisee's confidence to survive the crisis. Networking, effective communication, or social
interaction with the franchisor has a significant impact on franchisee resilience (Kremez et al.,
2022; Lee & Choi, 2023). Therefore,

H1: Franchisor social interaction has a positive impact on franchisee survival.

Franchisor Service Support

Accordingly, the survival of the franchising business system depends on the intention of the
franchisee to retain in the franchise system. Franchisees seek expected return with franchisor
contractual services such as initial support, ongoing managerial and marketing support,
guidelines, and practical instruction. A satisfactory level of franchisor guidance and assistance
to help franchisee resilience are desirable during the pandemic as it is not just an obligation but
also the credibility of the franchisor as the brand owner. Subsequently, the franchisor should
make extra effort to retain franchisee outlets to protect the franchisor brand throughout the
crisis and positively increase franchising performance during the recession (Bui et al., 2021).
Franchisor service support has a significant impact franchisee's probability of success during
hard times (Panda et al., 2023). Therefore;

H2: Franchisor service support has a positive impact on franchisee survival.

Franchisor Financial Assistance

Financial availability is the major determinant of business resilience (Austin, 2020). During
the pandemic crisis, most businesses experienced financial constraints as businesses had to
close down temporarily, time which was part of the regulations set by the government to curb
the spread of the epidemic. In addition, a drop in production and sales also shrink due to supply
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and demand shocks, and the rising cost of production due to disruption of the supply chain
makes it more difficult for franchisees who have limited financial reserves and cash flows to
operate business. Therefore, financial assistance from the franchisor is very much needed by
the franchisee. Franchisors could offer delayed payment for raw material stocks or provide
flexibility for franchising fees and royalties payments (Chiou et al., 2004). The willingness of
the franchisor to negotiate franchising payment could reduce the financial burden of the
franchisee and decrease the probability of business failure or bankruptcy (Ghani et al., 2022).
Therefore;
H3: Franchisor financial assistance has a positive impact on franchisee survival.

Franchisor Assurance Support

Franchisor assurance includes fair treatment among franchisees, protection, and the capability
to gain franchisee trust that makes franchisee feel secure in the franchising system in the long
run (Abdullah et al, 2008). Satisfaction of franchisees with the assurance of the franchising
system leads to positive responses and behavior of franchisees toward the business network
and increases the probability of retaining business in the long run. Franchisors secure and
credible support reduce franchising conflict and increase franchisee welfare and intention to
retain in franchisee system and better business performance (Jang & Park, 2019). Therefore;
H4: Franchisor assurance support has a positive impact on franchisee survival.

Franchisor Competence Support

Franchisor support, leadership, knowledge, and trust where these factors reduced franchising
conflict, and increased franchise network performance, which are positively correlated to
franchisee survival (Bui et al., 2021). Franchisor integrity and competency through effective
communication, leadership, and governance quality significantly increase franchisee
commitment and ultimately sustain franchising relationships and enhance both performance
(Jang & Park, 2019; Solanki, 2020). Therefore;

H5: Franchisor competence support has a positive impact on franchisee survival.

Figure 1 illustrates the research framework for the study.
Franchisor social interaction

Franchisor service support \
\ Franchisee
Franchisor financial assistance / Survival
Franchisor assurance

Franchisor competence

Figure 1. Research Framework
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Research Methods

Sample and Data Collection

The study is based on quantitative data analysis. We conducted a cross-sectional survey
Malaysia homegrown franchisee. Instruments have been developed, and tested for reliability
and validity. According to purposive sampling, the homegrown franchisees in Malaysia's
various industries operating before and after the global crisis pandemic will serve as the sample
for the present research. 280 questionnaires were distributed in Selangor, and Kuala Lumpur
according to Malaysia Franchise Association Brand list. A total number of 198 responses were
received with response rate 70.71% is generally good for business study according to Mellahi
& Harris (2016). Table 1 summarizes the respondence general characteristics.

Table 1: Sample Description

Frequency Per cent

Type of franchise  Franchisee of the foreign franchisor 89 43.4
Business Franchisee to the local franchisor 112 56.6
Number of Single Outlet 158 79.8
Outlet Multiple Outlets 40 20.2
Years of Operation 5 years 56 28.3
Between 6 to 10 years 103 52.0
Between 11 to 15 years 30 15.2
Between 16 to 20 years 6 3.0
More than 20 years 3 15
Total Number of  Below 5 employees 109 55.1
Employee Between 5 to 29 employees 87 43.9
Between 30 to 75 employees 2 1.0
Location by state  Selangor 154 77.8
W.P. Kuala Lumpur 44 22.2
Sector of operation Food and Beverage 172 86.9
Clothing and Accessories 1 0.5
Education and childcare 6 3.0
Accessories 1 0.5
Beauty and Healthcare concepts 3 15
Convenience Store 15 7.6

Instruments and Measures

A survey instrument was developed using well-established scales for franchisee resilience
guided by Roopa & Rani (2012). Items are developed through theoretical and extensive
research on the relevant literature on franchise survival and franchisor support to establish the
appropriate and reliable measurement items. Specific changes were made to the original scales
to make the products suitable for application in franchisee business. The FSA items are adapted
from Adam & Alarifi (2021); and Najib et al. (2021) and franchisor support dimensions
namely, social interaction (5 items), service support (4 items), financial assistance (5 items),
assurance (5 items), and competence (4 items) were adapted from (Abdullah et al., 2008). A
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seven-point scale questionnaire was initially put through preliminary testing involving three

academics and three franchisees to verify that the survey's content and measurement scales is

understandable, sufficient and measure correct information. Content Validity Index (CVI) was

conducted to calculate the relevance of items to the constructs according to the rankings of

experts (Connelly, 2008). The CVI index served as the basis for some of the modifications

where CVI value below 70 percent will be deleted (Zamanzadeh et al., 2015). Thus, the final

questionnaire items for FSA are six (6) and franchisor support’s 18 items. A pilot study

featuring thirty franchise owners was carried out to ensure that all the questions were relevant
to the respondents.

Data Screening

Data screening is essential to ensure that data screening can increase the reliability and validity
of the collected data. Using the Statistical Package for the Social Sciences (SPSS) statistics,
the current study employed two data screening phases: normality, outlier, and linearity (Soewin
& Chinda, 2018). The skewness and kurtosis values determine the normality of the data. The
outliers were identified graphically using stem-and-leaf plot, box plot, scatter plot. Seven cases
were eliminated due to this procedure. Next, the Z-Score is calculated to demonstrate that there
IS no possibility of significant outliers. The Z scores are calculated to be less than three and
negative three; thus, the data have permissible values. Next, a scatter plot is used to determine
the linearity of the data (Watkins, 2018). Therefore, the linearity and homoscedasticity
hypotheses were not violated. In conclusion, the obtained data can be used to conduct the
confirmatory factor analysis (CFA) (Abdulwahab et al., 2011).

Common Method Variance

Common Method Variance (CMV) issues may exaggerate or deflate correlations artificially.
The response error or bias such as response involvement, compliance, or respondent
dishonesty, contributes to the common variance that distorts results (Bendickson et al., 2016).
CMV might cause 'spurious correlation' that leads to a wrong conclusion. The average variance
extracted (AVE) from each construct is examined for convergent validity evaluation. The value
that should be greater than 0.50 (Hair et al., 2017). After removing items that load lower than
0.708 which are FSA1, FSA2 and Comp4, the overall CR and AVE increase. Thus, all AVE
are greater than 0.50 satisfy the CMV criteria. According to Table 2, all constructs have
acceptable values of CMV, thus the model has satisfactory convergence demonstrating that
more than half of the indicator variance is included in the construct score (Henseler et al.,
2009). The flow of methodology as in Figure 2.

Instrument Pre- Pilot Test Data Data Data
development Testing Collection Screening Analysis

Figure 2: Flow Chart of Methodology

Analysis and Results

Statistical Method

The current study employs Structural Equation Modeling as the statistical analysis suitable for
multivariate analysis using the unobserved variables (latent). Partial Least Square was selected
as the statistical means for testing the structural equation model. PLS-SEM is considered
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appropriate for the study that concerns exploratory research testing a theoretical framework,
PLS-SEM which is the variance-based SEM are performed using SMARTPLS 4.0.

Measurement Model Assessment

Measurement model assessment is conducted to validate the model and satisfy the quality
standards for empirical work through the evaluation of measurement model and structural
model. All constructs' measurement models were specified as reflective. According to Table 2,
the individual reliability of all items met the standardized reflective indicator loadings of 0.708
(Hair et al., 2019). Next the model was evaluated based on internal consistency reliability,
indicator reliability, convergent validity and discriminant validity (Hair et al., 2021). The
internal reliability was assessed where the result shows that the Cronbach Alpha (CA) value
between 0.803 to 0.910 which possesses an acceptable internal reliability standard (Hoque et
al., 2018). In addition, the CR values for all items have met the convergence or internal validity
criteria (CR) value between 0.869 to 0.938, so the study has met the convergence or internal
validity criteria (Hair et al., 2017). Convergence validity to identify the extent to which the
variance is explained by the construct converges. The findings show that all construct met the
average variance extracted criteria where the constructs converges explain more than 50
percent of its items.

Table 2: Measures Model and Descriptive Results

Construct Item Factor VIF<5 CA>0.70 CR>0.70 AVE>0.50
Loading
>0.708

Franchisee = FSA3 0.883 2.892 0.910 0.938 0.791
Resilience  FSA4 0.939 5.378

FSAS5 0.936 4.926

FSA6 0.790 1.875
Social SOC1 0.823 1.707 0.813 0.888 0.727
Interaction  SOC2 0.933 2.533

SOC3 0.795 1.868
Service SERV1 0.804 1.871 0.853 0.901 0.694
Support SERV2 0.863 2.297

SERV3 0.835 2177

SERV4 0.829 2171
Financial FIN1 0.811 1.649 0.803 0.869 0.625
Support FIN2 0.772 1.691

FIN3 0.793 2.184

FIN4 0.785 2.038
Assurance  ASS1 0.805 1.655 0.825 0.894 0.738
Support ASS2 0.862 2.077

ASS3 0.908 2.042
Competence  COMP1  0.887 2.289 0.884 0.929 0.812
Support COMP2  0.926 3.013

COMP3  0.890 2.516

Structural Model Assessment
The measurement models of the constructs were successfully assessed next, we evaluated the
structural model for potential collinearity issues by using the variance inflation factor (VIF)
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values as an indicator. The regression of the structural model should also examine for the

potential of collinearity issues using Common Method Variance Analysis (CMV). Table 2

shows that the VIF values are lower than five (5), indicating the structural modal exhibited

minimal collinearity. According to Table 3, the Fornell and Larckel has been met and the cross-

loading value ensures that the constructs’ measure are empirically unique and represents

phenomena of interest that other measures in a structural equation model do not capture (Hair
etal., 2019).

Table 3: Discriminant Validity Fornell-Larcker
ASS COMM FIN FSA SERV SOC

ASS 0.859

COMM 0.780 0.901

FIN 0.754 0.623 0.790

FSA 0.260 0.225 0.242 0.889

SERV 0.583 0.634 0.552 0.222 0.833

SOC 0.485 0.508 0.423 0.083 0.722 0.853

Model Fit Indices

The current study employs the Standardized Root Mean Square Residual (SRMR) to test the
goodness of fit of PLS-SEM proposed by Tenenhaus in Ramayah et al. (2018). Henseler et al.
(2015) recommended that SRMR values lower than 0.08. The value of SRMR is 0.071, which
is smaller than 0.08 and the Chi Square value is 829.81 bigger than 0.05, meaning that the
model is fit. In explanatory research, the researcher should focus on R?, the path coefficient
estimates, and the effect sizes. Next, the coefficient of determination (R?) values is determine
which the value of 0.095. According to Falk and Miller rule (in Ramayah et al., 2018), the
recommended R? value should be equal or greater than 0.10. The R? are 0.095, which shows
that the variance explained by a particular endogenous construct is nearly adequate to explain
the model. Next is the f2 value of the effect size of the predictor constructs that will be explained
using Cohen's f2. The 2 value assesses predictor constructs' relative impact on an endogenous
construct (Ramayah et al, 2018). The result of f2 indicates that the direct effects have a very
small effect size which is lower than 0.15. Next, in Table 4, the finding of analyzing the
prediction summary of the structural model.

Table 4: Prediction Summary of the Structural Model

Q?predict PLS- PLS- LM_RMSE LM _MAE
SEM_RMSE SEM MAE
FSA2  0.009 1.228 0.970 1.235 0.970
FSA3  0.023 1.164 0.919 1.239 0.961
FSA4  0.036 1.150 0.896 1.198 0.927
FSA5  0.035 1.159 0.901 1.243 0.951

The Q?for the model are above zero for all constructs were zero shows that the model has good
predictive power. Meanwhile, the PLS SEM_RMSE value for each construct compared to
estimated LM RMSE illustrated that each indicator of FSA has lower RMSE (SEM model)
compared to LM (linear model) value, indicating that the SEM model has better predictive
power (Shmueli et al, 2019).
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Hypotheses Testing

Result of bootstrapping procedure with a resample of 1000 was perform to determine path
estimates and t-statistics for the proposed structural paths. (Figure2: PLS Model for Direct Path
Coefficient of the Structural Model (Bootstrapping) and Table 5 shows the structural model
results. Following Hair et al. (2017), the path coefficients' significance levels were obtained
using the PLS algorithm with a resampling bootstrapping procedure (with 1000 bootstrap
samples). According to the structural model direct effect result is shown in Table 5 the path
coefficient indicates that the latent variables have a strong relationship which is values
surpassing 0.100 at significant at 0.05 level for all constructs (Ramayah et al., 2018).

Table 5: Results of the Structural Model

Structural Beta t-value P-value<0.05 Conclusion
path coefficient (bootstrap)
SOC— FSA -0.188 1.783 0.037 H1 not supported
SERV— FSA 0.215 1.964 0.025 H2 supported
FIN— FSA 0.074 0.677 0.249 H3 not supported
ASS— FSA 0.159 1.256 0.105 H4 not supported
COMP— FSA 0.014 0.136 0.446 H5 not supported

According to the findings, only H2 is supported at confidence intervals at 95, where the p-value
should be less than 0.05 for the hypothesis to be accepted (H1; B1=0.215, p<0.05). Another
four hypotheses are rejected. Figure 1 shows the PLS result Diagram.
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Figure 3: PLS Result Diagram

Discussion

Franchising relationships among franchisees and franchisors involve exchanges, sharing, or the
co-development of capabilities to achieve better business outcomes. Franchising alliance
capability has emerged as a popular competitive strategy during the past few years (Gillis et
al., 2020). According to RBV, organizations establish superior performance and boost survival
ability by collecting resources and strengthening capability. In agency theory, franchising
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alliance is part of the franchisee's external resources as it facilitates their survival ability

through the transfer of knowledge, competencies, and tangible resources. Thus, business

networks with franchisors are increasingly important for better engagement and collaborative

value creation such as joint innovation, marketing alliances, service assistance, or social
support to achieve business resilience (Kohtamaki et al., 2018).

Effective communication between franchisors and franchisees is crucial in understanding each
other's perspectives and finding mutually beneficial solutions. However, during a period of
crisis, it is frequently necessary to establish a hierarchy of critical tasks to ensure the survival
of a business. Thus, franchisors may place greater emphasis on the activities that directly
contribute to the sustainability of their operations and the mitigation of the pandemic's effects
and this may impact of lacking social interactions with the franchisees. The operational and
digitalization challenges brought about by the pandemic, both franchising alliances may not
have fully adapted to these new business models and tools or found them to be less effective
for certain types of communication compared to traditional face-to-face interactions.
Therefore, findings indicate that social interaction between franchisor and franchisee has been
unproductive during the crisis.

Franchisor support services are integral elements of a franchise system, designed to provide
assistance and guidance to franchisees in diverse facets of their business operations. The
primary objective of these services is to guarantee uniformity, excellence, and compliance with
the franchisor's brand guidelines throughout all franchise establishments. Franchisor service
support has been maintained very well during the unexpected exogenous pandemic to avoid
franchising failure. A specialized ongoing training program, digital tool, and operational
assistance have been implemented to effectively align with the new business model during the
crisis has given a positive significant impact on franchisee resilience.

The financial impact of the pandemic extends beyond the franchisee, as it also affects the
franchisor's company. For instance, there were 10,875 franchised businesses permanently
closed in the United States had shrunk franchisor revenue where franchising royalty fees and
cash inflow have diminished (Fournaris & Burstein, 2022). Meanwhile, the financial fund or
assistance is not part of the franchising contract. In addition, franchisors are also concerned
about the risk associated with providing financial flexibility or funds to certain franchisees, as
all businesses are struggling during the catastrophe. Due to this, most franchisors maintained
the franchising payment and some of them are not willing to negotiate for financial flexibility
or financial funds. Hence, the study's results indicate that financial assistance has an
insignificant impact on franchisee resilience.

The study also found that there was inefficient assurance support from a franchisor that
significantly impacted the poor performance of franchisees during the crisis. During
challenging times, industry changes, or huge uncertainty, franchisee resilience depends on clear
guidance and assurance from the franchisor. However, the result shows that assurance support
does not have a significant positive relationship with franchisee survivability. To address these
trust issues, effective communication, ongoing support, and clear guidelines from the
franchisor are crucial during a crisis. Franchisors should strive to create a positive and
collaborative environment, providing the necessary level of assurance to help franchisees stay
motivated and persistent in navigating challenges and succeed in their business operations.
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A competent and proactive franchisor is crucial for the overall success and resilience of a

franchise system, particularly during challenging times. Therefore, there are often two primary

drivers of the strategic alliance which are the capability of improvement and obtaining new

resources (Nasr & Al-Tabbaa, 2023). Franchisees depend on the franchisor’s capability to

improve their leadership, guidance, and assistance to gain effective partnerships to survive
future crises.

Conclusion

The purpose of the current study was to determine the effective franchisor support during the
pandemic crisis that significantly impacted franchisees ability to retain business. The PLS-
SEM results indicate that franchisors' service support has a statistically significant which has a
favourable impact on the ability of franchisees to withstand and recover the challenges posed
by the COVID-19 pandemic outbreak. However, other franchisor support such as social
interaction, financial assistance, assurance, and competence are insignificant. Thus, the
implication is there are possibilities that franchisors of homegrown franchisees do not have a
proper contingency plan, effective communication, and knowledge transfer for franchisees
which hinder their effective support to assist franchisees coop with the pandemic crisis.
meanwhile, the empirical findings of the present research contribute to a distinctive
understanding that Malaysian franchisees might possess limited ability to withstand hazardous
events. Overall, these findings indicate that franchisors should improve their alliance
management and leadership to promote franchisee resilience. The study is limited as the sample
and distribution was nationally representative of home-grown and foreign franchisees in Kuala
Lumpur and Selangor through purposive sampling, so these results may not be applicable to
master franchisees in Malaysia. The study indicates response bias which occurs when
participants answer surveys inaccurately due to franchising conflict and misunderstanding
during the crisis, leading to skewed and misleading results. The study also examined solely the
franchisor support and was not specifically designed to evaluate other factors that might related
to franchisee survival such as human capital, financial resources, managerial capability, and
digitalization as a survival strategy. Therefore, further study might explore these variables to
produce a better understanding of franchisee resilience during a crisis.

Acknowledgement

The authors would like to acknowledge the funding from the Ministry of Higher Education
(MOHE) Malaysia under the Fundamental Research Grant Scheme (FRGS) (Ref no:
FRGS/1/2021/SS01/UMK/03/4).

References

Abd Aziz, N. A., Ramdan, M. R., Nik Hussin, N. S., Abdul Aziz, Z., Osman, J., & Hasbollah,
H. R. (2021). The determinants of global expansion: A study on food and beverage
franchisors in  Malaysia.  Sustainability ~ (Switzerland),  13(18), 1-9
https://doi.org/10.3390/su131810328

Abdullah, F., Rashidee Alwi, M., Lee, N., & Boo Ho, V. (2008). Measuring and managing
franchisee satisfaction: a study of academic franchising. Journal of Modelling in
management, 3(2), 182-199. https://doi.org/10.1108/17465660810890144

Abdullah, M. A. A. (2024). Military Activism in Malaysia and Its Boycott Towards
Mcdonald’s Malaysia: A Case Study of Palestine-1Israel Conflict. Journal of Media and
Information Warfare 17(1), 105-117.
https://jmiw.uitm.edu.my/images/Journal/\Vol17Nol/Article_9.pdf

157



Advanced International Journal of
Business, Entrepreneurship and SME's | JBES

EISSN: 2682-8545

Volume 6 Issue 22 (December 2024) PP. 144-163

DOI 10.35631/AIJBES.622011

Abdulwahab, L., Dahalin, Z., & Galadima, M. B. (2011). Data screening and preliminary

analysis of the determinants of user acceptance of telecentre. Journal of Information

Systems: New Paradigms, 1(2), 11-23.
https://www.researchgate.net/publication/269222211

Abhari, S., Jalali, A., Jaafar, M., & Tajaddini, R. (2022). The impact of Covid-19 pandemic on
small businesses in tourism and hospitality industry in Malaysia. Journal of Research
in Marketing and Entrepreneurship, 24(1), 75-91. https://doi.org/10.1108/JRME-07-
2020-0091

Abou Kamar, M., & Alsetoohy, O. (2021). Franchisee-Franchisor Relationship Quality and Its
Impact on Restaurants’ Operational and Financial Performance: An Application of
Leader-Member Exchange Theory. Journal of Association of Arab Universities for
Tourism and Hospitality, 20(4), 1-24.
https://doi.org/10.21608/jaauth.2021.75686.1175

Abou Kamar, M., & Alsetoohy, O. A. (2021). Franchisee-Franchisor Relationship Quality and
Its Impact on Restaurants’ Operational and Financial Performance: An Application of
Leader-Member Exchange Theory. 20 (4). https://jaauth.journals.ekb.eg/

Adam, N. A., & Alarifi, G. (2021). Innovation practices for survival of small and medium
enterprises (SMEs) in the COVID-19 times: the role of external support. Journal of
Innovation and Entrepreneurship, 10(15), 1-22. https://doi.org/10.1186/s13731-021-
00156-6

Adeiza, A., Ismail, A., & Malek, M. M. (2017). An Empirical Examination of the Major
Relationship Factors Affecting Franchisees’ Overall Satisfaction and Intention to Stay.
Iranian Journal of Management Studies, 10(1), 31-62. https://doi.org/DOI:
10.22059/ijms.2017.219496.672348

Amankwah-Amoah, J., Khan, Z., & Wood, G. (2021). COVID-19 and business failures: The
paradoxes of experience, scale, and scope for theory and practice. European
Management Journal, 39(2), 179-184. https://doi.org/10.1016/j.emj.2020.09.002

Antia, K. D., Mani, S., & Wathne, K. H. (2017). Franchisor—franchisee bankruptcy and the
efficacy of franchisee governance. Journal of Marketing Research, 54(6), 952-967.
https://doi.org/10.1509/jmr.14.0182

Austin, E. C. (2020). Business Survival Growth Model (BSGM) Canvas VS Business Model
Canvas (BMC). European Journal of Business and Innovation Research, 8(1), 52—68.
https://doi.org/10.37745/ejbir/vol8.nol.pp52-68.2020

Ayup-Gonzalez, J., Calderon-Monge, E., & Carrilero-Castillo, A. (2019). The effects of
management and environmental factors on franchise continuity. Economic Research-
Ekonomska Istrazivanja, 32(1), 982-997.
https://doi.org/10.1080/1331677X.2019.1592008

Baker, S., Bloom, N., Davis, S., & Terry, S. (2020). COVID-Induced Economic Uncertainty.
National Bureau of Economic Research, April, 1-17.
https://www.nber.org/papers/w26983%0Ahttp://www.nber.org/papers/w26983

Bates, T. (1998). Survival patterns among newcomers to franchising. Journal of Business
Venturing, 13(2), 113-130. https://doi.org/10.1016/S0883-9026(97)00066-9

Bendickson, J., Muldoon, J., Liguori, E. W., & Davis, P. E. (2016). Agency theory: background
and epistemology. Journal of Management History, 22(4), 437-449.
https://doi.org/10.1108/JMH-06-2016-0028

158



Advanced International Journal of
Business, Entrepreneurship and SME's | JBES

EISSN: 2682-8545
Volume 6 Issue 22 (December 2024) PP. 144-163
DOI 10.35631/AIJBES.622011
Bendickson, J., Muldoon, J., Liguori, E. W., & Davis, P. E. (2016). Agency theory: background
and epistemology. Journal of Management History, 22(4), 437-449.
https://doi.org/10.1108/JMH-06-2016-0028
Bernama (2024, May 1). Gaza boycott continues to weigh on McDonald's sales. The New
Straits Times. https://www.nst.com.my/world/world/2024/05/1044991/gaza-boycott-
continues-weigh-mcdonalds-sales
Boiral, O., Brotherton, M. C., Rivaud, L., & Guillaumie, L. (2021). Organizations’
management of the COVID-19 pandemic: A scoping review of business articles.
Sustainability (Switzerland), 13(7), 1-20. https://doi.org/10.3390/su13073993

Bui, T. T. H., Jambulingam, M., & Amin, M. (2022). A literature review of franchisee
performance: Insights for further research. Cogent Business and Management 9(1), 1-
22. https://doi.org/10.1080/23311975.2022.2044573

Bui, T. T. H., Jambulingam, M., Amin, M., & Hung, N. T. (2021). Impact of COVID-19
pandemic on franchise performance from franchisee perspectives: the role of
entrepreneurial orientation, market orientation and franchisor support. Journal of
Sustainable Finance & Investment, 13(1), 264-282.
https://doi.org/10.1080/20430795.2021.1891787

Calderon-Monge, E., Pastor-Sanz, I., & Huerta-Zavala, P. (2017). Economic sustainability in
franchising: A model to predict franchisor success or failure. Sustainability
(Switzerland), 9(8). https://doi.org/10.3390/su9081419

Chakravarty, S. & Shahriar, A. Z. M. (2015). Selection of borrowing partners in joint liability-
based microcredit: Evidence from framed field experiments in Bangladesh.
Entrepreneurship Theory and Practice, 39(2), 129-144.
https://doi.org/10.1111/etap.12142

Chang, Y., Wang, X., & Arnett, D. B. (2018). Enhancing firm performance: The role of brand
orientation in business-to-business marketing. Industrial Marketing Management, 72,
17-25. https://doi.org/10.1016/j.indmarman.2018.01.031

Chiou, J. S., Hsieh, C. H., & Yang, C. H. (2004). The Effect of Franchisors’ Communication,
Service Assistance, and Competitive Advantage on Franchisees’ Intentions to Remain
in the Franchise System. Journal of Small Business Management, 42(1), 19-36.
https://doi.org/10.1111/j.1540-627x.2004.00095.x

Coleman, S., Cotei, C., & Farhat, J. (2013). A resource-based view of new firm survival: New
perspectives on the role of industry and exit route. Journal of Developmental
Entrepreneurship, 18(1). https://doi.org/10.1142/51084946713500027

Connelly, L. M. (2008). Pilot studies. Medsurg Nursing. Journal of the Academy of Medical-
Surgical Nurses, 17(6), 411-412. https://doi.org/10.1145/3081016.3081020

Do, H., Budhwar, P., Shipton, H., Nguyen, H. D., & Nguyen, B. (2022). Building
organizational resilience, innovation through resource-based management initiatives,
organizational learning and environmental dynamism. Journal of Business Research,
141(2022), 808-821. https://doi.org/10.1016/j.jbusres.2021.11.090

Duchek, S. (2020). Organizational resilience: a capability-based conceptualization. Business
Research, 13(1), 215-246. https://doi.org/10.1007/s40685-019-0085-7

Dutton, J. (2024, May 1). Starbucks, McDonald's, KFC continue to feel effects of Gaza war
boycotts. Al  Monitor. https://www.al-monitor.com/originals/2024/05/starbucks-
mcdonalds-kfc-continue-feel-effects-gaza-war-boycotts.

Fournaris, C. T., & Burstein, R. S. (2022). The Potential Impact of COVID-19 on Franchise
Lost Profits Claims. Franchise Law Journal, 41(3), 309-330.

159



Advanced International Journal of
Business, Entrepreneurship and SME's | JBES

EISSN: 2682-8545
Volume 6 Issue 22 (December 2024) PP. 144-163
DOI 10.35631/AIJBES.622011
https://heinonline.org/HOL/LandingPage?handle=hein.journals/fchlj41&div=27&id=
&page=

Frazer, L., & Winzar, H. (2005). Exits and expectations: Why disappointed franchisees leave.
Journal of  Business Research, 58(11 SPEC. ISS.), 1534-1542.
https://doi.org/10.1016/j.jbusres.2004.08.001

Ghani, A. M. F., Hizam-Hanafiah, M., Mat Isa, R., & Abd Hamid, H. (2022). A Preliminary
Study: Exploring Franchising Growth Factors of Franchisor and Franchisee. Journal of
Open Innovation:  Technology, Market, and Complexity, 8(3), 138.
https://doi.org/10.3390/joitmc8030138

Gillis, W. E., Combs, J. G., & Yin, X. (2020). Franchise management capabilities and
franchisor performance under alternative franchise ownership strategies. Journal of
Business Venturing, 35(1), 1-36. https://doi.org/10.1016/j.jbusvent.2018.09.004

Hair Jr, J. F., Hult, G. T. M., Ringle, C. M., Sarstedt, M., Danks, N. P., & Ray, S. (2021).
Partial least squares structural equation modeling (PLS-SEM) using R: A workbook.
Springer Nature.

Hair, J. F., Matthews, L. M., Matthews, R. L., & Sarstedt, M. (2017). PLS-SEM or CB-SEM:
updated guidelines on which method to use. International Journal of Multivariate Data
Analysis, 1(2), 107-123. https://doi.org/10.1504/ijmda.2017.10008574

Hair, J. F., Risher, J. J., Sarstedt, M., & Ringle, C. M. (2019). When to use and how to report
the results of PLS-SEM. European Business Review, 31(1), 2-24.
https://doi.org/10.1108/EBR-11-2018-0203

Henseler, J., Ringle, C. M., & Sarstedt, M. (2015). A new criterion for assessing discriminant
validity in variance-based structural equation modeling. Journal of the Academy of
Marketing Science, 43(1), 115-135. https://doi.org/10.1007/s11747-014-0403-8

Henseler, J., Ringle, C. M., & Sinkovics, R. R. (2009). The Use of Partial Least Squares Path
Modeling In International Marketing. Journal of Business Research, 20, 277-319.
https://doi.org/https://doi.org/10.1108/S1474-7979(2009)0000020014

Heredia, J., Rubifios, C., Vega, W., Heredia, W., & Flores, A. (2022). New Strategies to
Explain Organizational Resilience on the Firms: A Cross-Countries Configurations
Approach. Sustainability (Switzerland), 14(3), 1-12.
https://doi.org/10.3390/su14031612

Hernandez, G.Y., Rueda Galvis, J. F., & Véasquez Capacho, J. W. (2021). Business Survival,
A Literary Review of Internal and External Determinants. Criterio Libre, 18(32), 261
279. https://doi.org/10.18041/1900-0642/criteriolibre.2020v18n32.7122

Hidayaturrahman, M., Alfiyah, N. I, Sudarman, S., Sinaga, A. B., Ubaid, A. H,
Sugiantiningsih, A. A. P., & Elazhari, E. (2024). Second-Wave Boycott of Israeli
Products as Political Economic Movements. Jurnal Etika Demokrasi, 9(3), 254-273.
https://journal.unismuh.ac.id/index.php/jed/article/view/14193

Hoque, Siddiqui, B. A., Awang, Z., & Baharu, S. M. A. (2018). Exploratory factor analysis of
entrepreneurial orientation in the context of Bangladeshi Small and Medium Enterprise
(SMES). European Journal of Management and Marketing Studies, 3(2), 81-94.
https://doi.org/10.5281/zenodo.1292331

Hsieh, H. C., Nguyen, X. H., Wang, T. C., & Lee, J. Y. (2020). Prediction of knowledge
management for success of franchise hospitality in a post-pandemic economy.
Sustainability (Switzerland), 12(20), 1-27. https://doi.org/10.3390/su12208755

International  Franchise Association [IFA (2021). IFA Educational Foundation.
https://unstats.un.org/unsd/nationalaccount/workshops/2008/newyork/IG27.PDF

International Franchise Association, IFA 2022. 2022 Franchising Economy Outlook.
International Franchise Association. FRANData: Franchise Business Intelligence.

160



Advanced International Journal of
Business, Entrepreneurship and SME's | JBES

EISSN: 2682-8545
Volume 6 Issue 22 (December 2024) PP. 144-163
DOI 10.35631/AIJBES.622011
https://www.franchise.org/franchise-information/franchise-business-
outlook/2022franchising-economic-outlook
Jang, S. C., & Park, K. (2019). A sustainable franchisor-franchisee relationship model: Toward
the franchise win-win theory. International Journal of Hospitality Management,
76(June 2018), 13-24. https://doi.org/10.1016/j.ijhm.2018.06.004
Josefy, M. A., Harrison, J. S., Sirmon, D. G., & Carnes, C. (2017). Living and dying:
Synthesizing the literature on firm survival and failure across stages of development.
Academy of Management Annals, 11(2), 770-799.
https://doi.org/10.5465/annals.2015.0148
Kohtamaki, M., Rabetino, R., & Mdller, K. (2018). Alliance capabilities: A systematic review
and future research directions. Industrial Marketing Management, 68, 188-201.
https://doi.org/10.1016/j.indmarman.2017.10.014
Kosov4, R., & Lafontaine, F. (2010). Survival and growth in retail and service industries:
Evidence from franchised chains. Journal of Industrial Economics, 58(3), 542-578.
https://doi.org/10.1111/j.1467-6451.2010.00431.x
Kotsios, P. (2023). Business resilience skills for SMEs. Journal of Innovation and
Entrepreneurship, 12(1), 1-22. https://doi.org/10.1186/s13731-023-00304-0
Kremez, Z., Frazer, L., Quach, S., & Thaichon, P. (2022). Collaboration, communication,
support, and relationships in the context of e-commerce within the franchising sector.
Journal of Strategic Marketing, 30(2), 137-1509.
https://doi.org/10.1080/0965254X.2020.1733051
Lafontaine, F., Zapletal, M., & Zhang, X. (2019). Brighter prospects? Assessing the franchise
advantage using census data. Journal of Economics and Management Strategy, 28(2),
175-197. https://doi.org/10.1111/jems.12289
Lee, J. H., & Choi, H. M. (2023). Sustainable restaurant franchising: Franchisor social support
for franchisee resilience and intention to retain business during the COVID-19
pandemic. Journal of Hospitality and Tourism Management, 54(February), 415-425.
https://doi.org/10.1016/j.jhtm.2023.02.002
Levin, S. A,, Barrett, S., Aniyar, S., Baumol, W., Bliss, C., Bolin, B., ... & Sheshinski, E.
(1998). Resilience in natural and socioeconomic systems. Environment and
development economics, 3(2), 221-262. https://doi.org/10.1017/S1355770X98240125
Li, J., & Xia, H. (2019). Franchise: A Literature Review and Directions of Future Research.
Open  Journal of  Business  and Management, 7(2), 817-827.
https://doi.org/10.4236/0jbm.2019.72055
Mellahi, K., & Harris, L. C. (2016). Response rates in business and management research: An
overview of current practice and suggestions for future direction. British Journal of
Management, 27(2), 426-437. https://doi.org/10.1111/1467-8551.12154
Miklian, J., & Hoelscher, K. (2022). SMEs and exogenous shocks: A conceptual literature
review and forward research agenda. International Small Business Journal:
Researching Entrepreneurship. 40(2), 178-204.
https://doi.org/10.1177/02662426211050796
Ministry of Domestic Trade and Consumer Affairs (KPDN) (2022). KPDN Annual Report
2022. KPDNHEP.gov.my. https://www.kpdnhep.gov.my/en/media-
kpdnhep/publication/annual-reportsNabila, S., Ambad, A., Andrew, J., Andrew, J. V.,
Haryani, D., & Amit, D. A. (2020). Growth Challenges of SMEs: Empirical Evidence
in  Sabah, Malaysia. ASEAN  Entrepreneurship  Journal, 6(1), 1-4.
https://www.researchgate.net/publication/343404542

161



Advanced International Journal of
Business, Entrepreneurship and SME's | JBES

EISSN: 2682-8545
Volume 6 Issue 22 (December 2024) PP. 144-163
DOI 10.35631/AIJBES.622011

Najib, M., Rahman, A. A. A., & Fahma, F. (2021). Business survival of small and medium-
sized restaurants through a crisis: The role of government support and innovation.
Sustainability (Switzerland), 13(19), 1-6. https://doi.org/10.3390/su131910535

Nasr, A., & Al-Tabbaa, O. (2023). On the role and nature of alliance management capability
in family business: Empirical evidence from a developing market. Thunderbird
International Business Review, 65(2), 237-252. https://doi.org/10.1002/tie.22323

Nazari, K., Akbari, P., Mahdikhani, R., & Elyasi, E. (2023). Analyzing the Impact of Supply
Chain Ambidexterity on the Financial Performance with Emphasis on the Moderating
Role of Network Capability and Strategic Information Flow. Journal of Innovation
Management in Defensive Organizations, 5(18), 35-58.
https://www.qjimdo.ir/&url=http:/www.qjimdo.ir/article_163643_74ae87b5ba3d5837
706ad5cf695424d9.pdf?lang=en

Németh, G. (2008). Corporate abilities. Proceedings Papers of Business Sciences: Symposium
for Young Researchers (FIKUSZ), 173-185.
https://d1wqtxtslxzle7.cloudfront.net/69456433/

Ortiz-Villajos, J. M., & Sotoca, S. (2018). Innovation and business survival: A long-term
approach. Research Policy, 47(8), 1418-1436.
https://doi.org/10.1016/j.respol.2018.04.019

Othman, N. H., Abd Aziz, N. A., Hasbollah, H. R., Aziz, Z. A., Hanafiah, M. H., & Halim, N.
F. (2023). Franchise Industry: A Systematic Review of Business Survival. Remittances
Review. 8(4), 3818-3831. https://doi.org/10.33182/rr.v8i4.263

Otungu, O. A., Nyongesa, W. J., Ochieng, O. E., & Simeon, K. (2011). Strategic Management:
The link between the agency theory and the company’s competitive advantage.
International Journal of Business and Social Science, 2(23), 232-237.
https://doi.org/https://www.proquest.com/openview/bbe04f411d6deeda2d15ea2e799d
5fb4/1.pdf?cbl=646295&pg-origsite=gscholar

Panda, S., Thapa, S., Paswan, A. K., & Mishra, S. P. (2023). Franchising: a signaling
perspective. Journal of Business and Industrial Marketing, 38(4), 813-827.
https://doi.org/10.1108/JBIM-09-2020-0418

Perrigot, R., Lopez-Fernandez, B., Basset, G., & Herrbach, O. (2020). Resale pricing as part
of franchisor know-how. Journal of Business and Industrial Marketing, 35(4), 685-698.
https://doi.org/10.1108/JBIM-05-2018-0145

Pham, L. D. Q., Coles, T., Ritchie, B. W., & Wang, J. (2021). Building business resilience to
external shocks: Conceptualising the role of social networks to small tourism &
hospitality businesses. Journal of Hospitality and Tourism Management, 48, 210-219.
https://doi.org/10.1016/j.jhtm.2021.06.012

Raha, A., & Hajdini, 1. (2022). Franchisees with multiple stakeholder roles: perceptions and
conflict in franchise networks. Journal of Strategic Marketing, 30(2), 160-179.
https://doi.org/10.1080/0965254X.2020.1733052

Rahman, M. S., AbdelFattah, F. A. M., Bag, S., & Gani, M. O. (2022). Survival strategies of
SMEs amidst the COVID-19 pandemic: application of SEM and fsQCA. Journal of
Business and Industrial Marketing, 37(10), 1-20. https://doi.org/10.1108/JBIM-12-
2020-0564

Ramayah, R., Cheah, J.-H., Chuah, F., Ting, H. & Memon, M.A. (2018). Partial Least Squares
Structural Equation Modeling (PLS-SEM) using SmartPLS 3.0. Pearson: Malaysia

Roopa, S., & Rani, M. (2012). Questionnaire Designing for a Survey. Journal of Indian
Orthodontic Society, 46, 273-277. https://doi.org/10.5005/jp-journals-10021-1104

162



Advanced International Journal of
Business, Entrepreneurship and SME's | JBES

EISSN: 2682-8545
Volume 6 Issue 22 (December 2024) PP. 144-163
DOI 10.35631/AIJBES.622011

Sakolnakorn, T. P. N., & Tepsing, P. (2013). The problems and management strategy of local
convenience stores for business survival in violent situations in lower-south Thailand.
Asian Social Science, 9(11), 300-307. https://doi.org/10.5539/ass.v9n11p300

Sanfelix, G. N., & Puig, F. (2018). New challenges in franchisor-franchisee relationship. An
analysis from agency theory perspective. Cuadernos de Gestion, 18(1), 85-102.
https://doi.org/10.5295/cdg.150610gn

Shane, S., & Foo, M.-D. (1999). New Firm Survival: Institutional Explanations for New
Franchisor Mortality. Management Science. 45(2), 142-159.
https://doi.org/10.1287/mnsc.45.2.142

Soewin, E., & Chinda, T. (2018). Factors affecting construction performance: Exploratory
factor analysis. IOP Conference Series: Earth and Environmental Science, 140(1), 1-
9. https://doi.org/10.1088/1755-1315/140/1/012102

Solanki, S. Management of Risk and Issues in Franchising of Food Brands: An Empirical Study
of  Franchisee Owners. Journal of Critical Review. 7(8), pp.1-9.
http://doi.10.48047/jcr.07.08.618

Teece, D. J. (2007). Explicating dynamic capabilities: the nature and microfoundations of
(sustainable) enterprise performance. Strategic Management Journal, 28(13), 1319-
1350. https://doi.org/10.1002/smj.640

Teece, D. J., Pisano, G., & Shuen, A. (1997). Dynamic capabilities and strategic management.
Strategic Management Journal, 18(7), 509-533. https://doi.org/10.1002/(S1CI1)1097-
0266(199708)18:7<509::AID-SMJ882>3.0.CO;2-

Terry, A., & Di Lernia, C. (2009). Franchising and the quest for the holy grail: Good faith or
good intentions? In Melbourne University Law Review, 33(2), 542-578.
http://www.griffith.edu.au/__data/assets/pdf_file/0008/101051/fa2008-web-
version.pdf

Ugwuzor, M. (2017). Survivor Behaviour Management and Organizational Survival. IRACST—
International Journal of Commerce, Business and Management (IJCBM), 6(6), 22—-30.
https://www.researchgate.net/publication/323004579

Upson, J. W., Ketchen Jr, D. J., Connelly, B. L., & Ranft, A. L. (2012). Competitor analysis
and foothold moves. Academy of Management Journal, 55(1), 93-110.
https://doi.org/10.5465/amj.2008.0330

Watkins, M. W. (2018). Exploratory Factor Analysis: A Guide to Best Practice. Journal of
Black Psychology, 44(3), 219-246. https://doi.org/10.1177/0095798418771807

Xue, R., & Li, L. (2023). Strategic alliances and firms’ chances to survive “black swans” in
B2B industries. Journal of Business & Industrial Marketing, 38(3), 444-462.
https://doi.org/10.1108/JBIM-12-2019-0530

Zamanzadeh, V., Ghahramanian, A., Rassouli, M., Abbaszadeh, A., Alavi-Majd, H., &
Nikanfar, A.-R. (2015). Design and Implementation Content Validity Study:
Development of an instrument for measuring Patient-Centered Communication.
Journal of Caring Sciences, 4(2), 165-178. https://doi.org/10.15171/jcs.2015.017

163


https://doi.org/10.1002/(SICI)1097-0266(199708)18:7%3c509::AID-SMJ882%3e3.0.CO;2-
https://doi.org/10.1002/(SICI)1097-0266(199708)18:7%3c509::AID-SMJ882%3e3.0.CO;2-

