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The purpose of this article is to explore and understand the motivations and challenges of fran-

chising in an African economy. While interest in franchising is increasing in African markets, there

is a paucity of research on franchising from the perspective of local African firms participating in

these international relationships. The motivations and challenges of franchising from the perspec-

tive of African businesses have not been largely investigated so far. Using in-depth interviews, we

allow motivations and challenges at play to emerge. Convenient and snowball sampling techniques

were used for choosing the unit of analysis, which resulted in four respondent firms. A thematic

approach was adopted for analyzing the data from the field. Support services, brand name, and

franchisor's experience are identified to be the motivations for franchising. Financial assistance

from the franchisor, demand, and competition also play a key role in an African firm's decision to

franchise. Legal constraints and infrastructure constraints were the key challenges faced by fran-

chisees in Ghana. The findings of this study may hold for franchisees in other African markets.

However, contextual differences may be considered in the application of these findings.
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1 | INTRODUCTION

Scholars in international business have researched on several aspects

of franchising covering cobranding, governance, modes of entry, gen-

der, licensing, franchisee failures, risk, retailing in franchising, relation-

ships in franchising, advertising effects, and many others (Baena,

2012; Canabal & White, 2008; Dalberg, 2009; Y. K. Lee, Kim, Seo, &

Hight, 2015; Nijmeijer, Fabbricotti, & Huijsman, 2014; Petersen &

Welch, 2000; Teegen, 2000). Although such studies have made valu-

able contributions to the international business literature, relatively

few of them focus specifically on the motivations and challenges of

expansion through franchising. Of the aforementioned studies, Tee-

gen (2000) examines the strategic and economic development implica-

tions of globalizing through franchising and acknowledges the

benefits of international franchising but further highlights the need

for more studies to focus on the motives of the franchisee in cross-

border contracts. Baena (2012) in a similar study conducted on fran-

chising in African markets, also reaffirms that the motivations and

forms of franchising are key issues in international business that need

to be focused on in future research.

Furthermore, Petersen and Welch (2000) and Canabal and White

(2008) have established that there has been a shift from other modes

of entry into franchising. Yet, there is relatively little knowledge about

the motives for which firms are doing so. They, therefore, proposed

there should be further research that concentrates on the reasons for

franchising to broaden the scope of knowledge in the area. Nijmeijer

et al. (2014), Combs, Ketchen, and Short (2011), and Altinay (2006) in

reviewing the literature on franchising, indicated that issues such as

the motivations for franchising and types of franchising have been

underresearched in current times. Therefore, they advocated that

studies must focus on addressing this gap within the franchising litera-

ture, which this study seeks to address.

In recent times, the global business environment has seen several

franchising developments, and research indicates the triad nations
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account for most of such franchising activities (Alon, Ni, & Wang,

2012; Forte & Carvalho, 2013; Rozenn & Cliquet, 2014; Wright &

McAuley, 2012). Nonetheless, Ghana as an economy is noted to be

among the few Sub-Saharan countries that have seen such develop-

ments over the past few decades (GIPC, 2014). For instance, the Gha-

naian business environment has seen franchised companies such as

KFC, Game, Mechanical Lloyd, and many others operating in Ghana.

Many firms have invested into franchising knowing there may be cer-

tain risks and several challenges, some of which have led to the clo-

sure of some franchised companies around the world. For instance,

CareShop, which is one of the largest drugstore franchises on the con-

tinent, closed down its operations in Ghana due to the lack of exclu-

sivity in its supply chain, lack of organizational culture, and difficulty in

establishing a viable product mix (McCabe et al., 2011; Segre & Tran,

2008). Consequently, this has facilitated the need to investigate what

challenges businesses face when they choose franchising over the

several other modes of entry outlined in the business literature. This,

coupled with the call in the literature for further research into fran-

chising and its associated motivations and challenges, has incited this

study.

A review of the literature on franchising suggests most of the

empirical studies tend to focus on developed economies, specifically

on the triad nations, often with inconclusive results (Canabal & White,

2008; Cross, 2000; Weaven, 2009; Xiao, O'Neill, & Wang, 2008).

Therefore, Baena (2012); Botti, Briec, and Cliquet (2009); and Canabal

and White (2008) suggest studies should be conducted outside the

triad nations, preferably with a focus on a single country. Again, Baena

(2012) insists there should be studies to explore and deepen the

understanding of the motivations and challenges of franchising in a

different context. Moreover, there is a call for studies to be conducted

in different industrial settings, as most of the studies on franchising

are focused on the hospitality industry (Park and Jang, 2012). This is

corroborated by Wright and McAuley (2012) who while reviewing the

developments of franchising in Australia concluded that to enhance

and broaden the knowledge base of franchising, cross-border studies

must be undertaken. Therefore, this research seeks to investigate the

motivations of franchising and the potential challenges of franchising

that firms are likely to face in African markets like Ghana from the

perspective of the franchisees.

2 | LITERATURE REVIEW

Franchising is a business arrangement wherein a firm (the franchisor)

collects upfront and ongoing fees in exchange for allowing other firms

(franchisees) to offer products and services under its brand name and

using its processes (Combs, Ketchen, Shook, & Short, 2011). The fran-

chisee has the obligation to pay the franchisor certain fees and royal-

ties in exchange for these rights. The franchisor also has the

obligation to provide rights and support to the franchisee. According

to Badrinarayanan, Suh, and Kim (2016), franchising is a business for-

mat wherein a firm (i.e., the franchisee) enters a long-term contractual

agreement with another firm (i.e., the franchisor) to market products

or services under brand names and business practices idiosyncratic to

the franchisor in return for a share of revenue, royalties, and/or fees.

Justis and Judd (2002) opined that franchising is a contractual busi-

ness arrangement by which a firm grants an individual or a company

the right to conduct business in a prescribed manner within a speci-

fied territory during an agreed time period in return for royalty contri-

bution or other fee payment. Thus, a franchise is a business system in

which private entrepreneurs purchase the rights to open and run a

branch of a larger company. The franchising company, or a franchisor,

signs a contractual agreement with the franchisee explaining in detail

the company's rules for operating the franchise (Justis & Judd, 2002).

E. Y. Roh and Yoon (2009) posit that franchising is a process where a

franchisor sells the rights to use an established brand name and a busi-

ness model to a franchisee who is legally independent; in exchange,

the franchisor receives a share of the profits. By applying a complete

and well-tested business concept, the franchisee thereby minimizes

the risks associated with opening a business (E. Y. Roh & Yoon, 2009).

A review of the literature on franchising indicates there is rela-

tively little work done in African markets (Baena, 2012). Although the

academic literature has begun to address international expansion into

developing markets, especially in Russia, India, Turkey, China, Malay-

sia, and Taiwan, there is not enough work conducted on franchising in

African markets, as most empirical evidence focuses on developed

markets despite the increasing transformation seen in African econo-

mies. Scholars such as Baena (2009, 2012, 2015) in international busi-

ness have acknowledged that there has indeed been a shift in the

activities of companies from well-developed markets, to newly

developing markets in Africa in recent time. This is evidence of the

significant attention presently being paid to African markets.

This shift in attention to African markets is due to the increasing

opportunities sighted in such markets. Heung, Zhang, and Jiang (2008)

opined that foreign franchisors are attracted to African markets due

to the soaring middle class with increasing disposable incomes, and

the continent's access to the most populated cities in the world. For

instance, Baena (2012) found African markets to account for about

80% of the world's population. Hoffman and Preble (2004) reaffirmed

this in their study, which identified African markets to have an

increasing middle-class population, which influences franchise growth

in such markets. Welsh, Alon, and Falbe (2006) also examined fran-

chising in African markets. They discovered that African markets have

become important to franchise companies especially those in the

United States, because of market saturation and increased competi-

tion in their domestic market. Again, Welsh et al. (2006) cited high

economic growth, economic development, and the market potential

of African markets as reasons for the spread of franchise firms.

Researchers such as Baena (2009, 2012) also claimed that domestic

market saturation and stagnation in developed markets account for

franchisors focusing on African markets. This is because African mar-

kets remain underexploited. This affirms that companies turn to African

markets because of the size of its market, growth in its population's dis-

posable income, and the low level of competition in its markets.

A study indicated that Latin America, Central Europe, and East

Asia account for much of the international expansion through fran-

chising in African markets (Alon, 2004). Alon (2014) and Baena (2012)

also insisted that franchising is a tool for providing economic develop-

ment and global integration in emerging and transition markets. A

result from another study concluded that franchising is the best
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strategy for internationalization in African markets (Paswan et al.,

2004). This is because higher growth potential is expected from such

markets. Additionally, African markets are said to constitute the larg-

est and most dynamic market for franchisors to expand into (Baena,

2012). Conclusively, current growth trends in African markets have

attracted franchisors to such markets. Alon (2006) and Baena (2012)

recognized that companies usually choose joint ventureship and

exporting through representatives as the main mode of entry to such

markets. Nevertheless, there is now a diversion in the choice of

modes of entry as most companies concentrate on franchising as the

main international market entry mode across domestic borders. Baena

(2012) established that the expansion of franchising across African

markets positively relates to national cultures possessing low individu-

alism and high uncertainty avoidance. This indicates that local busi-

nesses view this form of entry mode as a means, which reduces risk

and increases profit in the long run. African markets have, therefore,

attracted significant attention in recent times. Nonetheless, not much

research has been done in the area of franchising; particularly in terms

of motivations and challenges of franchising. Hence, the study fills this

gap in the literature.

3 | MOTIVATIONS FOR FRANCHISING

There are several motivations underlying the decision for franchisors

to expand through franchising. Extant literature identifies entrepre-

neurial characteristics (Evanschitzky, Caemmerer, & Backhaus, 2016),

economic reasons (Aguiar, Pauli, Yu, & Nascimento, 2016; Madanoglu,

Alon, & Shoham, 2017), saturation in the domestic market (Elango,

2007), acquisition of additional capital, economies of scale, competi-

tive advantage, opportunism (Doherty, Chen, & Alexander, 2014), and

risk reduction (Sun & Lee, 2016) as some of the motivating factors for

franchising. The agency theory, resource scarcity theory, and risk-

reducing theory are some of the theoretical groundings that can

explain motivations for franchisors to adopt a franchising strategy

(Sun & Lee, 2016). However, little is known about the motivations

that influence franchisees to embrace franchising as a business

strategy.

The motivations that drive a franchisee to choose a specific fran-

chising strategy can best be explained by the resource-based view

and relationship-marketing (RM) theory. According to the resource-

based view (Barney, 1991), firms who possess certain rare, valuable,

and nonsubstitutable resources and skills which are difficult to imitate

should perform better than average within their industry (Combs &

Ketchen, 1999). This explains how franchisees and franchisors enter

into franchising agreements with each other to improve their competi-

tive advantage (Madhok, 2002). The resources the franchisor makes

available to be used by the franchisee is a determining factor for fran-

chisees to enter into franchising. For instance, in franchising, franchi-

sors provide at least two important resources: brand (Jeng, 2011;

Michael, 2000) and operational routines (Knott, 2003). All other

opportunities that accrue to a franchisee resulting from the resources,

experiences, and services of a franchisor may determine the franchis-

ing decision of the franchisee. This is the underlying principle of the

resource-based theory applicable to the study of franchising.

RM theory spells out the competitive advantage that firms enjoy

from the interfirm relational resources acquired through a relationship

(Argyres, Bercovitz, & Zanarone, 2016; Dyer, 1997; Dyer & Singh,

1998). According to Wu (2015), RM theory explains how franchisees

determine their franchise intention, due to the role of RM in making

opportunities resulting from interfirm relations available.

Shin, Casidy, Yoon, and Yoon (2016) have discovered that the

brand name and branding activities of a franchisor are strong motiva-

tors for a franchisee to engage in the franchise agreement. Brand

name is a name given to products to distinguish them from other com-

peting brands. It often goes beyond identifying a product to further

indicate the manufacturer of such a brand. Strong brands offer busi-

nesses very attractive appeals to customers as well as the opportunity

to increase profits. They also allow firms to charge premium prices

(Keller, 2008; Kotler & Keller, 2009). Brand name is a key relational

benefit that influences the franchise decision. Badrinarayanan

et al. (2016), and Hodge, Oppewal, and Terawatanavong (2013)

argued that access to a reputable name leads to increased profitability.

Wu (2015) asserts that brand name and reputation have a determining

influence on franchisees' decision to franchise. He investigated

246 franchisees across two industries in Taiwan, and the results con-

cluded that brand name and reputation, as key resources of the fran-

chisor, are antecedents of franchising from the franchisee's

perspective. Alon et al. (2012) also concluded that brand name plays a

role as a major motivation in franchising. In another empirical study

that involved 853 US and French franchise companies, it was found

brand name is an intangible resource that strongly affects franchise

internationalization (Perrigot, López-Fernández, & Eroglu, 2013). Yet,

Cho (2004) challenges this by emphasizing that brand name is not sig-

nificant in determining antecedents of franchising. This has been con-

tradicted by other researchers like Y. S. Roh (2002) who identify size,

growth rate, brand name, and risk sharing as the main motivations for

franchising in their pursuit to identify factors that affect the propen-

sity to franchise in chain restaurants. This reveals mixed findings con-

cerning brand name being an antecedent to franchising.

Support services entail all the services offered by the franchisor

to the franchisee to aid the growth of the franchise business. Akremi,

Perrigot, and Piot-Lepetit (2015) examined the drivers for franchise

chain performance through the lens of the dynamic capabilities

approach and discovered that the length of training given to a franchi-

see is a motivation for franchising. They observed that support ser-

vices in the form of training given to a franchisee positively relates to

the performance of franchise chains. A review of the antecedents and

consequences of franchising by Combs, Ketchen, and Short (2011)

also showed that advice and assistance, and the franchisor's support

services to a franchisee positively relate to the franchisee's decision

to franchise. In addition, some scholars have argued that the level of

support given to a franchisee differs from market to market (Baena,

2009). Shane (2001), in identifying organizational incentives, con-

cluded that there is a positive relationship between training, commu-

nication, services and assistance to franchisees, and the decision to

franchise. Therefore, there is conclusive empirical evidence that,

although support services offered to a franchisee are seen as a cost to

the franchisor, it they positively relate to the decision to franchise.
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Resources, particularly access to financial resources, are vital to

the success of every company. This is because resources help firms to

gain a competitive edge over their rivals. Weaven and Frazer (2007),

in a study that aimed at examining the extent to which firm level fac-

tors influence the growth of franchisee-owned mini-chains within the

Australian franchise sector, acknowledged that access to financial cap-

ital is a key motivation for franchising all over the world. Similarly,

Alon, Wang, Shen, and Zhang (2014) and Alon (2006) also confirm

that businesses make franchise decisions based on access to scarce

resources such as capital and managerial resources. For instance, fran-

chisees must have the ability to buy the franchise. However, some

scholars such as Alon et al. (2012) and Heung et al. (2008) commented

that access to resources may no longer be a motivation for franchising.

Frazer and Winzar (2005) in assessing the causes of franchisees'

failure claimed that the experience of the franchisor is a major motiva-

tor for franchisees' choice of franchising. In addition, Combs, Ketchen,

and Hoover (2003) and Alon (2001) stated that franchisor experience

is vital to making the initial decision to franchise. This is because fran-

chisees believe that this will affect their success rate in the market. In

contrast, Doherty (2007) argues that franchisees opted for franchising

because of the experience they themselves have had in terms of com-

pany restructuring, whereas others saw such an expansion as an

opportunistic approach. This point of view suggests that franchisees'

experience affects the decision to franchise rather than franchisor

experience. Cross (2000) in a review of the international literature also

argues that, the experience of the franchisor is not a necessary reason

for choosing franchising over other modes of entry, but he attributes

this to changes in the competitive business environment. Franchisees

evaluate market conditions in terms of whether there is enough

demand for such a franchisor's product or services and consider

whether the demand is seasonal or not. They examine the current

demand patterns as well as future demand growth (Hollensen, 2007).

Perceived growth in the market causes the demand for products to

grow, and this motivates franchisees to franchise (Hollensen, 2011).

Aliouche (2015) also perceives demand to be the potential growth of

the market and the purchasing power of consumers.

Another factor that influences the process of making a franchise

decision is the competition. Franchisees prioritize how much competition

is in the market, assessing the presence of other competing franchisees

in a particular market and the likelihood of other franchise companies

offering the same products at the same or lower prices. Franchisees

often look for business opportunities that the franchise can offer them

both in the short and long run; thus, they consider whether they can

exploit that franchise as a niche or specialty before they select franchis-

ing as a business strategy (Forte & Carvalho, 2013; Hollensen, 2011).

4 | CHALLENGES OF FRANCHISING

Researchers argue that the psychic distance plays a part in interna-

tionalization through franchising (Hutzschenreuter & Horstkotte,

2013; Jong & Van Houten, 2014; Richardson, 2014). Past studies fur-

ther indicate that the cultural distance increases management costs

and creates difficulty in managing the marketing mix element. For

example, Aliouche (2015) opines that differences in culture affect the

purchasing patterns of consumers as well as the behavior of other

stakeholders including employees. They also negatively affect the cost

of monitoring and logistical support to a franchisee. This emphasizes

that perceptions of consumers in a host nation can become a chal-

lenge that must be dealt with to ensure growth. This is because mar-

kets are people not products, in that there may be “global products,”

but there are no “global people” (Hollensen, 2011). Therefore, it is pru-

dent to say that differences in the culture of the host country can be

a main challenge. Sanfelix and Puig (2018) also indicate that some of

the limitations facing franchising arise from disagreements with regard

to the tasks that each of the parties must assume, the duration of the

contract, and the mechanisms for knowledge transfer. Ultimately,

these factors can lead to situations in which undertakings under the

franchise formula make the franchising option a riskier choice.

Zindiye (2016) cites economic challenges as one of the most

important factors hampering the growth of franchising, especially in

developing countries. He further denotes that the generic challenges

faced by entrepreneurs in the economic environment include reces-

sion, inflation, and compliance with government monetary and fiscal

policies. Shieh and Wu (2012) denote economic factors to be the

depreciation of the nominal exchange rate and volatility of demand

and market potential. Aliouche (2015) also notes that economic insta-

bility, including a high unemployment rate, debt defaulting, strikes,

and currency instability, impacts the attractiveness of countries espe-

cially to franchise companies. Lee and Jang (2010) also assert that

economic instability is a major threat to the survival of companies.

They suggested currency issues, that is, currency convertibility and

instability, to be the most risky challenges. Heung et al. (2008) specify

that infrastructure consists of energy and transportation. They identi-

fied incomplete infrastructure as the main challenge faced in franchise

business. Kistruck, Webb, Sutter, and Ireland (2011), in examining

institutional challenges and adaptations to the franchise model, dem-

onstrate that the lack of utilities, energy crisis, and undeveloped labor

are key challenges of franchising. They conclude that the lack of such

major operating requirements affect business activities negatively,

and can even lead to the total collapse of businesses. This reveals that

inadequate, and/or deterioration in, infrastructure can serve as a

major business challenge to franchise firms. Watson (2008) classifies

financial constraints as part of infrastructure. He postulates that finan-

cial constraints, or the inability to raise capital from external sources,

are a challenge to most franchise businesses. He mentioned that lim-

ited financing poses a major threat to the survival and growth of firms.

Alharbi (2014), in a related study, indicates that the lack of financial

assistance from financial institutions to prospective franchisees is a

major problem faced in franchising in most developing markets. More-

over, Binh and Terry (2011) add that poor infrastructure impedes the

operations of franchise firms. They view infrastructure to consist of

transporting facilities, training facilities, and the capital needed to

make the franchise worthy of investment. Cheptegei and Yabs (2016)

also observe that weak infrastructure is a main challenge to franchise

firms. Lee and Jang (2010) had also made a similar proposal that lim-

ited financing, which is viewed as a component of infrastructure, neg-

atively affects franchise decisions.

Internationalization strategies, especially franchising, require more

special human resources (Ruzzier & Ruzzier, 2015). Nevertheless, this
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requirement is not only about the quantity of human resources, but

about the quality and availability of such resources (Ruzzier & Ruzzier,

2015). It is vital to note that human resources have a positive relation-

ship with internationalization (Hitt, Bierman, Uhlenbruck, & Shimizu,

2006). This indicates that human resources are very vital to the sur-

vival of franchise firms. Hitt et al. (2006) further contend that

although human resources are key to internationalization by giving

firms competitive advantage, they must be effectively managed in

order to achieve such an advantage. Despite the significance of

human resources to firms' internationalization, it has been acknowl-

edged that franchise firms face a problem of inadequate skilled labor

(Alharbi, 2014; Altinay, Brookes, Madanoglu, & Aktas, 2014; Heung

et al., 2008). This has forced researchers such as Heung et al. (2008)

to assert that unskilled human resources are a major constraint to

franchising. Altinay et al. (2014) also support the finding that unskilled

human resources affect franchising activities negatively. Hoffman and

Preble (2004) also state that qualified employees are needed to

increase productivity in franchise firms. Kistruck et al. (2011) backed

such an argument by opining that there is a lack of well-trained

employees in franchise firms.

In addition, Hessels and Parker (2013) noted that a shortage of

skilled labor is another challenge. Furthermore, McCabe et al. (2011)

also note that insufficient skilled labor is a major problem faced in

franchising as a business strategy in recent times. However, West-

head, Ucbasaran and Binks (2004) argue that human resource is not a

barrier to franchising in any way. Another issue noted under human

resources is the lack of ability to manage tensions between the fran-

chisor and the franchisee as a key challenge of franchising (Altinay

et al., 2014). This may hamper the smooth running of the company as

well as frustrate the aims of both partners. Other scholars (Altinay

et al., 2014; Kistruck et al., 2011; McCabe, et al., 2011) further

observed the lack of control and communication as key challenges of

franchising. They emphasize that the lack of skilled labor in specific

markets affects the operations of franchise negatively. A research by

Binh and Terry (2011) found that a lack of business experience as well

as poor management and control ability are the main challenges of

franchising. The Political and legal environment may also pose as a

major challenge to franchising (Morschett, Schramm-Klein, & Zentes,

2015). This is because companies expand through franchising into

several countries, but all these countries have laws that govern trade.

These laws and other unfamiliar regulations in the host country, as

well as political instability, unpredictable regulatory changes, govern-

ment interferences, and ambiguous laws and regulations (Demirbag,

Tatoglu, & Glaister, 2009; Hoffman & Preble, 2004), may affect the

operations of franchise chains (Aliouche, 2015).

5 | CONCEPTUALIZATIONS

It is important to note that this research will focus only on motivations

and challenges from the franchisee's perspective. From the literature

reviewed, it can be acknowledged there are five main motivations for

franchising. It can be observed that support services, brand name,

franchisor's experience, and financial assistance from the franchisor as

well as market demand and competition are key factors that influence

the franchise decision. Support services are operationalized as opera-

tional support, which consists of training, advertising, initial opening

support, and product support (cost of supply of inventory). The brand

name is also conceptualized as name recognition among consumers.

Another factor is financial assistance from the franchisor and this is

conceptualized as the initial capital gained by franchisees from their

franchisors. Also, the experience of the franchisor is operationalized

as the technical skills and operational efficiency of a franchisor.

Finally, market demand and competition is also conceptualized in the

present study as potential demand in the market, the level of con-

sumers' purchasing power, and the existence of similar products in the

market.

Furthermore, franchisees face certain challenges in their opera-

tions. The researchers identified five main variables that constitute

challenges, namely: psychic distance (Horner, Baack, & Baack, 2016),

political/legal factors (Hoffman, Munemo, & Watson, 2016), economic

factors (Zindiye, 2016), human resource (Kellner, 2017), and finally

infrastructure (Cheptegei & Yabs, 2016; Zindiye, 2016), as per the lit-

erature review. With respect to challenges, the following elaborates

on how the various challenges are conceptualized in the current study.

The psychic distance is conceptualized as a language barrier to negoti-

ation and adaptation of products. Economic factors are observed as

issues relating to GDP, inflation, and currency instability. Furthermore,

infrastructure as a challenge is also operationalized as energy and

transportation facilities in the country. Here, human resource factors

are related to inadequate skilled labor in the country. Finally, political/

legal factors are conceptualized as laws regulating franchise activities

in the country and political stability in both political and legal environ-

ments. These conceptualizations are depicted in Figure 1.

6 | METHODOLOGY

6.1 | Research approach

A case-study research approach was adopted to explore the motiva-

tion and challenges of franchising in an African market. According to

Eisenhardt (1989) and Yin (2009), the case study is one of the several

ways that research is conducted in the area of social science. The

comparative case study approach adopted for this study has been

used in several other studies (see Gibbert, Nair, & Ruigrok, 2016; Guil-

lotin & Mangematin, 2015; Nair & Gibbert, 2016; Xie, Fang, &

Zeng, 2016).

Motivations

• Brand Name 
• Support Services 
• Franchisor’s 

Experience 
• Resources 
• Demand and 

Competition 

Challenges 

• Psychic Distance 
• Political and Legal

Factors 

• Economic Factors 
• Infrastructure 
• Human Resource 

Decision to 
Franchise

FIGURE 1 Conceptual framework—motivations and challenges of

franchising. Source: Authors' construction
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Nair and Gibbert (2016) recommend the use of case study, partic-

ularly the Literal Replication procedure, which is similar to the Replica-

tion Deviant Case Method (Gibbert, Nair, & Weiss, 2014), or the

Method of Agreement (Levi-Faur, 2006), for comparing cases which are

very similar to each other in terms of the phenomena of interest. Gib-

bert, Ruigrok, and Wicki (2008) explain that case studies are typically

carried out in close interaction with practitioners, and they deal with

real management situations. As a result, case studies are ideally suited

to creating managerially relevant knowledge. Sampling was done via

the snowball method whereby respondents recommended other

potential respondents. The researchers interviewed four franchisees

and accessed publicly available information, while conducting a

5-month field study in Ghana.

All the interviews were semi-structured, face-to-face, and con-

ducted in English. Four franchisees were interviewed from February

2015 to June 2015. These interviews were conducted at the offices

of the selected cases. These respondents have at least 8 years work-

ing experience with a franchise. The interviews lasted for over one

and half hours. The use of multiple methods including interviews and

relevant documentation helped to reduce the chances of misinterpre-

tation (da Rocha, Cotta de Mello, Pacheco, & de Abreu Farias, 2012;

Eisenhardt, 1989). The documentation inspired interview questions

and provided an avenue to cross-check on information received. In-

depth face-to-face interviews were found to be suitable, as they gave

rise for the opportunities to probe interviewees to uncover underlying

reasons for their actions (da Rocha et al., 2012).

6.2 | Background of the cases

6.2.1 | Case 1

The firm started operations in Ghana in 2006. It started with a small

number of personnel who were engaged in transporting, customer

service, finance, and marketing. However, the firm now has about

300 staff. This firm is known as the biggest home electronics and

appliance distributor in Ghana and carries the sole franchise for

brands like Midea, Nasco, and Samsung. With 16 branches nation-

wide, it is mainly a franchise firm that operates across the country.

The firm categorizes its products into six main groups: consumer elec-

tronics, home appliances, air conditioners, kitchen appliances, informa-

tion technology, and mobile devices. Furthermore, services such as

warranty and after sales services are offered to clients. The firm's cus-

tomers are given the opportunity to enjoy additional services includ-

ing seasonal promotions, discount on goods, and free installation of

products. The firm emphasises on new technology, innovative prod-

ucts, creative solutions, and customer satisfaction.

6.2.2 | Case 2

The firm is an automobile firm and has been the sole franchise in

Ghana for BMW and Ford vehicles, Massey Ferguson agricultural

machinery, and Dolphin products for more than 10 years now. The

firm was established in 1970. The business has also been listed on the

Ghana Stock Exchange since 1994. It is a limited liability company

owned by a Ghanaian. It currently has a staff strength of about 200.

The firm's activities constitute the importation, distribution, servicing,

and maintenance of motor vehicles, agricultural machinery, trucks,

and buses. The firm offers services such as body shop repairs, tire

alignment and balancing, all types of mechanical services and rust

proofing services. The firm also provides after-sales services and

maintenance of brands such as BMW and Ford, among others, which

it believes has created customer loyalty for their products. The busi-

ness provides an assurance in the form of a 3-year warranty for the

purchase of any product from any of its branches. Currently, it has

more than 10 branches across the country. It is one of the two auto-

mobile firms operating a franchise system in Ghana. As a franchise,

they own modern state-of-the-art facilities to provide reliable services

to customers. The company has been a benchmark for several indus-

try players in Ghana and even West Africa in terms of its infrastruc-

ture, equipment, and staff strength. It currently serves as a regional

BMW training centre in West Africa. It has won several awards in

Africa and Ghana, and was most recently acknowledged as the Motor

Firm of the Year (2013) by the Ghana Chartered Institute of Market-

ing, as well as winning an award from Ghana Club 100 for being one

of the most prestigious companies in the country.

6.2.3 | Case 3

The firm is a family name in fried rice and chicken in the country. It

was the first to launch franchise activities in the food sector. It was

established in 2011 by the Mohinani group which also owns several

important but nonfranchised firms in the country. This firm is one of

the numerous establishments of Kentucky Fried Chicken. Globally, its

parent company (Yum brand) is evaluated to serve more than 12 mil-

lion clients every day, throughout more than 115 nations and regions.

It is an international organization which originates from the United

States. The brand is regarded as one of the world's greatest franchises

as far as restaurants are concerned, and currently operates four main

branches in the country. The firm assures its customers of good qual-

ity and taste.

6.2.4 | Case 4

The business is a franchised firm that originated from Europe. The

brand is Europe's number one ink refill company with over 650 ink.

stations all over Europe. In December 2008, it opened its franchise in

Ghana, the first ever in the whole of Africa. It was introduced into the

Ghanaian market with the singular objective of providing low priced,

high quality, credible, and reliable ink and toner cartridge refills to

both individuals and the business community. The firm also assures its

customers who refill their ink and toner cartridges at their ink station

of savings of up to 50%. It also offers a 100% money-back guarantee

policy on all refills. The firm believes refilling is safer for the environ-

ment when compared to buying new cartridges. The company has

three main departments, namely, the accounting, marketing, and

human resource departments. It currently has three branches in

Ghana, with 10 employees. The company refills all major brands of ink

cartridges and toners such as HP, Lexmark, Canon, Epson, Samsung,

Dell, Xerox, Olivetti, and Brother and offers quality inks just as good

as the original. These brands of cartridges are the main products the

firm deals in. The company also undertakes the washing of old car-

tridges using the appropriate equipment, and sells refill kits. The firm's

products are all imported from its parent company in Germany. The
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firm's largest clientele are individuals, small companies, and larger

organizations.

6.3 | Findings and discussions

A content analysis of the data collected revealed six motivations that

influence a franchisee to adopt the franchising system. These include

brand name, support services, franchisor's experience, resources,

demand and competition, and pressures from the business environ-

ment. Five challenges were also mentioned by the respondents: psy-

chic distance, legal factors, economic factors, infrastructure, and

human resource.

6.4 | Support services

Support services were acknowledged as a motivation for franchising

in African markets like Ghana by all the franchisees interviewed. This

supports assertions that franchisees' anticipation of support services

offered by the franchisor may greatly influence the decision to fran-

chise. Nevertheless, all the four managers stated that these support

services are not free. Moreover, Case 4 observed although they

receive support services, the firm did not make a franchise decision

based on that. For instance, one manager noted, “Yes, we do receive

such support services, but we partly pay for such services specifically,

training of our employees”… (GM, C1).

This finding is in line with Akremi et al.’s (2015) findings when

they observed support services in the form of training given to a fran-

chisee positively relate to business performance of the franchisee.

A manager recounted, “This cost of training is partly financed by

the franchisor”…. (PR, C2). Another management member expressed,

“We receive training from our franchise, including professional advice

and comments with regard to taste, maintenance of equipment and

on remarks as to taste and for managing the brand itself” (GM, C3). A

manager pointed out, “Our firm continually receives inventory of

spare parts from the franchisor” (PR, C2). One of the managers added,

“We receive inventory from Germany at least every three months”

(GM, C4).

From the data gathered, it was observed that support services

that are commonly received include the training of employees, prod-

uct support, research and development, marketing support, and advi-

sory and consultancy services. These services cut across all the

franchised firms involved in the study. Furthermore, it was be

observed that only two of the firms reported that these services were

received consistently. Some of the remarks that elaborate on this

assertion are given below:

A management member stated, “We do not receive such benefits

and the only thing I am sure of is that we do receive some form of

training from Samsung and we are entitled to 10 percent of all prod-

ucts sold, and even this training is on rare times” (GM, C1). Thus, the

results confirm the findings of Shane (2001) who concluded that there

is a relationship between training, communication, services and assis-

tance to franchisees, and the decision to franchise.

6.5 | Brand name

It can also be inferred that brand name was a motivation for the deci-

sion to franchise. This was found to be a major factor which influenced

such a decision irrespective of the size of the firm, the types of fran-

chise they operate, or the sector in which they operate. It cut across

the firms. This is illustrated in some precise statements shown as fol-

lows: One of the management members commented, “Brand name

must sell a product” (GM, C1). Another management member remarked

that, “We choose to verify to make sure we did things legitimately and

above all with a good brand, so we scanned for a great brand with a

solid presence” (GM, C3). Another management member also empha-

sized, “Hey Madam! The brand name is very important especially in

Ghana. For us to be recognised in Ghana, it is because of the brand

name and its recognition among our cherished customers” (PR, C2).

Also, the finding is in harmony with the previous research of

Hodge et al. (2013), which suggests that brand name is a key relational

benefit that influences the franchise decision. It was further demon-

strated that franchisees were likely to choose strong brands in the

specific sector they operate in, as indicated by the aforementioned

data. From the extracts of the interview, it can be seen the focus of

franchisees was on recognition of the brand, as well as the ability of

the brand to naturally create awareness and induce sales. The findings

support the views of Keller (2008), and Kotler and Keller (2009) who

found that strong brands greatly appeal to business customers and

present the opportunity to increase profits by enabling firms to charge

premium prices.

6.6 | Financial assistance from the franchisor

Financial assistance from the franchisor in the form of initial capital

was not identified to be one of the major motivations for franchising

in the international business literature. This indicates that this factor is

a minor influence of the decision to franchise. However, our findings

evince that it cannot be overridden as a factor in the decision to fran-

chise. One of the four firms considered resources in terms of initial

capital when making the franchise decision. Following is a statement

to support such an argument. “We were financially prepared before

we decided on the franchise decision, so it was not a motivation at all”

(GM, C4). “Far from it, we had sound finances before we invested in

franchising; actually if we didn't have enough money, we couldn't

have opted for such a franchise due to the high cost involved in the

franchise agreement” (GM, C3).

The findings of this study are inconsistent with literature findings

regarding the decision to franchise, as suggested by Alon et al. (2014)

who posit that businesses make franchise decisions based on access

to scarce resources such as capital and managerial resources. On the

other hand, one of the managers explained that the firm benefited

from a reduction in the initial outright payment at the contractual

period during documentation processing. The firm added that the

franchise has helped to boost the firm's attractiveness and has

increased their chances of accessing financial assistance. This demon-

strates that though it features after the decision has been made, fran-

chised firms do not really consider financial from the franchisor

resources in their decision to franchise.
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6.7 | The franchisor's experience

This motivation was common among all the cases studied except one.

The various management members interviewed emphasized that the

franchisor's experience was a key ingredient in the decision to fran-

chise. All three cases insisted that the reason they opted for a specific

franchise is because they believe in the firm's expertise and capabili-

ties. These remarks elaborate on this: “If you want to do a particular

business, you do not go to those who do not have knowledge of it,

but you seek advice and go for those with experience and expertise

on that business” (PR, C2).

The finding is in harmony with previous research by Frazer and

Winzar (2005), who found that franchisees' failure may be attributed

to the lack of experience of a franchisor, as it is a major motivator for

choosing a franchise. Another manager commented, “The franchisor

has stood the test of time which has made it very successful and a

household name in the world over and so we trust the brand” and fur-

ther added that “We trust its expertise. This is because when settling

on a franchise, there is the need to find out about its style of opera-

tions” (GM, C3).

The franchisor's experience here is recognised mainly as the

expertise of the franchisor in that area of business and its exposure in

that business environment. The managers insisted that the experience

of a franchisor consists of three main constituents—the quality of a

franchisor's product, its technical and professional competence, and a

proven business system in the business environment.

6.8 | Demand and competition

This was a similarity that cuts across all the firms. All the firms agreed

that demand and competition were a key motivation in the decision

to franchise. This is because they it determine the viability and attrac-

tiveness of the franchise. The results indicate that all the managers

sampled admitted that they undertook a survey of the market to iden-

tify whether or not there was demand for such franchised products

and if there was, were there already firms that dealt in such products?

This was to establish who would be the direct or indirect competitors

to the firm, to assess the purchasing power of potential customers,

and to clearly identify the potential customers. Furthermore, the

researcher sought to find answers to the question, “Do you think

there is the need for such franchised products in the market?” All the

managers of the four firms admitted that there was indeed a need for

such products in the market. Some of the responses given in support

to the aforementioned argument are given under: One of the firms

insisted, “prior market analysis and research was done and now we

think we have the best partners” (GM, C3).

Another manager commented, “We observed that there is the

need to decrease waste and ensure quality refilling of cartridges in

Africa and Ghana can lead that action” (GM, C4).

6.9 | Factors that motivate franchisees apart from
those identified in the literature

Across all the cases, it was clear that some pressures from the busi-

ness environment pushed them to opt for franchising rather than

other business strategies. Some of these included the desire of the

franchisee to survive and make use of available opportunities, the

urge to satisfy the demand in the market, and the wish to diversify

business investment. Some of the remarks that support such argu-

ments are as follows “As a young university graduate, fresh from Uni-

versity, then at 28, I almost couldn't stand being unemployed in the

system whiles I had some fair amount on me …” (GM, C1).

At the time, when we went for this franchise, Gha-

naians were used to these second-hand cars so much

that anyone who bought a brand new car, did it from

abroad and was then tagged as a very rich person ….

(PR, C2)

To us, the franchise decision was a result of the vision

of the management to redirect our investment…

(GM, C1)

6.10 | Challenges of franchising

6.10.1 | Psychic distance

The psychic distance is mentioned in the international business litera-

ture as a major challenge to most franchise firms. Nevertheless, the

psychic distance in this study was not found to be a challenge faced in

Ghanaian franchised businesses. This finding cut across all the firms

interviewed with each emphasizing that differences in culture, particu-

larly language, are not a problem. This is because in Ghana, English is

the first language for business negotiations anyway.

One of the managers who is an expatriate noted, “Though I am

not Ghanaian, I can speak and negotiate for all my business deals in

English, so no problem at all” (GM, C1). “Cultural problems are not a

challenge because we all speak and understand English, so we com-

municate on that basis and the nature of our products does not

require any adaptation” (GM, C1).

Another franchisee emphasized, “We do not have such a problem

and do not foresee it as a problem in the future” (GM, C4).

Another management member stated, “Most of our employees are

Ghanaian people so we do not encounter such problems” (GM, C1).

A franchisee reported that, “Most of our customers are the local

people, but they have similar needs so, we prepare the dishes as they

like and they are satisfied” (GM, C3).

6.10.2 | Political/legal factors

Political/legal factors were identified as factors that may encourage or

discourage franchising activities in business environments like Ghana.

In this case, it cut across all the managers interviewed that the political

factor such as political stability in Ghana had influenced the spread of

franchised activities. All the firms agreed and emphasized that the sta-

bility in the Ghanaian business environment contributed to their fran-

chise decision and its implementation. The four managers further

divulged that the peaceful political environment in Ghana contributed

to their move to expand through franchising in the country. In addi-

tion, they applauded the government for its good works in that direc-

tion and stated that they are still motivated to grow faster across the

10 regions of Ghana.
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One of the franchisees recounted, “The firm was established in

Ghana because of the stable political environment in the country and

the investor friendliness” (GM, C1).

Another franchisee described, “Peace in Ghana is a good thing for

business growth” (GM, C4).

On the other hand, the researcher found legal constraints to be a

common trend among the four managers interviewed. It can be ascer-

tained that legal constraints are a major factor hindering the activities

of businesses in Ghana. However, the extent to which it retards busi-

nesses differs from firm to firm. This is because, only two of the man-

agers interviewed expressed dissatisfaction about the legalities in

Ghana. Here, it is important to note that all the firms found regula-

tions concerning the establishment of franchise business in Ghana as

simple enough. However, they stated that the payment of importation

taxes, value-added taxes, and the various district assembly levies were

a complex and frustrating process. These managers alleged that some

people defraud them in this process. Some also recounted incidents

where people had barged into their business premises pretending to

be revenue collectors and payments made to them could never be

traced. “It is very sad that people enter the offices as revenue collec-

tors, but believe in me, it is a lie,” says one of the managers (GM, C4).

A franchisee noted, “We experience fraud in this payment of taxes

thing, and it is frustrating” (PR, C2; GM, C4). Another franchisee said,

“The process regarding payment of VAT is time wasting” (GM, C1).

The findings support the works of Hoffman and Preble (2004), Demir-

bag et al. (2009), and Aliouche (2015) suggesting laws and other unfa-

miliar regulations in the host country, including political instability,

unpredictable regulatory changes, government interferences, ambigu-

ous laws, and regulations may affect the operations of franchise

chains.

6.10.3 | Economic factors

Economic factors are another major challenge apart from legal factors

that came up. Economic factors are the most emphasized factors

among the motivations for franchising. It was a major similarity across

all the franchise firms. Franchisees acknowledged that the deprecia-

tion in the Cedi is a major challenge. The franchisees equated eco-

nomic factors to a fall in the Cedi. Some of the comments of the

interviewees are given as follows: “Fluctuation and unstable Cedi is

sometimes bad for our business” (GM, C1).

A management member noted, “The fall in the value of the Cedi is

our greatest challenge because we import products from Germany”

(GM, C4).

Another manager said, “The fall in the value of the Cedi is getting

worse and worse every day and it is bad for businesses such as ours”

(PR, C2).

The findings of the study are consistent with previous research by

Aliouche (2015), who found that economic instability, including a high

unemployment rate, debt defaulting, strikes, and currency instability,

impacts the attractiveness of countries especially to franchise companies.

6.10.4 | Infrastructure

It can be noticed that inadequate infrastructure was another similarity

that exists among all the firms selected. This demonstrates inadequate

infrastructure is one of the challenges faced by franchisees in the

Ghanaian economy. These comments support the aforementioned

argument that infrastructure is a challenge to franchisees. “We need

light to work and if it is off, it adds to the cost of providing services,

because we have to acquire generators to help us satisfy the demands

of our loyal customers” (GM, C4). “High cost of transporting our raw

materials for production is also adding up to our cost of production.

And this is a major worry to us as a business.…” (GM, C3). “In terms of

infrastructure, we get access to internet sometimes, a little problem

with the network: in terms of slowness and huge charges, transporting

our products to our showrooms around the regions is …” (GM, C1).

The findings support the work of Binh and Terry (2011) that poor

infrastructure impedes the operations of franchise firms.

6.10.5 | Human resource factors

Human resource as a challenge was not mentioned by the franchisees,

except one. It is clear that inadequate skilled labor is not that great a

challenge to franchisees in Ghana no matter the sector they operate

in. Following is a statement given by the franchisees: “We have no

problem with labour, whether in terms of numbers or competencies”

(GM, C1).

6.10.6 | Managerial implications

Table 1 summarizes the motivations and challenges of franchising for

the Cases examined in this study.

The following are some implications and recommendations for

practitioners.

1. To develop franchising relationships, firms are advised to develop

the internal processes and structures needed to understand fran-

chising. Firms need to carry out due diligence and be proactive

with market information and intelligence. Firms attempting to

franchise should develop an information gathering culture and

should improve their organizational learning processes. These will

enable firms to anticipate, understand, and better serve customer

needs and react more effectively to the competitive situation. It

will also enable franchisee firms to process this information faster

and develop new capabilities, processes, or systems that the fran-

chisor brings on board, which would allow them to achieve com-

petitive advantage.

2. Additionally, franchisee firms would be better at “sensing” the

market and tying their products more closely to customer wants.

In this case, franchisee firms would be able to innovate in a way

that provides superior value for their target customers. They may

do this by partnering with franchisor firms whose core values are

aligned with the target market of the franchisee. This is critical as

a number of franchises have not worked out in Africa as a result

of a lack of understanding of the core values of the target market.

3. To circumvent the challenges encountered, investors who have

interest in the franchise industry must consider the strength of

the franchisor's brand to determine whether it is worth going for

that brand as a franchise or not. What is more, a market survey

will help reveal the market demand for the franchise. Investors

must also consider the expertise of the franchisor before opting
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for a particular franchise, as this affects the success rate of fran-

chise firms.

4. It is evident from the findings of this study the essential role franchi-

sor firms play in the success of a franchise business. Inasmuch as

franchisees may be driven by personal motivations and business

opportunities in the local market to consider franchising as a busi-

ness strategy, support services and a considerable amount of

insights into the branding and marketing activities of the franchisor

cannot be overemphasized. In most instances, as observed in this

study, the franchisor's brand name is highly significant in driving

success. The franchisor's experience in business is another

important factor to consider. In addition to this, franchisees may

depend to a large extent on the services of the franchisor. This

may come in the form of training, maintenance and repairs,

human resource, and even financial assistance. A franchisor's

ability to offer such help makes it a strong candidate for franchis-

ing. It is, therefore, imperative for franchisees to consider thor-

oughly, not only the prevailing market conditions and

opportunities, but also the ability of the franchisor to provide

consistent business assistance in the long term.

5. It is evident that what pertains in the literature really applied

to Ghanaian firms with some modifications. As referred to in

the findings, this study was conducted at a period when

energy crises (referred to as “dumsor”) knocked out most firms

operating in Ghana. Some of the case companies investigated

in this research categorically stated that they entered into

franchising as a result of opportunities which came their way.

Others view it as a source of employment. Broadly, the chal-

lenges in franchising based on the findings are classified into

legal and infrastructural issues. Context-specific factors may

render highly efficacious franchise strategies unsuccessful. No

matter the positive conditions of the market, socio-economic

factors, political issues, and the legal and regulatory frame-

work, among several other unpredictable macro factors can

hamper the growth and success of a franchise. Consequently,

it is highly essential for franchisors to forecast macro-economic

indicators in the economy that may pose challenges in their

operations.

6. Furthermore, management of franchise firms must engage

employees with reasonable salaries and a conducive working envi-

ronment. It is important to note the success or failure of the fran-

chise business depends, to a large extent, on the enthusiasm and

support of the internal customers.

TABLE 1 Franchisees' motivation and challenges

Motivational factors Case 1 Case 2 Case 3 Case 4

Support services Receives support services,
but pays the cost of training

Franchisor pays part of
cost of training

Receives training and
technical advice on
maintenance of equipment

Receives inventory of spare parts
from the franchisor

Brand name Brand name is considered Franchisor's brand name
is very important,
especially for this market

A great brand with a
solid presence is considered

Brand name is important

Financial assistance
from the franchisor

– – – –

Franchisor's
experience

– Experience and expertise
in the business is highly
sought after

Trust is built in expertise
and style of operation

The quality of the franchisor's
product, technical and
professional competence and
a proven business system is
important

Demand and
competition

Prior market analysis and
research was done

There was the need to
decrease waste and
ensure quality refilling
of cartridges; that is,
demand exists

There was demand for
our products

There was very little competition
in the market

Diversification Management wanted to
redirect investment

– It was the vision of the
management

–

Availability of
opportunities

There was capital available
to go franchising

At the time, this was a
huge business
opportunity

– Franchising was the best way to
sell new cars

Challenges

Psychic distance – – – –

Legal factors Taxation is time wasting Fraud in tax payment is
a challenge

– Problem at the tax office

Economic factors Fluctuation and instability
in the value of the currency
is bad for business

Fall in the value of the
local currency is bad
for business

– Depreciation of the currency is the
greatest challenge

Infrastructure Slow internet network
systems

– High cost of transportation Unstable power supply

Human resource – Sometimes have to
depend on overseas
franchisor for human
resource

– –
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7 | CONCLUSION AND DIRECTIONS FOR
FUTURE RESEARCH

7.1 | Conclusion

Whereas previous studies (Combs, Ketchen, Shook, et al., 2011; Hsu,

Jang, & Canter, 2010; Y. S. Roh, 2002; Sun & Lee, 2016) sought to

investigate the motivations for franchising from the franchisors' per-

spective, this study examines the motivations and challenges that

influence the system from the lens of the franchisees. The study con-

cludes that there are motivations that are peculiar to the Ghanaian sit-

uation. These include the opportunity for self-employment, and the

motivation to diversify investment into franchising. Therefore, this

study argues that motivations for franchising differ from market to

market. Some motivations revealed by previous researchers were not

applicable in the cases studied, such as access to financial assistance

from the franchisor. This study, therefore, contests the argument

raised in the literature that access to initial capital as a financial assis-

tance from the franchisor is a motivation for franchising. This study

concludes that, the provision of support services in itself is not a

motive for franchising but the extent of the support services that is

likely to be given to franchisees is the main motivation for franchising.

The present study also contradicts the theoretical argument that sup-

port services are a cost solely borne by the franchisors. It was found

that support services come at a cost to both the franchisees and the

franchisor. It also discovered the franchisees' financial soundness is a

key motivation to franchise.

The conclusion, therefore, is that Ghanaian franchisees experience a

number of challenges that have not been identified through previous

research. These challenges, to a large extent, derive from the peculiar eco-

nomic challenges faced by the country. They include the processes

involved in the payment of VATs, economic decline (depreciation in the

value of the Cedi), and inadequate infrastructure (power outages, high

cost of transportation, internet slowness, and charges and shortage of

water). This study discovered that the challenges identified from the

research led to a reduced success rate, which translated into high cost of

production, frustration, and retarded productivity. This was found as a

similarity among the cases studied, irrespective of the firm's size, the type

of franchise agreement or the sectors operated in. It further discovered

most of these franchisees experience fraud during the tax payment proce-

dures. This study also concludes that political factors should be separated

from legal factors as a success factor of franchise firms. Furthermore, the

research concludes that the psychic distance, political factors, and human

resource factors are not challenges to franchisees in Ghana. Instead, the

study found that the stability in the political environment in Ghana, as well

as the availability of competent but cheap labor in the country, has

encouraged the spread of franchise firms in the country. The study further

discovered that due to the nature of products sold and the strong brand

name of the franchisor, franchisees had no problems with the psychic

distance.

7.2 | Directions for future research

Cultural differences may hamper the application of this study results in

other countries. Cultural factors may, thus, be controlled in future studies

to ascertain the level of influence culture may exert on franchising. This

also calls for cultural comparative studies that may observe the similari-

ties and differences in the motivations and success of franchising across

different cultures and contexts. Similarly, specific factors identified in this

study can be thoroughly examined in future studies. This is, therefore, a

call for further studies to quantitatively investigate and verify the motiva-

tions and challenges raised in this study. In much the same way, future

research can examine the success factors as well as ways that can help

lessen the challenges raised by franchisees in emerging economies.
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