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The determinants of franchise brand loyalty in

B2B markets: An emerging market perspective
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5. Discussion and implications

This study identified the perceived franchisor competence and the
level of information sharing to be key determinants of a franchisee's
emotional brand attachment and perceived relationship value, which in
turn were positive predictors of franchise brand loyalty. These findings
reinforce the extant literature, which emphasizes the need to ensure
that the individuals or franchise brand representatives must be suffi-
ciently competent not only in passing on the franchise system's proce-
dures and operational system but also in effectively communicating the
franchise brand values (Watson, Stanworth, Healeas,
Purdy, & Stanworth, 2005). This study suggests that perceived fran-
chisor competence drives functional brand behavior, which in turn in-
fluences franchisee-perceived brand loyalty. The positive link that
emerged between a franchisee's emotional brand attachment and loy-
alty is consistent with the prior research on B2B, which shows the
critical role played by attachment as a driver of industrial brand loyalty
(Pedeliento et al., 2016). Given that most of the tangible assets in the
franchise system belong to franchisees, the franchise brand and system
know-how are the most important assets that the franchisor has to
manage (Watson et al., 2005). This is also in line with research that
shows that building strong brands in emerging markets is fundamental
to gaining competitive advantage and increasing market presence
(Gupta et al., 2015).
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