CHAPTER 1

INTRODUCTION

1.1 Background to the Study

The need to scale up a venture, overcome the challenges associated with beginning a new enterprise and to maintain competitive advantage over rival organizations has created the need to enter into partnership arrangements otherwise known as franchising. This is done in order both parties to leverage on the capabilities of each other to remain relevance in the business. Franchising is widely accepted as the foremost business model for replicating successful business systems around the world because it sustains new ventures, reduces business failure rate, and enhances capacity through knowledge transfer, (Chiagozie, 2016). It is a concept of marketing used for business expansion where the franchisor licenses its technical marketing know-how, intellectual property, procedures, its model use and the authority of selling its own brand/products or service to the franchisee. This is accomplished through the authority (franchise) with written terms and conditions guiding the franchising arrangements.

A well-known brand name, good reputation, good business system, saleability and replicability of the products/service will increase franchising attraction as well as marketing performance of the organization. Consumer perception is a key factor that affects the marketing performance of any product/service, many potential products have failed due to the inability of the organization to build a healthy perception about their products in the mind of their customers and if a product fails it cannot attract investors. Consumers prefer a proven and standard quality for products and services; irrespective of their location, they still look forward to seeing just the same quality at shops, restaurants, hotels etc. It can be clinched that franchising helps the transmission of the knowledge of business, technology and experience to a wider sphere and is also hugely practicable as a global business pattern. Thus, its viable impact on national economies, (Baresa, et al., 2017). Companies can apply it as a model of growth that is strategic, inaugurating a completely fresh venture or business. Businesses that are replicable grow faster with profit margin as high and also command high profit values among its rivals. Many well-known and senior brands have accessed new markets through franchising such as Tommy Hilfiger, Benetton and Calliope, Zara and Gap Inc. Franchising was said to balance between maintaining control of the brand and managing the capital at risk (Chatwood & Marzheuser-Wood, 2015). Like other business methods, maintaining control of brand and managing capital is the core to keep the brand well-known, and the financial source in the safe zone. It is thought that franchising offers a financial performance fair enough, a working condition/environment encouraging and supportive and better chances of surviving in comparison to other like organizations (Combs et al. 2004), Tuunanen and Hyrsky 2001 as cited in (Nijimeiji et al., 2014). 

There are criteria that is required for franchising arrangements; a clearly defined trading name and system. In the modern society, brands, alongside representing the company or the product also wield an active interconnection with presumed quality, lifestyle of customers, taste and social class cadre, as such branded fabrics win a special place in the mind of the customer. When consumers go for purchasing fabrics, they would rather purchase a well-known branded fabric for instance Zara product, Daviva fabrics, Swiss laces, Guinea brocade etc. Before now, Nigerian produces High Target Ankara, Veritable Wax, United Nigerian Textiles Limited (UNTL) which were competing with Hollandis wax from Holland but they have all been disappeared rather what we see around is all kinds of inferior fabrics from China while quality ones are sold in the big shops at exorbitant prices. If Nigeria can be able to scale up its factories with modern technologies with skilled man-power our fabrics will fall into the big categories of textiles in the world leveraging on the fashion industry that is making wave the world over. Customers would loathe trying a new product or an unknown brand because they lack adequate idea about the workability or utility of the brand. Brands possess implicit value which trigger the choice of them by people as the best to satisfy their needs and fancies. Not only for the requirement and design do people patronize some brands, but also as a way of enhancing their self-esteem in the midst of others or in the society (Leslie & Malcolm, 1992). 

A format which is proven to be workable and can easily replicated: For any business to thrive well and compete with other rival products it has to be innovative in terms of administration, product, technology transfer (Mavondo et al. 2005) and Mariam-Ismail (2005). This include three dimensions of innovation, namely administration, innovation and product innovation, which include penetration of new market which relate to existing adaptation product lines and technology implementation or new process. Innovation involves penetration of new market segments and logistics innovation is a new logistic model to achieve raw material and organizational. 

The IFA - International Franchise Association – predicts that business of franchising post $2 trillion (N721trn) in approximation yearly, and they wield a success rate equaling 90 per cent of the said business, making its failure rate the lowest as far as the business world is concerned. Nigeria as a country is yet to tap from these benefits accrued in franchising rather pay more royalties to foreign franchisors. It has had shortages in the generation of income due to capital flights and remittances of profits to nations and franchisor firms (Ndu & Okonkwo, 2015).  Chiagozie Nwizu, believes that franchising has remained relatively unknown and unsuccessful in Nigeria, with the few that were set up, such as Mr Biggs, Tantalizer and Chicken Republic struggling to survive in the midst of foreign quick service centres like Domino’s Pizza, Kentucky Fried Chicken (KFC). This is the opposite of many countries’ own situation; nations like the United States and South Africa where businesses of franchising remain the major revenue sources. For example, the Department of Commerce in the US states that businesses of franchise make 10 per cent of all the county’s business ventures, 50 per cent of the whole retail sales, account for over $890 billion in direct economic output, employ more than 15 million Americans with above/over 75 industries using franchising mechanism to disseminate their products and services to the consumers.  The top 10 world franchise would include McDonald’s, KFC, Burger King, SUBWAY, 7 Eleven, Hertz, Pizza Hut, Marriott International, Wyndham Hotels and Resorts, Hilton Hotels & Resorts and many of these franchises operate in Nigeria.  

There are emerging franchised businesses in Nigeria such as Slot and House of Tara which is doing pretty well but the gap in development and some African countries remains huge. Nwizu is of the opinion that inadequate legal structure, challenge of funding and poor capacity are factors hindering franchising development in Nigeria. Even though Nigeria is still rated as developing, the emerging large population and the current test for made in Nigeria fashion is an advantage to diversify into trendy clothing venture through franchising. This is regarded as an advantage for fashion franchisees. An up-to-date and renowned clothing store accompanied with an established trademark will satisfy Nigerian customer demand for supplementing their closets. According to statistics by FINATEX (Federation of the Finnish textile and clothing industry), the consumption of clothing in Nigeria from 2001 to 2018 has increased positively, clothing consumption went up from $2500 million in 2001 to $4000million in 2018 and it is still increasing. Therefore, it is encouraging that Nigeria is a promising land for both franchisors and franchisees to open fashionable clothing franchising. Textile manufacturing ranging from cash incentives to encouragement of standards and monitoring of imports to guard against surges.

 Nigeria’s industry of fashion has seen increase in its size and exoticness; and is able to attract the attention of the world. Taking from the data of GDP released from the National Bureau of Statistics (NBS), the textile apparel and footwear sector since 2010 have possessed increase average of 17%. This rise is as a result of demand increase and partially as a result of new initiatives as Nigeria grow into world fashion consciousness. Events like the Lagos Fashion Week have fostered this trend via their unfailing yearly runway shows and incubator-style techniques with which brands grow. Kenneth Ize happens to be one of these brands – a designer of menswear who first began the winning of the ‘Fashion Focus’ prize and is a finalist for the present much acclaimed LVMH prize. Ize’s brand happens to be the first from Nigeria stocked at Browns – a reputable retailer of luxury fashion in the UK which has launched international brands as Alexander McQueen. To say the least, the Government of UK has shown interest in the industry; this was occasioned by Prince Charles, the Prince of Wales, hosting Nkwo Onwuka and Eki Orleans, two designers from Nigeria that has risen to prominence, in 2018. With this kind of popularity and exposure, Nigerian fabrics can conveniently compete with other foreign fabrics that is making wave. Nigeria is a country comprised of people with a great entrepreneurial spirit; it has 37 million enterprises and approximately 64,000 businesses registered annually. However, an estimate of about 80% of these new enterprises fold up again just five years down the line as a result of various business environment constraints; lack of planning and enterprise management capacity. In franchised business, only 5% fail compare to 80% recorded failure by independent business, (Nwizu,2016) in South African Franchise statistics, (2014).  Before the discovery of crude oil, Nigeria is known all over the world for her rich agricultural products like palm oil, coca, ground nut, cotton, rubber etc, this made Nigeria to be an exporting nation although most of the products were exported in their raw state. The crude oil discovery exposed Nigeria to a more sophisticated life, high taste for foreign products and less regard for made in Nigeria products. Conversely, goods made in Nigeria are not readily available neither was it enough to cater for the need of the people as population increases the need to source for already finished, quality and available products increases. The reaction of Nigerians’ toward made-in-Nigeria products is nothing to write home about. In this regard the entrepreneur who will not like to go out of business seek to bring down the cherished product quality and the brand name that the consumers want to patronize. This began the franchising practice by Nigerian business men of foreign countries products. 

Nwizu, (2016) posit that the consumer class in Nigeria is growing at a rapid rate; by 2030, it is estimated that about 160 million Nigerians (out of a projected population of 273 million) could live in their own households, having sufficient income for discretionary spending. Sales of consumer goods are therefore estimated to triple more than USD365,548.4 million. 

Today, there are plenty upcoming and developing economies that have embraced franchising as an agent of sustainability and economic development, for example, South Africa, whose economy is comparable to Nigeria’s, generates 12.5% of its GDP from franchising, USA has 732,842 franchise outlets that provide over 7.6 million jobs and generates 674billion US$ accounting for 2.5% GDP, (Calderon-Monge et al., 2017). As the Nigerian government explores how to create mass employment opportunities while expanding non-oil revenue sources, she should channel part of her energy to look at its industry operations especially textile, to boost the outcome of the products as to enable foreign investors to come as franchisees or franchisors. 

 Franchising businesses are fundamentally distinct from conventional businesses that plan and executive their business plan from the scratch. As a replacement for conventional startment of business, franchising plays the role of inter-dependable between the franchisor and franchisee to cushion the effect. For instance, Habib Yogourt and Domino’s Pizza operates a franchised system of yogourt and pizza delivery stores respectively run by independent operators which enables them to expand without a commitment to capital, (Stanwoth et al., 2013). They further explained that franchise organizations gain more profits  due to high responsibility distribution. The continues store expansion and a flat cost base remain the cornerstone of success of franchised outlets with minimal capital expenditure, and strong cash-generation. Apart from domestic expansion through experience and brand name recognition, they also pursue international expansion as experience franchisors are better at standardization, site selection and monitoring their franchisees as units become more geographically spread. 
Textiles are materials made of interlacing fibers which includes carpets and have assortment of uses; for clothing, containers, bags, baskets, carpets, upholstery furniture while fabrics are materials made from weaving, knitting, spreading, crocheting or bonding that may be used to produce further goods, e.g., garments. Thera are many products in the textile industry; fabrics, building materials, transportation, protective etc. Our interest in this study is in the fabrics sector. Fabrics are products made from cotton, fibre, nylon and other related materials sourced locally, in a nation whose capacity to produce is very low, the high demand for quality goods and services provides a breeding ground for franchising.  Nigeria falls within category of countries that need franchising to meet up for the demand of the populace since part of the excuses for franchising is to create good brand name for the goods or service. Cloth is a piece of fabrics that have been processed and it is an essential commodity in human life. The majority of people of all ages are keen on shopping and willing to purchase trendy and renowned clothes at a reasonable price. Therefore, franchisees in fashion industry always have a certain number of targeted customers. Also, a famous brand name facilitates clothing franchises to be recognized easily, particularly if that brand is globally well-known. Competition in fashion industry is severe, so a well-established brand provides franchisees a strong head-start. While new and independent clothing store struggles promoting their new brand, chasing after trends and proving it in the market, franchisees only need to build on a currently growing brand. In addition to items designed by experienced textile designers, advertising program of franchisors to promote sales is also one competitive advantage for franchises. If the franchise selected has a good image, attractive sales promotion and discounts, franchisees can build a strong customer base and save money in marketing and increases its marketing performance. 

Additionally, running a franchising business, franchisees do not have to worry about refreshing stock or updating trends by themselves because trends are updated in the whole system for this reason, it is regarded as an agent of sustainability, (Calderon et al.,2017). Besides, building a strong standing in fashion industry is so challenging that franchisors must provide management training and support to franchisees so as to avoid franchising casualties. Training programs are meant not only to keep good image of the whole brand but to benefit franchisees in running a successful clothing franchise. Clothing market is currently combination of both English and Nigeria multi-style fabrics. Most common in the Nigeria fashion wear for men is the South/south otherwise known as ‘Atibo’ while among the women are assorted styles like skirt and blouse, trousers, flowing gowns and multi combination of colours of different fabrics. Prospective franchisor should offer a well-known brand name, an effective business system and a good reputation in franchising business and also in the clothing industry, (Kavaliauskė & Vaiginienė, 2011).   Zara franchising in Finland is an example of this concept.  Zara was selected as a franchise brand due to its interesting retail concept and its reputation in some other areas in the world. This was made possible because of its proven concept and its sustainability through test of time.  (Alpeza, et al., 2012). (Hoffman, et al; 2016). We can also say that they were able to go such far because the business environment they are operating from. Fabrics market happens to be among the world’s most valued markets. Understanding issues that affect customers becomes part of the textile products contemporary market technique. It is this technique that is adopted most times to ensure tactics where the textile company attracts and advertises itself for intending customers. Consumer orientation marketing is a modern marketing tactic where the customer’s needs and wants are the priority. This tactic targets to produce goods and items that stir up people’s willingness to purchase. Put differently, what the customer wants is the target of this marketing tactic. This is why an approach called consumer-driven approach is adopted in this tactic or technique. In this approach, the needs of the consumer takes the center stage in all decisions of marketing. Consumer needs consideration would reflect in the nature, characteristic and specification of the product. Manufacturers alongside textile products sellers could have the customers lost if they lack the knowledge of customers’ needs or lack the understanding of customers’ preferences and wants. It is based on the ability of manufacturers, retailers and advertisers alike to give predictions, develop and send out styles of apparel and other products of textile to reflect what the consuming public want that the textile industry has remained viable. Nigerian textile industries with over 180firms in the 60s and 70s ought to have penetrated and be in control of the regional markets is nowhere to be found in the local market. Despite Nigeria’s position as the ‘giant of Africa’, and possessing a growing world trade (UNCTAD, 2015), it becomes sad to learn of the country’s textile industry being as less competitive in the region. The loss of the country’s manufacturing is because of dysfunctional conditions of operation which is the reality of the country’s business atmosphere. To be competitive   home market should have a considerable share of domestic market, visualise and control a substantial share of international market and should have sophisticated consumers, (Poter, 1999 cited in Aminu, 2016).  Given the spate of competition around the world, organizations or nations need to develop strategies that will allow it compete favourable with its competitors. Firm’s productivity can be increased through higher worker skills, improved technology, upgraded product quality and cost reduction Porter, (1990). High skilled workers can increase productivity, Kock, (2014); Sala-I-Martìn, (2014). Labour skills are enhanced by education and training (Adhikari & Yamamoto,2007). To achieve efficiency in competition in the African textile, competent and skillful workers are important, if not indispensable.

Nigeria has a population of over 177 million people (Internet World Statistics, 2015), constituting a huge market for textile and other products. However, due to the low earnings and incomes of many Nigerians, they demand for cheap imported textiles from China, Indian, Thailand etc. resulting in a less sophisticated demand and a less innovative industry (Egbula & Zheng, 2011). Before now, textiles from local production took 60% market share in Nigeria (Ebelo, 2013). Today, the market share s less than 20% of domestic demand (Iroegbu-Chikezie,2014). Regardless of its importance in the country’s economy, textile industry in Nigerian lacks the support of its sister industries the industry and institutions such as: cotton production, plant & equipment, water, electricity and transportation. For example, total production of cotton in Nigeria lost local demand to oil mills and textile (Adeniji, 2007). The industry became pawn to Japan and Europe for plant and equipment supply (NUTGTWN, 2015). Again, the industry is bereft of a subsidiary industry which can complement it value-wise and provide myriad of local and export fabric. 

 Franchising thrives on innovation and a willingness to do things differently from usual, when a brand does not meet the acceptable standard of the consumers, such as quality, trust, country of origin, trademark etc., it will eventually be rejected. Nigerian textile industries are faced with many problems among which are: the high cost of procuring and implementing new technology, embarking on a world-class employee training, the issue of unstable power supply, lack of border protection which is seen in the proliferation of smuggled goods in the market, the poor value of our money, inferior quality of locally produced cotton leading to importation of superior quality cotton at a higher cost from China, Cameroon and Chad . Other problems associated with the sector are poor legal right to guarantee property right and safety, insufficient knowledge of the business of franchising, lack of good governance, corrupt practices, unstable polity and lack of access to investible funds.

There are different methods of franchising arrangements; Master franchising, business format franchising, product distribution franchising, multiple unit franchising, single unit franchising, trade name franchising, in this study we decided to investigate the first four types. It is on record that franchising has become relatively the fastest ways to gain technology transfer and innovation that is required for successful business management. The economic pillar of franchising borders more on initiatives that aim at ensuring the firm’s long-term survival through innovation, efficiency, and wealth creation, (Calderon et al., 2017. In addition, the franchising model is characterized by fluent dialogue and close relationships with each other, an entrepreneur who succeeded in experimenting a business concept which proved profitable adopted franchising to showcase the concept again by establishing various outlets of franchise (Monge et al., 2017). There are a lot of benefits associated with franchising arrangements such as: entering already existing market, associating with already established brand, easy market penetration, international expansion etc.

 A good number of research work agreed that franchising help entrepreneurs expand their ventures, create awareness and sustain business. (Gillis & Castrogionnis, 2014, Grzelaka & Matejun, 2015, Oko & Okonkwo, 2018). Most of them used single unit as well as trade name as their dimensions for franchise while some used sales volume, referral and word of mouth as measures of marketing performance. Based on the background information above, it is apparent that much work has not been done as regarding franchising arrangements and marketing performance of textile distributors especially as it concerns Nigerian fabrics in South-east, Nigeria, the gap identified are used as departure for this work while government policy is used as the moderating variable.

1.2   Statement of Problem

Nigerian textile industry, being one of the sectors that sustained Nigeria before crude oil emergence when the fabrics compete favourably with foreign fabrics like Holandais from Dutch, Swiss lace from Swiserland, Indian siren, Ghana Kente etc. when the textile industry was operating in its full capacity. The textile industry is declining while Nigerians are getting more interested in sharing business ideas and becoming their own boss. Franchising arrangements is seen flourishing in other sectors of the economy like oil and gas, transportation, restaurants, fast food, tourism and hotel management, hospitals etc. Why the same is not happening in the textile sector is a worrisome. The fact that Nigerian fashion designers are making wave all over the world by their artistic and trendy designs is an advantage to showcase Nigerian fabrics brand. Another worry is that most of the raw materials that are used in the fashion industry are imported ranging from fabrics, wool in fact all the accessories that are related to the production of the complete package while potential business men remain idol not because they want to but because there are no means to start any venture or rather the business environment is not friendly. Nigerian fabrics are rejected both within and outside the country because it lacks the desired quality and the brand does not command consumers taste. Franchising arrangements works when the brand of the franchisor and the operating systems is competitive and can withstand the test of time such as; originality of the product/services, a tried and true business standard, recognizable company name and brand, licensing of intellectual properties rights, package and operating system that is composed of know-how etc. Does Nigeria business environment competitive enough to allow these standards to play? 

 Enterprise competitiveness is the ability to retain a market position that is favorable through the supply of quality products, competitive prices, flexible to response to demand changes. Equally, by sorting out differences in the product line through the discovery and the capacity to establish a market system that is workable (Altenburg, 1998). The competitiveness of enterprises depends on the business environment and the complexity of company operations, including inter-firm cooperation. Getting the business environment right can be looked at from the policy and institutional point of view. For instance; are all the institutions and laws in place to create an enabling business environment?  From the enterprise level, what policies and support structures are necessary for enhancing their capacity, WIR (World Investment Report, 2002).  The report further stated that “If developing countries are to strengthen competitiveness, they will have to strengthen their capabilities, attract and stimulate activities fitting for their atmosphere over time. Organizations face new and more tasking atmosphere of business which most times is described as shaky, open to attack and even inimical. Based on these chaotic and unsure grounds, the ability of the organization to acquire and retain long-term competitive advantage becomes impossible, except for a proper environmental strategy (Korsakienė & Grybaitė, 2012). In the conditions of modern market, it is not enough to produce a cheaper product, you must be able to deliver better quality, more diverse products, and do so faster than competitors by bringing the product to the market, i.e., creating a competitive advantage comparatively and at the same time, sustain this advantage in the long run to ensure long-term survival of the market economic entity and fixed income (Austra,2013).
 In franchising business, they not only maintain the product’s quality but also ensure that the franchised system delivers standardized products and. It becomes expedient to deliver products that are of standard across all locations along the franchise outlets, (Noor & Sarker 2014). Though, there may be variance in standardization due regional difference in taste, the franchisee who is more knowledgeable about the specific local markets that they serve uses his expertise knowledge to response to the requirements of the customers (Cox & Mason, 2007). Besides products quality maintenance, franchise businesses try to create unique brand image. That’s why in the franchise chain, all units use a common trademark and similar products irrespective of the location and also keep up a brand reputation exotic knowing consumers will pay high for such coveted brand because of its first rated awareness, (Bradach,1997) and (Aaker, 2003). 

 Willingness and loyalty to brand is created through system uniformity. Rubin (1978) opined that potential franchisees are ready to pay for the brand use given the overall perception of brand value is determined by the factors related to the functioning of the franchising. What investors considered before going for franchising agreements are three main aspects of perceptual equity; namely level of capital provision, management experience/qualification and business support mechanism. Kapferer (1998) discovered that many intending franchise systems stress on their “corporate” brand. It becomes therefore pertinent for the prospective franchisee to create a high aura of perceptual equity around their brand, Aaker, (2003). Franchising is one of the strategies companies utilize to market their offerings to have wider distribution of its goods and services for ensuring availability and wider awareness of its services in many market locations (Ikechi, 2018). This selling association is seen as a means of nationalizing and globalizing an enterprise by making its offering to be had in the global or international markets (Ojo and Irefin, 2011).  Massive opposition is intensifying due to the fact, local firms that control the limited marketplace presently locate oversea rivals to challenge, primarily sequel to their inflow via franchising as a delivery approach is different to get access into new markets.

As new business investors intend to venture into the textile firm, they are usually in a state of confusion on whether to venture into the business through franchising arrangements or to start with their personal business name. While Nigeria government is making effort to promote ease of doing business especially in the textile industry, enacting laws and implementing same to encourage investors, the puzzle to crack is to know the exact franchising arrangement to use as a business entry strategy in order to achieve their marketing performance objectives at the long run.  It is against this backdrop that the need to ascertain the extent to which franchising arrangements affects the marketing performance of textile distributors in South-East, Nigeria. Hence, this study investigated franchising arrangements and marketing performance of textile distributors in South-East, Nigeria.
1.3 Conceptual Framework: The conceptualization of the predictor variable (Franchising Arrangements) has master franchising, business format franchising, product distribution franchising and multiple unit franchising as its dimensions while the criterion variable (Marketing Performance) has customer satisfaction and Market share as its measures; whereas the government policy on textile industry is the moderating variable as shown in fig. 1 below: 
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Fig. 1.1 Conceptual framework showing the relationship between franchise arrangements and marketing performance. 

Source: Grzelak & Metugun, (2013), Nijmeijer et al., (2014), Gillis &Castrogiovanni, (2017), Ikechi, P.O, (2018), (201), Aremu, (2015), Yusuf, et al., (2018)

1.4 
Aim and objectives of the study


The purpose of the study is to determine the extent of relationship between franchising arrangements and marketing performance of textile distributors in South-East, Nigeria. While the specific objectives are to:

1. determine the extent of relationship between master franchising and customer satisfaction of textile distributors in South-east, Nigeria.

2. examine the extent of relationship between master franchising and market share of textile distributors in South-East, Nigeria.

3. investigate the extent of relationship between business format franchising and customer satisfaction of textile distributors in South-East, Nigeria.

4. evaluate the extent of relationship between business format franchising and market share of textile distributors in South-East, Nigeria.

5. determine the extent of relationship between product distribution franchising and customer satisfaction of textile distributors in South-East, Nigeria.

6. examine the effect of product distribution franchising and market share of textile distributors in South-East, Nigeria

7. investigate the extent of relationship between multiple unit franchising and customer satisfaction of textile distributors in South-East, Nigeria.

8. determine the extent of the relationship between multiple unit franchising and market share of textile distributors in South-East, Nigeria.

9. evaluate the extent to which government policy moderate the relationship between franchising arrangements and marketing performance of textile distributors in South-East, Nigeria.
1.5 
Research Questions

 The following research questions were developed for the study:

1. To what extent does master franchising relate with the customer satisfaction of textile distributors in Southeast Nigeria?

2. To what extent does master franchising influence market share of textile distributors in South-East, Nigeria

3. What is the extent of the relationship between business format franchising and customer satisfaction of textile distributors in South-East, Nigeria?

4. What is the extent of relationship between business format franchising and market share of textile distributors in South-East, Nigeria?

5. To what extent does product distribution franchising relate with customer satisfaction of textile distributors in South-East, Nigeria?

6. To what extent does product distribution franchising relate to market share of textile distributors in South-East, Nigeria?

7. What is the extent of relationship between multiple unit franchising and customer satisfaction of textile distributors in South-East, Nigeria?

8. What is the extent of relationship between multiple unit franchising and customer market share of textile distributors in South-East, Nigeria?

9. To what extent does government policy moderate the relationship between franchising arrangements and marketing performance of textile distributors in South-East, Nigeria?
1.6   Research Hypotheses

The following hypotheses were formulated to guide the study:

Ho1: There is no significant relationship between master franchising and customer satisfaction of textile distributors in South-East, Nigeria.
Ho2: There is no significant relationship between master franchising and market share of textile distributors in South-East, Nigeria.
Ho3: There is no significant relationship between business format franchising and customer satisfaction of textile distributors in South-East, Nigeria.
Ho4: There is no significant relationship between business format franchising and market share of textile distributors in South-East, Nigeria.
H05: There is no significant relationship between product distributors franchising customer satisfaction of textile distributors in South-East, Nigeria.
Ho6: There is no significance relationship between product distributors franchising and market share of textile distributors in South-East, Nigeria.
H07: There is no significance relationship between multiple unit franchising and customer satisfaction of fabrics distributors in South-East, Nigeria.
H08: There is no significance relationship between multiple unit franchising and market share of textile distributors in South-East, Nigeria.
H09: Government policy does not significantly moderate the relationship between franchising arrangements and marketing performance of textile distributors in South-East, Nigeria
1.7   Significance of the study

After carrying out this study, it will be useful to the following bodies:

Textile industries: Manufacturers, fashion designers and marketers of fabrics products in South/East, Nigeria and beyond.
Practitioners: It will positively guide marketing practitioners on the effective application of marketing resources.
Consumers: Consumers will be guided on the right brand to choose per time.
Academics: This piece of work will help increase the literature in the subject and help other students carrying out research in similar area.
1.8 
Scope of the study

 1. 
Content scope: The content scope of this study is franchising while the subject scope I industrial marketing. Given the economic important of franchising and the dominant role it is playing in the overall economic development of a nation, why Nigerian Entrepreneurs are not actively involved is an important gap in the literature. 

2.
Subject scope: The subject scope of this study is industrial marketing

 3. 
Geographical scope: The geographical scope of this study is the five major markets in South-east, Nigeria which are in Ariaria in Aba, Ebonyi, Enugu, Onitsha and Owerri. This region is chosen because they are the economic hob of fabrics business in Southern part of Nigeria.
  4.
Unit of analysis: The unit of analysis is the textile distributors in the chosen markets in South-East, Nigeria. They are more knowledgeable about the marketing activities of various textiles in the sector.

1.9 
Operational definition of terms: 

Franchise: An authority granted by an individual or group of persons (franchisor) to an individual or group of persons (franchisee) to enable them carry out marketing activities which is controlled by the franchisor
Franchising: A marketing strategy in which the franchisor (the owner of the busines) grants an individual or group of persons (franchisee) the right to run a busines using the busines system of the franchisor for a fee.
Trademark: This is the marks, the brand name and logo design that prescribe a franchisor deemed to be licensed to the franchisee. 
 Brand: A name given to products/services by its producers/providers  
 Franchisor: The individual or group of persons that grants the franchisee the authority to duplicate its own business model. 

Franchisee: The individual or group of persons that purchased the right from franchisor to operate the franchisor’s business while upholding the standard with a fee.
Customer satisfaction: How the franchisor relates or connects with the franchisee
Market share: The number of units a brand is able to capture within the same product line
Master franchising: A franchising arrangements in which the franchisor hands over the control of franchising activities in a specified territory to an experience franchisee.
Business format franchising: The franchisor teaches the franchisee the entire busines format to run independently.
Product distribution franchising: The franchisor licenses its trade mark to a franchisee for ease of distribution of the franchisor’s product.
Multiple unit franchising: The franchisee is given the opportunity to operate more than one unit in the same region.
Marketing performance: The effectiveness and efficiency of organization’s marketing activities with regard to market related goals.

Franchising arrangements: Types of franchising that the franchisor and the franchisee agree to operate.
Government policy: A spelt out action that government uses to tackle peculiar problems or challenges.

Environmental factor: Issues in the region of the operation of business that is not under the control of the operators.
CHAPTER 2

REVIEW OF RELATED LITERATURE

This chapter presents the existing literature on franchising arrangements and its dimensions and how it influences marketing performance of textile distributors in South-East, Nigeria. Similarly, it also reviews the measures of marketing performance, summary of literature review and the gap in literature. This chapter also discussed the empirical studies related to the study. Equally, various concepts employed in the study were examined in this section.
2.1    Conceptual Review

 2.1.1 Concept of franchising

The concept or idea of franchising is a structure of marketing goods and services as well as technology whose workings are spelt out in a written contract endorsed by two parties who are legally, financially and fiscally separate and independent. The giver allows the recipient the right as well as imposing an obligation of running the business in accordance with the franchisor’s concept and business model. The word “franchise” comes from French word “Frank”- a free person-free to do something, (Imed, & Sohslb,2018). It is a liberty given for which a company, individual is permitted to do something that is right, (Alon et al., 2007 cited in Imed, 2018). Franchising is a business packaged beforehand with policies and procedures firmly established with efficient and effective system and involves a form of business cloning where franchisors seek to have franchisees replicate their business in their local community (Branford & Bruton,2011). This can be achievable when an entire business concept is established, such as trademark, product or service and operation methods (Hoffman & Prebles, 1993 cited in Hamid et al., 2003). The concept is usually applied in a tested and profitable business area that has the potential of further survival; the franchisee conversely leverages on the acceptance of the product to make his on living. It is an avenue for firms to enter foreign markets and expand Internationally, (Hoffman et al., 2016). The franchisor provides the franchisees with the knowledge(know-how) to conduct the business, the franchisee pays franchise license as well as fees as agreed with the franchisor, (Sherman, 2011).  The entrepreneur who is challenged with the problem of finance, technical know-how, managerial capabilities, competences etc. in setting up his own business in a stiff environment, has the option to identify and take advantage of existing business to earn his own leaving, (Grzelak & Matejun 2013). Franchising cannot be said to be a business itself, rather it is an idea of advertising and marketing enterprise and as a concept, it is a progressive technique of dispensing goods and offerings, (Gates, 2000). (Hisrich et al., 2005) summarized that it is a means to go into the business, capable of limiting the risk of private business boundaries. Franchising can be used as organization's growth mechanism. It springs entrepreneurial idea, vision and work together to make it more current. (Otokiti,2004) opined that franchising is a commercial enterprise where the franchisee is given opportunity by the franchisor to undertake a transaction within stated shape, particular time and prescribed manner.  Even though, franchising may be used to give an explanation for enterprise association, (Beshel,2001) said that it is authorization involving two lawfully sovereign groups expected to earn income from the business activity and to compensate the franchisor for franchising and royalty. In US franchise accumulate turnover of 1.6 billion US dollars, representing 2.3% world GDP, has 2.2 million companies involved and employs 19 million people, (Alon, 2017). It is recorded that over 35,000 franchise US firms are located in different countries throughout the globe, (Ndu 2015). This is as a result of its ability to afford the franchisee and franchisor the opportunity to enter well known and established businesses. To expand the network of their operations, it can be treated as a valid alternative for the creation and growing of enterprises. 
In recent years the value of activities generated under the franchise formula has experience boom and growth worldwide. For instance, in Spain 2016 an increase in the turnover of 5.8% is expected with remarkable rise in hotels and restaurants, 6.3% products and rental services 6.4%, logistics 6.6%, International Franchise Organization (IFA, 2016).  There are over 64,000 franchise outlets, 250,000 direct jobs, a turnover of more than 26 million Euro, activities level increase of more than 120% in the last ten years. The brain behind this rise and development is because it allows entrepreneurs to expand and enter new markets quickly, it allows entrepreneurs to create business of their own and be self-employed even as they take only risk lower in rating. Franchising enjoys greater risk opportunity especially in the sector of service and retail, (Croonen & Branel,2013), (Hua & Dalbor (2013). Franchising success has proven to be an effective business model, for instance McDonald, one of the fastest growing food chain restaurants in the world operates over 31,000 restaurants in more than 119 countries in six continents employing over 1.5m, McDonalds 2007). Others like Hertz Car Rental, A&W Restaurants, Ben franchising retailers, (Maride Rite Hamburger restaurant started franchising in the 20s and are still franchising till today, (Blair & Lafontaine 2005).   In the United States of America, where it is believed that they were pioneers, there are 909,253 franchise companies with 21 million jobs and 2.31 billion dollars of annual output. These epoch-making realities are springing up little by little in various nations of the world (Olufunmilola et al., 2015). 
One of the key elements of franchising is the continuous relationship which the two parties enjoy based on the understanding that exist between them, the franchisor provides continuing support or direction regarding the dictate of the business. In the same vain, the franchisee agrees to sell the franchisor’s products exclusive with franchisor’s standard, although he is an independent man, he is expected to work or run in an undistinguishable way, largely similar to that of the franchisor’s business. On the hand the franchisee gains goodwill associated with the franchisor’s trademark and standard. “It is almost complete merging of business identity of franchisor and franchisee so that the public perceived each franchised outlet as part of a larger chain of identical outlets, all offering the same high-quality goods and services” (Mirabi, 2015). According to (Thomas and Said 2000), there are only two types of franchise: product distribution franchise and business format franchise. On the contrary, (Nieman, Barber, 1987; Sherman, 2003; Kukić, 2004) mentioned other forms of franchise framework: product distribution franchise, business format franchise, conversion franchising. The best examples of a product distribution franchise are: Ford Motors Company Goodyear Tires, John Deere and Coca-Cola. The business format franchise happens to be the fastest growing form of the franchise and this form allows franchisees to adopt the trade name and logo service, and also the complete system for delivering services or products for business. The most famous instances or examples of business format franchise are Subway, Mc- Donald’s, and Burger King. (Alpeza & Erceg, 2012), (Mahaček & Lihtar 2013). Conversion type franchise has transformed the standard model of franchise relationship and occurs when an independent contractor, located in the same business area as the franchisor, is authorized to accept service providers and to use trade/service marks and system operations. This form or type of franchise is seen in real estate agencies, flower shops and some service industries. The International Franchise Association (Franchise Business Economic Outlook, 2012), statistics show franchisees to have a much greater chance of success than those who are not in franchising, and also it is easier to run such a business in today’s global marketplace. Franchising arrangement allows the franchisor to create a rapid extensive distribution and to benefit from the franchisee’s understanding of the grass-root market. Profit are relatively secure in a short time with small risk and less investment than would be incurred in a sole venture. Franchise involves routine managerial risk and enjoys revenue from several sources. To the franchisees, it shares from proven business idea and benefits from the franchising management and guidance in a purchasing, location techniques. The franchisee has the opportunity to act as an individual business owner with only unassuming investment outlays and loyalty payments and with less of failure.  In this study we examined four types of franchise arrangements and also certain factors that will necessitate an entrepreneur to choose either of them for a business deal. 
Basic characteristics of franchise concept are: Originality and uniqueness of proven standardize business idea,
the brand that works as factor stimulating demand,
licensing of manufacturing or intellectual property rights package and the operating system that is composed of know-how, patents, copy right, trademarks, operating manuals, a set operating scheme s and business procedures, support for the recipients provided by the giver of the system in a continuous and comprehensive manner the complicated outlook of cooperation designed to show vertical integration between parties, fees issued by recipients to the franchisor as payment for services determined by the contract that are related to the adoption of the concept. It is a voluntary relationship and ventures; it focuses mainly in marketing and its related and often described as “cooperative marketing”. The sale of complete marketing system distinguishes it from other contracts. (Oni et al., 2014) identifies the following amongst the accruing benefits to franchising business model, which constitutes the factors influencing entrepreneur to choose franchising for their business entry or growth strategy: Prior performance record – unlike establishing an unknown business, a franchise offers an existing and proven model of business which educates the prospective franchisee of the business performance in that very product offered, popular name/brand of the company - franchising gives the advantage of goodwill and brand identification to business owners immediately they set up their business. This goes to say that the franchisee wields an advantage of competition that borders on the known loyalty to brand, successful business model – with special attention to current business failures; franchising provides a proven and established model of business which curtails risk of failing in new ventures management program and business training – franchises provide operator manual and training programs to help in setting a new business up and running it. Trade mark/brand which is administered to the franchisee. Know-how (tested knowledge) on how to conduct the business. Operational manual-setting out procedures for conducting activities within the franchise. The fees are paid for the trade mark, know-how and support for current services which the franchisor provides within the period of agreement. 

In Nigeria, Product marketing has been the initial type of Franchising, principally of petroleum products (Agip, Elf, Esso, Mobil, Texaco, Total, etc) and automobile (Ford, Toyota, Peugeot, etc); and beverages (Coca Cola, Pepsi, etc).  However, in the last few years, significant growth has been seen and a franchise business format emerged especially in the sector of fast food which many of them are still small local affiliates. In the same vain, I am of the opinion that this can be replicated in the Nigerian Textile industries product (fabrics) to expand their operations. In this study, we shall look at four types of franchise arrangements; single unit franchising, business format, product distribution and multiple unit franchising. The gap or difference between licensing and franchising is that in licensing, the licensee pays for the rights to use a particular trademark while in franchises, the franchisor enjoys a substantial control over the franchisee’s activities, supervising the license use and collecting royalties for it are what licensors are majorly interested in order than controlling the activities of the business.
Some of the challenges why franchise arrangements is not moving fast in Nigeria especially in the fabrics sector is as a result of no franchise-specific law in Nigeria which is one of the obstacles to a better franchise performance in Nigeria. Franchising has been operating under Nigeria’s sales law, which derives its operating terms and conditions from British common law. Recently, (2016), a Franchise Bill which was sponsored by private organization in partnership with foreign lawyers has been presented to the National Assembly, and is believed to have passed second reading and hopes are high that it could become law that will govern the franchise sector someday. Meanwhile, the National Office for Technology Acquisition and Promotion (NOTAP) which belongs to the Nigerian Ministry of Science and Technology remains the sector regulating the sector. Other challenges include inadequate capacity building, access to suitable finance as commercial banks are yet to craft franchise-specific products for franchisors and franchisees, trust (no means to seek redress) general awareness, managerial competence, proficient management of resources and informal business structures.

 The Government is serious in their promotion of joint venture, those of Nigerian oil and gas particularly, and also the Manufacturing sector which include textile industry and the water-situated or maritime industries. The idea is to increase knowledge transfer and technology, and also seek the improvement of local content. Similar efforts are perceived in other such industries as the distribution sectors, the manufacturing and the information and communication technology. There was a complete lack of awareness of the existence, role or functions of the Nigerian Franchise Association (NIFA). 

The fact that the development of entrepreneurial schemes has become a major contributor to economic growth and also a permanent cure for hunger and poverty which unemployment brings about, has necessitated the urgent need for such entrepreneurship development via franchise today in the country (Anyadike et al., 2012).  Today the pace of changes is increasing dramatically in the society and accordingly, entrepreneurship is becoming more important to such development and advancement of society. The old and new types of business, large and small scales, are supposed to be developed in the society to encourage a situation where entrepreneurship, for all its advantages, will become the culture of the people and an unpredictable world that knows no poverty and unemployment created (Mjornvik, 2008). It has come to be believed overtime that entrepreneurship is key to economic development as job creation necessarily result from the process. Many urban and rural dwellers earn their living not through any known paid job, but majorly through entrepreneurship.

 As regards the support policies of government, the assumption becomes that since government blaze the trail for the entrepreneurial development, it should equally provide the much needed resources in its ability. The said resources could include creating an enabling environment fitting for business which will promote entrepreneurship on a high note. 

The problems of entrepreneurs in developing country, Nigeria in particular are summarised as follows:  Lack of Credit Facilities: Prospective entrepreneurs in Nigeria encounter lots of hardships in their effort to access credit to boast their businesses. Though business loans are offered by many different financial institutions, these institutions almost always charge a cut-throat interest rate which deter prospective entrepreneurs. For example, many a major bank put their interest rates up to 28% which is a bigger deterrent to prospective entrepreneurs who are usually people with very low income. The conditions of collateral set by banks and other institutions of lending can also be a hurdle which prospective entrepreneurs would have to face.  Corruption: The purchase of licenses, permits, goods and services from agencies of government; or even taxes and levies payments, are made difficult because of rampant corruption. Without partaking in the corruption i.e. to take bribes and give kickbacks, the procurement of the aforementioned goods and services becomes extremely difficult. Inconsistent Government Policies: The discontinuity, fluctuation and uncertainty of the policies of government become one big challenge the entrepreneur must grapple with in Nigeria in their quest for success. Governance in a country goes beyond the control of the entrepreneurs; though they can actually influence the policies of government as regards the enactment of laws that will be favorable to their business; but for such an entrepreneur who must do this must be highly connected politically and must have enough resources. Therefore, the best strategy to adopt to check the fluid nature of government policies is seemingly to keenly observe the laws and adjust ones business quickly to align with the policies which is not favourable to the business because one cannot predict or forecast what his venture will be within a specified period. Multiple Taxation: Another delicate challenge many entrepreneurs in Nigeria face is that of multiple taxation. Although in a country, the entrepreneurs are responsible for funding the government via tax payment; still, many of the tax charges which these entrepreneurs are burdened with are unlawful, hence the cost of doing their business increases as a result. Over 500 various taxes and levies are said to be imposed by state and local government agents on Nigeria's Companies against the approved 39 stipulated by the CITA - Companies Income Tax Act. These taxes are questionable and, in the case where they become legal, they are usually slyly doubled – with the adverse effect of getting business cost increased. Infrastructural Dilapidation: Infrastructure in Nigeria can at best simply be described as poor. This condition affects both entrepreneurs and other people who are non-entrepreneurs in the country. With this reality of deterioration of infrastructure in the country, and even the non-existent of it in some areas, the cost of doing business inevitably skyrockets. The country's network of roads, in its dilapidated state, becomes a death-trap for entrepreneurs, especially those in agricultural sector, to commute their raw crops to the factories where they can be processed. Going by a World Bank report release, growth and socio-economic development in Nigeria is below the country’s ability or capacity. The unstable electric power supply has been fingered to have affected plenty businesses in the country negatively. The aftermath of the problem of power outage is that the entrepreneur will have to resort to personal ways of generating power which is very expensive in the country, thus increasing the already high cost of production further. This high production cost necessarily comes to bear on the price of their products, making them so high that they cannot again compete with goods from outside our economy. Failure to Adapt to Changing Business Environment: Overtime, money-making has been the motivation of many who rush into Micro, Small and Medium Enterprises (MSMEs), not the adequate knowledge or information they have of the business. The result of this situation shows when the business is faced with the compulsory problem of businesses; they display gross inadequacy in their skill of problem solving. Hence, many never recover to continue the business. With the growth in the telecommunications sector since the introduction of GSM in 2002, Nigeria’s ICT market has turned to be one of the fastest growing in Africa and around the world. The foregoing reality has come to be an impediment to entrepreneurs who are not averse to technology, thus find it difficult to retain their relevance in the business atmosphere which has become even more competitive. Therefore, both the potential and already existing MSMEs would have to adapt to the new business atmosphere or environment, which is technology oriented, if they must survive and remain relevant. Low Standard of Education: The role education will play for an entrepreneur cannot be over-emphasized as it remains the key to knowledge, thus a leverage to any succeeding entrepreneur. Education becomes even more important, indeed a prerequisite, given the trend of globalization that is unfolding in modern times. The prospective entrepreneur must know and understand the event around and about them, hence only education can prepare and empower this entrepreneur with the required qualities to excel. Security Issues – For a successful venture to run today, the security of lives and property must be guaranteed first and foremost. In the report of Arizona (2009), dangerous insecurity threats and occurrences ranging from kidnapping, incessant shooting and killing, stealing and armed robbery, unjust harassment of innocent of innocent citizens, etc. have turned Nigeria into a terrible den. Insecurity in Nigeria can also be seen in the economic and political light – to get to start a business or to fund any entrepreneurial initiative in Nigeria is difficult due to political and economic instabilities. No gainsaying, Nigerian government’s policies pose serious drawback to the success of large-scale ventures in the country, even as greed and corruption rock successive governments. The laws promoting free enterprise and the welfare of entrepreneurs are systematically ignored by the government. The fact that the Nigerian patent laws are not enforced will discourage entrepreneurs from selling out their inventive ideas. In another aspect, the continuous political turbulence in the country will only deter foreign investors who could have make resources available for entrepreneurial activities in the country given the country’s rich natural resources which the world wants so much. More so, entrepreneurial activities in Nigeria can also be affected strongly by political-cum-social movements. Some part of the country also experience other forms of insecurity issuing from religious intolerance and ethnic segregation, which go on to hinder progress in several areas or sectors in the country.  

Overview of the industries shows that Nigerian textile industry is one of the first-generation industries in Nigeria and creates an industrial atmospheric base for most countries National Union of Textiles, Garment and Tailoring Workers of Nigeria -- NUTGTWN (2015). Kaduna Textile Mills, which was formed in 1956, became the outset of textile experimentation in the country, even as the Lagos Textile Mills came to join it later in 1962 (Jamie, 2007), cited in( Eneji 2012). In the country, other top textile mills are as follows; Aswani Textile, Afri print, Enpee industries, United Nigerian Textile Limited, Arewa Textiles, Five Star, etc. Many of these mills stopped production due to poor operating environment in the country but resumed full operation because of the importation embargo placed on textiles. As at this time, many investors came into the industry in their numbers in the 1960s and 70s (Anudu 2013). In Kaduna and Kano, some of them aimed at backward integration, (Eneji, 2012). Before the wake of 1985, the industry has seen a teeming number of firms clocking up to 180 which made it one of the largest in Africa (Egbula & Zheng, 2011). The total capacity in Africa was represented by it at over 60% (Osagie, 2015), a growth rate average of about 12.5% around the 1970s recorded as well as generating $2 billion annually across the value chain (Osagie 2013). This made the foundation that stemmed the competitive advantage the country enjoyed during the period, (Emefiele, 2015). 

 From the 1990s down to 1997 saw the onset of crisis in the industry, especially after textile importation ban got lifted (Anudu, 2013). This was in 1995 after Nigeria pledged her allegiance to the WTO -- World Trade Organization. Due to myriads of challenges which the manufacturing industries generally, and the textile in particular, encountered, the efficiency, productivity and competitiveness of textile industry failed, (Aminu, 2013). This lead to decrease in capacity utilization, closure of many factories and loss of many jobs (Egbula & Zheng, 2011). As at 1990, the country has seen the textile firms’ number cut down to 42; worse still, many of the surviving firms operated lower than 30% capacity (Njoku 2004). Efforts were made to revive the ruins of the industry as governments came and left. An example was when, in 2002 September, a ban got placed on the importation textile by the government of Nigeria, and the local textile mills granted the duty incentive of 10 per cent, a zero per cent value added tax – VAT, a 30 per cent grant of export expansion and finally, zero per cent National Health Insurance Levy -- NHIL (Quartey & Abor, 2011). More so, the Obasanjo government, in 2004 January, approved fund for use to revamp the industry, though the fund was only pressed into service on 18 December, 2009 when a hundred billion Cotton Textile and Garment (CTG) was established by Yar’Adua who was the president then. Bank of Industry - BOI (2015) reports the initial interest to have been at 6 per cent with five years maturity period. As an effort to further attract textile firms to apply for the fund, interest has been cut down to 4 per cent (Abioye, 2015). The coordination and disbursement of the fund to textile mills was solely done by the BOI (BOI, 2015). The government however, in November 2010, lifted the ban and replaced it with tariffs of between 10 and 20 per cent and levies of about 15 and 20 per cent (Gado, 2011).

In 2012, Goodluck Jonathan’s government introduced a reinvestment policy where the imported textile products of 20 per cent levy was used to develop the industry and he inaugurated Nigerian Industrial Revolution Programme (NIRP) in January 2015 to speed up the nation's industrialization process, improve business environment and encourage patronage of local products (Federal Ministry of Industry, Trade and Investment FMITI (2015). The Ministry acknowledged the industries, especially the light industry where the country boasts of a competitive and comparative advantage, as the focus of the plan. Textile industry belongs to the light industry (Anderson, 2012). NIRP makes it mandatory for government to establish integrated textile and garment parks (ITGP) near raw materials, markets and infrastructures (Ogah, 2015). While some have acknowledged that the policy interventions are impacting on the sector positively, others held contrary views. For example, (Osagie 2015) was of the opinion that the sector recently saw resilience as confirmed by MAN’s data submission. The MAN’s data confirmed that the industry’s average utilization of capacity rose from 29.14 per cent in 2010 to 49.70 per cent in 2011 (MAN, 2012), as cited in (Osagie, 2015). There has been disbursement of over N60 billion out of the N100 billion to textile mills which are up to 52 as at March, 2013. This gesture saved 8, 070 jobs, increased the capacity utilisation of most beneficiaries from 40 to 61 per cent; and transformation of over 50 per cent of loss-making mills to profit making (BOI, 2015). A total number of 5, 000 new jobs were also created as a result of the fund (Aganga, 2013, cited in Ebelo, 2013). With respect to NIRP, stakeholders are optimistic that it would check the influx of imported textiles into the country, if properly implemented (Ogah, 2015). On the contrary, the impracticability of these policy interventions to revamp the sector has been pointed out by others. For example, NTMA noted that funding is an insignificant problem of the industry, explaining that most of the surviving textile mills are not enthusiastic to access the fund for fear of being unable to refund it, arising from the existence of cheap imported textiles in the market. The major impediments would be production cost that is high ( Egbula & Zheng, 2011), cheap textiles being imported or smuggled in and low patronage of the industry by the governments and their agencies (Anudu, 2013).

Nigerian textile industry was a large thriving industry which contributed immensely to job creation in the country, to the country’s GDP - Gross Domestic Product, to the government’s revenue and to the internally generated revenue in the country (Ebelo, 2013), (Eneji et al., 2012), (Njoku (2004). Nigerian local textiles became the most exported products to neighbouring countries in African, to Europe, the East and the U.S. (Popoola, 1989), cited in (Popoola, 2001). Today, the products are no longer competitive anywhere in these markets. The neglect that is facing the Nigerian textile industries made them not to be sensitive to take advantage of free export trade provided by U.S on the programme called AGOA -- African Growth and Opportunity Act. While other African countries like South Africa and Mauritius were leading in export of cotton and textile industries, (Njoku, 2004). Nigeria has the problem of competitiveness, Agaga (2013). Why Nigeria products are not able to measure with its counterpart countries is because of high production costs (Anyanwu, 2000). (Egbula & Zheng, 2011), cheap textiles importation and smuggling, Aganga, cited in Ebolo, (2013). National Union of Textile, Garments and Tailoring Workers of Nigeria, (NUTGTWN), (2015) and use of obsolete technology NBS, (2011), COMESA, (2009). This situation constrains utilization of capacity in Nigeria’s manufacturing industries significantly, Anyanwu, (2000); NBS, (2011) and crippled textiles in the regional market, leaving it uncompetitive. Nigeria Industrial Revolution Plans (NIRP) is to help industries, including textile to regain their competitiveness in Africa and the world.

The potential of Nigeria’s franchising can be seen in its growing population of over 170 million people, great natural resources and growing middle class in major Cities and GDP -- Gross Domestic Product -- that is put at 30% is primed as Africa’s largest emerging market expected to be a sought after by multinational firms especially in the manufacturing sector. (Matanmi & Awodun 2005 as cited in Olotu, 2011), described it as a juicy market with an estimated worth of about N190 billion ($760 million). The current Nigeria’s franchise market is in estimation put at $25 billion in products and services, with potential market growth of above one hundred billion dollars for the franchise concepts and services in the U.S. The most promising industry sectors in franchising include fast food, hotel services, professional and service training, fashion, healthcare, oil/gas distribution services, transportation, telecommunications, and distribution services. In industry opportunities, Nigeria is rated to have a franchise market potential of more than one hundred billion dollars as yearly income both in services and in products and as being a major market for franchise concepts in the U.S and for services of franchise development.  The Nigeria’s population grew by 2.8 percent in 2016, and nearly half of the population -- 50 percent -- is aged 15-54, while the average age is 18 years, while the youthful population with average 20,000 graduates’ view franchising as a means of creating massive employment, National Population Commission (NPC, 2015). The consumer class in Nigeria is increasing at a rapid rate and also, the Nigeria’s national disposable income recorded stronger growth than GDP in the first half of 2016, both in real and nominal terms, and rose from 3.46 percent in the second quarter to 9.06 percent in the third quarter. By 2030, it is estimated that some 160 million Nigerians (out of a projected population of 273 million) would live in households with sufficient income for discretionary spending. Consumer goods sales are, therefore, estimated to more than triple by then, to USD365,548.4 million. 

The SMEs are good conduits through which the problem of unemployment, economic growth that is sustainable, distribution of income in equity and general scheme to develop the economy are tackled. New SMEs springing up on a high rate dents the potentialities of the sectors to help in creating jobs, in growth of the economy and in poverty alleviation. Titus (2008) as cited in (Fatoki, 2014), posits that the very important contribution to the economies of different countries’ SMEs worldwide shows that to understand the reasons of either failure or success of SMEs is important for world economy to remain stable and healthy. The policy makers in the government of many countries have since been motivated by the job-creating potential of SMEs. Firm’s health in a competitive business environment is dependent on its ability to achieve profit and financial solvency, (Arast,2011). When a firm loses competence to maintain profit and financial solvency, it becomes unhealthy or deteriorates to the point where it is in danger of failure. It is not only star-up firms that fail, existing ones do fail. For instance, recent failure of Diamond bank in Nigeria. It can occur in all sizes of firms, (Wu, 2010). 

The Nigerian business environment does encourage the entrepreneur to venture into business as those of other countries. The dearth of good and working impacts negatively on both big and small enterprises in Nigeria. It is no longer news that many businesses in the country, due to inadequate power supply, ravaging insecurity, inability to access low interest funds, etc. have collapsed and gone to ruins. Because of the nature of business which is pliable, business is usually referred to as “Creative destruction” This is the process through which healthy vibrant firms create innovation often to the detriment of those that fail to innovate and remain competitive. Joseph Schumpeter (1942). Described business as “an evolution process within Capitalism that revolutionizes the economic structure from within instantly destroying the old one incessantly creating new one”

 He also noted that SMEs are very susceptible to shocks from outside because trade has been made liberal; resulting to constant competition from around the world. Nevertheless, it is not in doubt that SMEs can compete successfully in the world market if they are given a favourable policy environment, (Briggs, 2007). In recent times, many governments, especially in the developing Countries, are beginning to come to the realization that given the enabling environment, SMEs will thrive thus they now attempt to make favourable policies. 

The current attention given to SMEs development by developing countries can be traced to the new trend of liberal economic interaction evolving in the world which tends to close the gap between these developing countries and the highly industrial countries of the world in terms of development. Hence, the developing countries governments’ effort to assist and initiate programmes to develop SMEs. These programmes include; Nigerian (NIRP), Anchor Borrowers programme, Export Expansion Grant (EEG). These programs notwithstanding, SMEs have performed less than satisfactorily; showing the programs’ impact has not been enough. (Manbula, 2002). This can be said to be because government and their policymakers in developing countries have refused to put certain factors into consideration in their formulation and execution of SME developmental programs. Nigerian government activities to encourage SME development are as follows:

Nigerian Industrial Revolution Plan (NIRP): Nigeria Industrial Revolution Plan is drafted for “growth acceleration in the industries that Nigeria wields competitive and comparative advantages. Examples are; cotton, cocoa, groundnut, palm oil among others. Others will include food processing and agro produce, solid minerals and metal processing, oil and gas related industries, and construction industry alike, light/electricity providing services.” “The Nigeria Industrial Revolution Plan also addresses some ancient impediments that continuously limit manufacturing in the country. It will establish infrastructure for industry, give industry priority in power generation, reduce interest rate drastically and create funds that can be accessed by the real sector. It can also aid the training of youths in skills that pertains industry, make investment atmosphere better, increase the standards of product, and cause Nigerians to begin to buy made-in-Nigeria goods, United Nations Economic Report on Africa (2014). NIRP has its focus on increasing how the manufacturing sector contribute to GDP – raising such contribution from four percent to the present over 10 percent of five years now; giving a boost to the Nigerian manufacturers’ yearly earnings to up to thirty-one billion Dollars in a year.

 National Enterprise Development Plan (NEDEP): NEDEP is another programme designed to deliver growth within Nigeria’s micro, small, and medium enterprises. The full potentials of Nigeria’s MSME sector can be released if the problems facing many small businesses solved; such problems like market accessibility, fund (loan) accessibility, weak business building, inadequate technical skills, dearth of infrastructure and lack of enough information about the market – this assurance came from the presidency. Under NEDEP, it is projected that at least 17 million jobs will be created, assuming that each one of the SMEs registered in the country as at 2012.
Tax concession: Unlike in the past, businesses now receives generous tax concessions, cheap funding through long term bank loans and single-digit lending rates from Bank of Industry, the nation’s premier development bank. 
Campaign for made- in Nigeria: The government has also decided strongly that home manufacturers be protected from those inferior and cheap goods that are imported to forestall people from patronizing our home-made goods. Government offices are to compulsorily start using made-in-Nigeria goods. For instance in 2017, Nigerian Army was ordered to henceforth purchase the boots from local manufacturers. This will create opportunity for some industries to begin to enjoy a status of possessing domains that are of export quality and subsequent increase in infrastructural provision. In order to ease the burden of chronic power shortage on the manufacturing sector, the private sector is stepping in to boost power generation following the government’s breakaway from the generation and distribution utilities that was state-owned.  Anchor Borrowers Programme (ABP): ABP is a scheme provided for farmers at 9% interest rate anchored by CBN. It also provides capacity building for stakeholders including extension agents, financial institutions, anchor companies and farmers.

In order to support franchise development industry in Nigeria, the Nigerian law firm has articulated and contributed a Nigerian franchise law Review to an International franchise law review in 2016 and it is one of the bills pending before the senate. This is another plus to Nigerian Entrepreneurs which will give confidence to both local and foreign franchise.

The term “ethnocentrism” is derived from Sumner’s development of a more general concept in 1906. From the outset, the concept of ethnocentrism was only a creation of sociology which described the conflicts between the in-group and the out-group. Sumner defines ethnocentrism as: “The perception to things where one’s own group becomes one’s major concern, and others are judged by one in relation to one’s group. By this, every group is beclouded with Dutch pride and superiority, raising their own divine worship to reverence but looking down on others” Sumner, (1906). Much more recent studies viewed ethnocentrism as a construction of the mind which explains why an individual identifies vigorously with their culture and in-group, and why they reject the out-group or even define any socio-political and economic events in the light of their own group or the in-group. Donald Campbell, the psychologist, and his colleagues (Brewer & Campbell, 1976; Campbell & LeVine, 1968] show that there is the tendency in every people to: Describe what their cultures constitute as “natural” and “correct”, and what others as “unnatural” and incorrect”. This in-group are of the perception that their customs are universally valid; in other words, that whatever is good for them should also be good for everyone else in the world: think that in-group norms, roles, and values are obviously correct.
Consumer Complex Syndrome: Consumer Complex Syndrome is the deep consciousness underlying the consumer’s mind which continuously causes them to prefer foreign goods to local ones. This is why Nigerian spend over $4Billion (N1.3 Trillion) annually on textile materials imports and already made cloths, Nigerian Textiles Manufactures Association of Nigeria (NTMA). Report said Nigerian spend $2 Billion(N600M) annually on agricultural products import; from eggs to vegetables, 30% of animals slaughtered in Nigeria daily are imported from neighbouring countries (FMITI Report).

Theories associated with Consumer Complex Syndrome

a.
Theory of Superiority: This theory suggest that consumers see non local brands as a determinant of quality and brand desirability, (Elliot & Cameron,1994). It is believed that “if a white man did, then it is good” This theory is reported to have sway in developing countries, (Okechukwu & Onyema,1999).

b.
Theory of Ethnocentrism: This theory revealed a psychological notion of pride in consumers which leads them to prefer products and brands from foreign countries, (Sharma et al., 1995). This construct has been identified as one of the significant factors that engendered China’s economic rise, (Wayne, 2017).

c.
Theory of Animosity: This theory says that when consumers no domestic substitute to permit ethnocentrism, they resort to foreign products from counties that they have cultural affinity.

d.
Theory of Transition: Non utilitarian products ascribed to show of wealth; as is common in developing nations where interpersonal interactions are of high significance. This is because income disparity and high movement which is seen in trying to show off status differences by going for exotic foreign brands, (Batra et at., 2000). This is common in Nigeria where some people take pride in foreign exotic brands and make it a yardstick for status definition. Consumers who display these theories usually imagine that foreign brands are more qualitative and more desirable.

The implications of dependence on foreign consumption by Nigerians is the 2nd highest consumer of Champaign globally, 2nd to France where most of the drink are produced. Nigeria spend £50M (N25B) annually on importation of Champaign, meaning that Nigerians consume more Champaign than USA, the United Kingdom and China, Euromonitor (2013). Nigeria have bitter leave, otangi, bitter kola, kola-nut, stimulants, scent leaves and yet we import bitters from Ghana while we tag our youth who delve into the production of petroleum products, local gin manufacturers as illegal business instead of regularizing and licensing them for better performance. Nigeria is ranked as the 4th biggest spender in UK, spending average of £100 on each shop they enter compared to Britons themselves who spend £100 on each purchase. Only citizens of Arab nations shop more than Nigerian; Saudi and Emirate royals. You may wish to compare their GDP with ours. Nigerians knot ties and wear heavy wooden suites despite our humid and harsh weather, meanwhile our fabrics are light, free flowing and suites our weather and culture, all these have sold them away do to pride.

 The effects of our dependence on foreign products are: 

Loss of job: The result of Nigerians always patronizing foreign goods will be that there will be lesser demand for the local products and the local companies’ production will drop leading to poor capacity utilization. Consequent upon this, local industries will dwindle in their operations and, in worst case scenario, fold up and their workforce who are mainly Nigerians are disengaged. Job loss has a very close relationship with production and capacity decrease.

 Loss of identity: Due to the fact Nigerians depend much on foreign products, our essence and identity are gradually being eroded. When  Nigerian drives in foreign cars, wear foreign attires and even speak foreign language and accent, the truth is that his real identity pales into insignificance. What then makes him a Nigerian? Our young ones have even lost the knowledge of how to speak our languages. They were raised to speak only English language by Nigerian parents of the same ethnic background here in Nigeria but they were never taught their mother-tongue. They proudly proclaim that they don’t like eating Nigerian food and soon lose a taste for it. Our delicacies are gradually disappearing, some of the staple foods Ikpankukor, akarajojo, dodo are almost going extinct but thank God for Science that has caused the reversal of it on health ground.

 Harm to Nigerian GDP: There can never be a way that an import-dependent economy can grow its local economy. The greater part of the funds that should have been circulated to boost the local economy are ceded to producers of other economy to import the products that are needed in the locality. Those who trade locally but in those foreign products may be deceived by their high rate of turnover but the truth remains that the major chunk of the funds ends in foreign economies. 

Loss of confidence by local producers: Seeing that their goods are being ignored and people take to or prefer the foreign ones, local producers are tempted to lose the pride – confidence- they have in their products. This will further lead them to begin to label their products with fake marks, thus robbing themselves of their own creation’s patent.

 Weakening of our currency: Our local currency is weak today and cannot compete with its international counterparts favourably because there is a growing demand for foreign exchange in which those currencies are used for import trades. The ill of depending much on foreign products was properly exposed by the recent recession that occurred, even as the CBN – Central Bank of Nigeria – keep up effort to hold the Naira against the Dollar by resorting to and using different approaches to check Naira’s free fall.

 Heightened Unemployment, Youth Restiveness and Deviant Behaviour: As earlier expressed, local companies lay off their workers because of lesser demand on their products, leading to rampant loss of jobs and growing unemployment. This reality has as its attendant effect deviant behaviours from the youth, and all kinds of restiveness or insurrection.

The Prospect of the Nigeria textile industry can be seen in the fashion industry that is making a head way across the globe, it has stopped being the business of school drop-out, this can been seen  as it has become a norm for government workers to wear Nigerian sown cloths to the office on Mondays, Wednesdays and Fridays, wedding occasions, traditional and English weddings, parties, clubs etc. The shift from Western style mass production already made fashion to a retail culture with custom made traditional is taking in many cities. In the last couple of years there has been numerous fashion weeks organised by or attended by Nigerian designers across the globe because Nigeria styles are inspiring designs of world class fashion houses. The marketing and sales of Nigerian fashion products on the internet has also increased, e-commerce is boosting sales for shops like Jumia, Konga etc. of which companies like Holland’s VLisco, Daviva is campaigning for Nigeria designers to promote their brand. With this tremendous achievement, the industry has the capacity to diversify the economy and become one of its main drivers. But this prospect is truncated by the qualities given Nigerian fabrics which cannot survive the test of time. One cannot use accessories like sequin, embroidery to beautify cloth and it washes immediately.  If Nigerian fabrics are of good quality, it will not be difficult for foreign investor to partner with Nigerian entrepreneur through franchising where the foreign partners will want to replicate the brand as franchisee. The Nigerian market’s potential for franchisors can better be demonstrated using the retail franchise of TM Lewin. August 2013 saw the very first TM Lewin franchise unit that opened for business in Nigeria. At present, of all the 48 Africa’s franchise outlets, Nigeria’s stand very tall amidst other top-notch franchises, with the records of 150 per cent growth year in year out. The foregoing submission will perhaps be corroborated by the TM Lewin of Ikeja, Lagos, franchise outlet ranking second worldwide in 2013. It was only beaten by the brand’s flagship store on London’s Jermyn Street.

Local franchisors are also among others in the scramble to have a share of the franchise market in Nigeria. Developed in around 2003 by fast food operators, were some indigenous franchise systems. Some of these operators who adopted the franchising mode of expansion, were the major brand, Mr Biggs, owned by a major brand owned by a conglomerate in Nigeria, there is also UAC of Nigeria Plc, etc. As at 2013, the company had over 170 outlets across Nigeria, of which 110 are franchise units. Some examples of successful franchising businesses are Chicken Republic and Tantalizers in the fast-food sector. 

Nigeria fabrics fall into the category of products made in Nigeria that is characterised by rejection both at home and abroad. In other to remove this negative perception, there is need to create enabling environment for Nigerians and foreigners to invest in the sector. When this is done, foreign investors can become franchisee to Nigerian manufacturer who acts as a franchisor. Nigerian online financial technology and commerce are invigorated by the population of the youth that is ever increasing, toning up consumption power and boosted smart-phone penetration. Spending in E-commerce currently is estimated to be at twelve billion Dollars, and predicted to clock to $75 billion yearly by 2025. The table below shows how quick Nigerian entrepreneurs are willing to partner with each other and foreign entrepreneurs to make life better.
S/No
Company



Source


Number of Outlets

sector







food

1. Mr. Biggs (UAC,PLC)

Local


120
2. Tantalizer 



Local


30
3. Tasty chicken



Local


3
4. Chum-chum



Local


8
5. Sweet sensation


Local


3
6. Chicken licken/ Domino Pizza
Foreign

Uncertain
7. Southern fries



Local


5
COURIER SERVICES



1. UPS NIG. LTD 
Foreign

2. DHL
Foreign

Petroleum products.

1. Texaco Nig, plc

2. Agip

3. Total 
Source: National Office of Technology Acquisition Programme (NOTAP)



2.1.2 Dimensions of Franchising Arrangements
 Among the franchise options that are used to penetrate into other regions or foreign markets are; master franchising, area development franchising, direct franchising, business format franchising, product distribution franchising multiple unit franchising etc., however in this study we will concentrate on master franchising, business format, product distribution and multiple unit franchising, (Preble & Hoffman, 2006).
 Master franchising

When franchisors intend to expand their business to other domain – countries – a master franchisee who is familiar with the region they operate can be assigned. Globally expanding a brand by using franchising entails low risk, negligible venture and increased level of potentiality Nijmeije et al., (2013). With auxiliary franchisees in specified domains, he signs agreements of franchise on their behalf of the franchisor and receives such duties of selecting other franchisees, offering training, coordinating activities with the franchisee in the locale, monitoring their performance and executing the franchisor’s strategies. For example; Wallmart, SPAR and ShopRite shopping mall, (Kotabe & Helsen, 2010). The difficulties involved in entering international markets are minimized since it does not involve certain degree of ownership of the market organization, (Baena, 2012). In master franchising arrangement, the franchisee understands the procedural and political challenges of his country and stand a better position to negotiate with government agencies and private business owners, (Chiao et al., 2010). He can handle cultural differences and help develop local markets through the application of appropriate marketing activities. These activities of the franchisee in MF is in line with Transaction cost Theory (TCT) which stipulatet that an organization will choose an entry mode that has the lowest transaction cost.  This in effect reduces cost and increase profit thereby increases the marketing performance of the organization. 

Protected interest:  Expanding a venture within and outside the mother factory requires extra cost and risk but with master franchising arrangements, such risk is minimized because the franchisee in that region is already familiar with the region and knows how to choose other chains partners. These activities relate with Transaction cost Theory (TCT) which stipulate that an organization will choose an entry mode that has the lowest transaction cost.  This in effect reduces cost and increase profit thereby increases the marketing performance of the organization.
Technical know-how: To enter international territory for business expansion is very difficult but with master franchising it is easier because it does not require certain degree of ownership. The franchisee in this territory understand the procedural and political challenges of that region and stand a better chance to negotiate with government agencies and private business owners.  He can equally handle cultural difference and help develop local markets through the application of appropriate marketing activities. Since this agreement provides flexibility and economies of scale in world-wide operations, it motivates owner-managers to make their stores work.

Management support: One of the stumbling blocks facing many entrepreneurs wanting to expand is finding and retaining good unit managers. All too often, a business owner spends months looking for and training a new manager, only to see them leave or, worse yet, get hired away by a competitor. And hired managers are only employees who may or may not have a genuine commitment to their jobs, which makes supervising their work from a distance a challenge, but franchising allows the business owner to overcome these problems by substituting an owner for the manager. No one is more motivated than someone who is materially invested in the success of the operation. Your franchisee will be an owner, often with his life’s savings invested in the business. And his compensation will come largely in the form of profits. The combination of these factors will have several positive effects on unit level performance.  Long-term commitment. Since the franchisee is invested, he will find it difficult to walk away from his business. Better quality management. As a long-term manager, the franchisee will continue to learn about the business and is more likely to gain institutional knowledge of the business that will make him a better operator as he spends years, maybe decades, of his life in the business. The master franchisee takes full responsibility of the region where he operates with liberty given to by the franchisor. With understanding that exist with between them and the continuity of the chain can increase franchise customer attraction. The knowledge of the territory by the master franchisee makes him exhibit certain qualities that progresses the franchise chain, this can as well attract more customers. 
 Business format franchising (BFF)
This is the type of franchising that the franchisor teaches the franchisee its know-how in the form of full business concept; this is related to both the products’ sale and to carry out business design of the franchisor such as; uniform service delivery, customer services, promoting and other related marketing activities, (Keup, 2007). It is the method of issuing the authority and duty to capture a special direction or positioning for the retail that makes for a working and profitable customer segment. The franchisors grant franchisees the authorization to use a fully integrated business formula which includes trade name, services and products to be sold, training, advertising, physical plant, quality control system, communications and other essential services. (Barringer, 2010) indicated that this formula in business format franchise can be rigid and demanding. For example, Calliope, an Italian affordable fashionable and glamorous clothing brand, is typical of Business format franchising in fashion industry. In addition, they support stores with management software, business analysis Development Department, Communications & Marketing packages as well as Permanent training. Business format franchising is regarded as the most rapidly growing type of franchising not only in fast food chains, convenience stores but also in clothing chains. Fast food and restaurants like Domini’s Pizza, Habib Yogourt and Fura are typical examples. The brand of products in this system is already established that enhances the overall performance of the organization.   This contains trademark rights, the intended products for marketing, operation method, tactics of marketing as well as advertisement. Franchisees make advance payments to the franchisor to obtain the rights and gross sales percentage. Therefore, to employ franchisees and well compete for opportunities out there; developing stronger franchising brands that can be deemed as special and attractive by the target market of their intention is what franchisors need to do (Zachary et al., 2011). Franchisees perform business functions in strict adherence with operating instructions stipulated by franchisors and pay various royalties and fees in return (Dant et al., 2011). It can be in goods/services and may either or not be fitting for a particular location, the systems of support to operate or implement included. Furthermore, accessing the source of supply, the marked-out equipment and the instructions of operation well detailed are also typical of the format. Overall, therefore, is the fact that four distinct components are the various elements which the business format comprises. They are; product/service deliverables, benefit communicators, system specifiers, and format aid. The main product/service deliverable belonging to a particular franchise may be the quick preparation of consumers’ income taxes. The product/service deliverables could also include separating characteristics as the uniqueness of the fabrics quality in a franchised store or the privilege of having one’s oil changed an automobile service franchise in, say, seven days a week. In summary, the product/service deliverables are the group of characteristics which contains the format of the franchise and describes the special area of competition. Benefit communicators imply the existence of intangible or unobservable benefits to the customer. They refer to elements that make the intangible (e.g., protection or prestige) tangible (the folding/packaging of the fabrics and the shelve arrangement in the store. Sometimes collectively referred to as – the concept – product/service deliverables are elements reflecting the special characteristics of the format franchise. For instance, the majority of franchisors fall into the business format category, which involves the license by the franchisor to the franchisee of a format for the improvement of a business, an operating system for the business and a trade identity under which the business will operate (e.g.food service and lodging). In a format franchise business, the structural emphasis is on maintaining the specifications, standards and operating procedures that are essential to the creation and running of a business that reflects the franchisor's format, system and quality and service standards. Nevertheless, the business format franchise elements of are seen in the dissemination of product franchise relationships (e.g., showroom prescriptions in the after-market dealership franchise of automobile) and a franchisor of business format may disperse some products to its franchisees (e.g., an automobile after-market service franchisor can disperse some of its franchisees).
Apart from forming the basis of franchising relationships, brands also wield enormous value as regards the quantity of sales, closed out demands, better inventory turnover, image enhancement, higher margins and commitment in relationship. (Webster, 2000). The franchisor’s endeavor to develop brand which can attract franchisees, spell out their opportunity, aid growth and fare better in competition (Nyadzayo et al., 2011; Zachary et al., 2011). Inasmuch as current and prospective franchisees are specifically targeted by franchisors when they create franchising brand, they also go on to develop their corporate brand whose target is at a wide audience (e.g. investors, customers and other stakeholders alike), franchisors develop their franchising brand specifically targeted at current and potential franchisees (Zachary et al., 2011).

Standard: Standard help to improve the franchise system since the key objective of franchising is to sustain the quality standard throughout its entire system. In fabrics products the texture and the colour may be differ due to cultural differences but this does not affect the quality of the products or the standard of operation. Franchisee compliance to the standardized framework is thus, critical to the maintenance and development of the franchise system’s desired image (Kaufmann & Eroglu, 1998). This equally is a motivating factor in engaging the franchise chain.
Technical support: The technical know-how and the operating system of the franchisor is dominance in the franchise chain. By its very nature, franchising also reduces risk for the franchisor/franchisee. Unless you choose to structure it differently, the franchisee has all the responsibility for the investment in the franchise operation, paying for any build-out, purchasing any inventory, hiring any employees, and taking responsibility for any working capital needed to establish the business which is included in the agreement. The franchisee is also the one who executes leases for equipment, autos, and the physical location, and has the liability for what happens within the unit itself. Moreover, it's very likely that your attorney and other advisors will suggest you create a new legal entity to act as the franchisor. This will further limit your exposure. And since the cost of becoming a franchisor is often less than the cost of opening one more location (or entering one more market), your startup risk is greatly reduced. The combination of these factors provides for the franchisor with substantially reduced risk. Franchisors can grow to hundreds or even thousands of units with limited investment and without spending any of their own capital on unit expansion. products/services looks exactly like the mother factory which in turn increases customer satisfaction. 
Contract design: Business format franchising is another form of channel distribution that is popular in franchising arrangements. Contract design in franchising work as motivating factor and a guide to both parties. Such designs as; hours of operation, franchise fees, royalties, number of retail outlets to operate at a given time and region and allowance for monitoring.
Equally, since is the franchisee that signs the lease and commits to various contract designs, franchising allows for expansion with virtually no charge of liability, thus greatly reducing the risk to the franchisor. This means that as a franchise partner, you need far less capital with which to expand, but your risk is largely limited to the capital you invest in developing your franchise company; an amount that is often less than the cost of opening one additional company-owned location.

 Product distribution franchising (PDF)

 The franchisor, in product distribution franchising, gives the franchisee the right to its logo and trademark yet does not dictate for them the entire operations involved in running their business. The difference between product distribution franchise and business format franchising is that the former is involved on sale the products in a given territory while the later a given the priviledge to carry out other marketing activities e.g. promotion. This type of franchising is found in industries like; soft drinks, (Coca-Cola and Pepsi), Tires, and Motor Companies.  This type of commercial agreement provides affiliates with visible brands because it has already gained the acceptance of the consumers. It means that the franchisee is licensed to sell particular goods using the name of the manufacturer. “This method literally merges one producer with an array of other dealers and distributors” (Barringer 2010). Instead of obtaining royalties, the franchisor in this system gains its income mostly from selling to dealers and distributors.  Examples of this systems are General Motors that sell GM cars to dealers and let them use GM trademark in marketing; British Petroleum distribute BP gasoline to franchisee-owned gasoline stations. Product distribution is also used to market appliances, cosmetics and other products (Scarborough, et al. 2009). Likewise, clothing chains, SPAR, SHOPRITE, WELDONE shops are dealer stores that sell foreign clothing in Nigeria like Nike, DaViva and Adidas products. In the same vein, Nigerian fabrics like United Nigeria Textiles (UNTL) and Aswani fabrics can be licensed to distributors outside the area of production to be sold in a specified area at a given period if the brand has gain acceptance.

Trade name: The franchisor gives the franchisee the right to use his logo and trademark, this activity provide affiliate with visible brand since the franchisor is authorized to distribute using the manufactures brand name.  This makes the name to be easily identified. 
Brand: Product distribution franchising is another way of promoting the brand. The brand has already been made known in other regions and is commanding loyalty from customers, therefore to start-up in a new region will be much easier. Franchisors gain access to capital by partnering in the franchise chain. To enter a new market, business owners would have to come up with the money themselves. With a franchised business, the franchisor is able to tap into many streams of capital from the franchisees. Through franchising the franchisor is able to gain access to and market knowledge on a variety of areas. Such as consumer knowledge, market knowledge, product differentiation, risk inherent in the franchised area and culture of the environment.

Image of the firm: The best way to improve our company’s image is to provide quality service with suitable facilities. In most franchise firms, good facilities are provided on how the operations are to be coordinated. Some of the ways that franchising arrangements create good image is by building corporate culture Often overlooked in today’s fast-paced digital world is the importance of the corporate culture. Word spreads fast nowadays. Franchisee who has a positive work experience share it through their own social media channels and word gets around. Conversely, those who are treated miserably or feel taken advantaged of also share. If a potential franchisee sees a franchisor active in his or her industry and a thought leader, it gives them more confidence in the company.  A franchise system allows for the day-to-day functions at locations to be handled by the franchisees, not the franchisor. Thus, the franchisor is able to focus on optimizing the business, supporting franchisees, and planning for the future.

 Multiple units franchising (MUF) 
Multiple unit franchising is established when the single unit franchising is profitable.  Factors that motivate the expansion of units include: growth rate, system-wide uniformity, agency cost minimization, brand value, proximity and intra-system competition, (Weaven & Frazer, 2007). Franchisors allows units that are close to each other because the franchisee uses his relevant experience in marketing with similar demographic characteristics to become multi-unit owners., (Kalnins & Lanfontain, 2004). This arrangement improves the system of franchise by using their already available knowledge to recruit staff and supervise the unit level. As franchisee holdings grow, multiple unit franchisees tend to act as small franchisors, spending less time in day-to-day operations, focusing instead on tactical issues like planning, coordinating and building brand for their sub-system (Dant & Nasr, 1998). In the franchising partnership, more powerful multiple franchisees units may be given bigger flexibility informally than the unit with single holders. These holders are likely to move away from the procedures prescribed for them given their appreciation of the need to standardize in the franchising environment (Garg, 2005). Franchisors may view multiple unit franchising as a method of promoting goal attainment and consistency in product distribution.

Sales growth: Entrepreneurs are usually faced with the problem of keeping their innovation; that someone else will beat them to the market with their own concept, franchising may be the only way to ensure that they capture a market leadership position before competitors encroach on their space, because the franchisee performs most of these tasks. Franchising not only allows the franchisor financial leverage, but also allows it to leverage human resources as well. Franchising allows companies to compete with much larger businesses so they can saturate markets before these companies can respond. the reasons why franchisees are allowed to establish more units is the growth rate of the franchised brand and the out lets. 

Uniformity: In business to business like franchising, the consumer need to be assured of what they are buying and the best way to achieve it is when the system is unified. This will make the products/service the same in every area they are found with little difference according to regional taste. In the case of fabrics, the texture could change from region to region based on the weather and the trending colours and texture.

Reduces agency cost: Operating a new unit with different franchisee increases the cost of franchise chain.  If the units are expanded through the same franchises it reduces cost of negotiation and awareness relationship of the partners. Franchise system expansion increases the cost of monitoring, time spent on sourcing for money and commitment to new product marketing activities. These costs can be minimized through multiple unit partner who deals with smaller units on behalf of the franchisor. Franchisees are attracted to franchising because it allows them to quickly start a business without much capital. In this regard they have the opportunity to use already developed format and its identity. Franchising allows the franchisor to meet the need of maintaining consistent system wide product quality at the same time reducing monitoring costs.

2.1.3 Concept of marketing performance

Many works in marketing performance assessment shows that dissatisfaction with marketing performance measurement systems among practitioners indicate that many firms have poor marketing control procedures, (Clark, 2002; Amber & Kokkinaki, 2002). (Kotler & Keller 2006). To prevent a situation where companies just measure things for the sole objective of measurement, it is important that companies create insight in the information needed to manage the business. This is especially true for the overall marketing performance, since that contains important information about customer satisfaction, market share, competitiveness, adaptability and other elements that are tightly related to current and future business success
 The competitive advantages of a company cannot be established by doing a holistic analysis of the company, but by trying to measure and divide every of the company’s activity. Its results then can be evaluated to establish the performance of each activity and the interrelationships between each activity, (Porter, 2008).  Marketing performance is defined as “The effectiveness and efficiency of an organization’s marketing activities with regard to market-related goals, such as revenues, growth, and market share” (Homburg 2007 as cited in Beukes & Wyk, 2016). In measuring performance, a measurement model that can provide the link between nonfinancial performance and financial performance is needed. There are five proposed construct that can be used to measure marketing performance: market share, customer satisfaction, customer loyalty/retention, brand equity, and innovation form the nonfinancial measures, and their joint impact on financial performance should be examined. 

For any business, as well as fabrics business to be effective in marketing it has to advertise, distribute and sell products and services, as well as interact through public relations, for these activities to be successful, investment is required to stimulate the demand for these products and services. Furthermore, the business requires a return on the funds that were invested because all organization have the basic aim of making enough profits to boost the shareholder’s money or asset through using the capital they invested in the business to generate optimum return for them (Shim & Siegel, 2007). Dealerships accurately examine ways to increase income and decrease expenses and measure all the relevant signs of performance for developing tactics to raise investment returns in relation to marketing practices. If better analysis and measurement are done on the marketing function, there could be a correspondent increase in the success of promotion, advertisement, public relation and sales, which in turn increases return on investments. 

Ambler and Robert (2008) see marketing as the whole company’s actions which they carry out with the intention creating values for their shareholders. Therefore, marketing is not the responsibility of a department as the performance of such department but the general performance and achievement of the company concerning marketing can make the enterprise succeed. For a judgment to be placed on marketing performance, it is pertinent to consider three parameters viz. internal benchmark comparison, external benchmark comparison and brand equity amendment in case of changes (Ambler et al., 2001; Mills, 2010). An investigative study was done by Kokkinaki and Ambler (1999) concerning recent trends in marketing performance evaluation as part of Marketing Metrics project. The research revealed that marketing performance measurement should be done in accordance with the following classifications: Financial measures such as sales volume, turnover, profit, returns on capital, competitive market measures such as market share, share of voice, relative price and share of promotions, consumer (end user) behaviour measures such as penetration, number of user consumers, user, consumer loyalty and user gains and losses, consumer (end user) intermediate measures such as awareness, attitudes, satisfaction, commitment, buying intentions and perceived quality, direct customer (trade) measures such as distribution or availability, customer profitability, satisfaction and service quality. However, in this study we will use customer satisfaction and market share as our measurement of marketing performance.

There are benchmarks for the measurement of performance which is important to the company’s higher management quarters that have the responsibility of taking both operational and tactical decisions. It is for this that benchmarks are used to best compare business performance (Jin et al., 2013). Marketing or business plans usually are seen as internal benchmark for performance (Mills, 2010). Benchmarks are both internal and external. The process of external benchmark measures the performance of the company with the success of some known organization or competitors generally. Despite how impressive the performance of a company’s internal process and performance may be, it should always benchmark outside its domain comparing with other forces of competition or companies so as to make sure it improves continuously (Stapenhurst, 2009). Five distinct functions have been identified  by marketing scholars as the benefits of performance assessment; (1) provide inputs for planning, decision making and learning; (2) help strategy implementation by indicating which milestones and objectives are being achieved; (3) monitor vital signs of a company and provide early warnings for potential future performance issues; (4) validate compliance with regulations and standards; and (5) convey marketing priorities and desired outcomes to staff and managers, (Morgan et al.,2002). Marketing performance is an indication of quality of the function of the company’s marketing, both in terms of being effective and efficient (Clark & Ambler, 2001). 
Performance measurement can be described as “a series of organizational procedures and methods constructed to make the best of business execution strategy” (Eckerson, 2006).  Performance measurement is among the four management planning strategies which include (1) plan, (2) do, (3) check, and (4) act (Deming, 1982; Walton, 1986). The measurement of business performance concentrates on the third step, in order to observe the quality of strategy execution and to identify areas for improvement. To determine business performance, there are wide range of activities, like data collection and analysis, performance assessment, and intervention design to improve performance. Effective marketing operations bring about success in terms of gaining and sustaining customers’ likings which also is a pointer to the achievement of long-term goals (Ambler & Kokkinaki, 2002). In this process marketing should not be conceived as a separate function within firms, but as shared responsibility of the business as a whole (Drucker, 1954; Grönroos, 2007). Marketing performance measurement could focus on the following assessment parameters; (1) how the preferences of the customers are gained and sustained, (2) how much there is contribution to sales facilitation, stimulation and acceleration, and (3) how the aforementioned impact the firm performance generally. The measurement of marketing performance can through these procedures contribute in the following four functions; (1) yearly plan control, (2) effectiveness control, (3) profit-making control and (4) tactical control. The first and the last functions are different because yearly plan control tries to check if the results planned for are finally realized or not, while tactical control tries to investigate if the establishment has taken the right decisions in terms of the products they went into or market they aimed at and the channel they followed in search of opportunities (Kotler & Keller, 2006). In this work, customer satisfaction and market share as measures of marketing performance are the focus.

2.1.4 Measures of marketing performance 

There are main indicators for performance measurement created for the purpose of measuring and defining its stated goals. In this study, we have decided to use customer satisfaction and market share in measuring marketing performance. 

Customer satisfaction 

Studies on the impact of channel relationships have become an important research area over the past decade. In channel relationships, knowledge sharing, channel member satisfaction and performance have been addressed as crucial channel outcomes and important source of competitive advantage, (Kavak et al., 2016).  It is one of the key factors in channel relationship especially in franchising. Customer satisfaction is an attitude formed based on experience after clients acquire a product or use a service and pay for them. Similar to this, (Ningsih & Segoro, 2014) defined satisfaction as an attitude, assessment and emotional response shown by the consumer after the purchase process. It is an indication of being pleased with a product or a service. A pithy definition submitted by (Yap et al., 2012), had it that satisfaction is the all-embracing attitude of customers towards their service/product provider. Many times, customer satisfaction is seen as a significant symbol of the loyalty level of customer. Conversely, franchisee satisfaction is defined as the franchisors’ approving view of the franchise working relationship as reaching or surpassing their economic and psychological expectations (Davies et al., 2011). 

 Franchise working relationship mainly starts with franchisor and franchisee cooperating to serve the clients better. Each of the party is interested directly in the franchise arrangement’s success. Franchisees satisfaction is powerful concept of franchise business. It raises brand value, decreases franchisor’s costs, contributes meaningfully to representatives and long-term franchise network sustainability and mutually increases incomes. High satisfaction level occurs when perception surpasses the expectations of clients. Franchisees satisfaction is a concept that is all-embracing, covering many aspects. Because the nature of franchise working relation, the franchisee will have hopes and views that spread around from brand, to market, to doing training, to produce manuals, review leadership, offer pieces of advice, their finance, etc. Most of the studies; (Blodgett & Anderson, 2000) certified that satisfied clients are likely to come back again to buy and also speak good of an organization.

 Close relationship: The relationship with the customer is an important factor associated with firm success, Horniga, (2011).  Establishing a close relationship with customer enables the franchisee to access strategic information which can lead them to a broader market. Pirolo & Presuti,(2010).With good relationship, the franchisee/franchisor  will have access to useful contacts. The key to a successful franchise system depends on effectiveness of franchise relationship management because the sustenance of both parties depends wholly on the mutual interdependence and cooperation. There are certain criteria of relationship qualities that both parties must exhibit in order to sustain and enhance their performance. They are trust, commitment and communication. 

Brand image: Franchisors brand image in the market is one of the important reasons franchisees go for the brand because it creates value for both of them and future buyers, (Suryana et al., 2016). Brand image is the association that appears in the buyers mind while searching or considering which particular brand to patronize. The consideration can be in terms of the uniqueness of the brand, the strength, and the endorsement of the brand.. Consumers love consistency that they experience when shopping in a franchised outlet, brand as the most valuable asset, they may not bother to know who the operators are, because their interest is in the already known brand. In the consumers mind, brand depicts the firm’s reputation and for each brand they know what they are expecting before they go to the shops to purchase. With a well-known brand, there is no need to incur more cost in building brand awareness.

 Reciprocal relationship: This represents strong ties, frequent interactions, intimacy and openness in exchange, Batjara, (200). In this type of relationship, information is said to be more trustworthy and leads to franchise customer satisfaction. If the relationship is seeing as being cordial by non-participants, it may attract their investment in the system thereby increasing the establishment of more franchise chains. A pithy definition submitted by (Yap et al., 2012), had it that satisfaction is the all-embracing attitude of customers towards their service/product provider.  Many times, customer satisfaction is seen as a significant symbol of the loyalty level of customers.  Conversely, franchisee satisfaction is defined as the franchisors’ approving view of the franchise working relationship as reaching or surpassing their economic and psychological expectations (Davies et al., 2011).

Franchise working relationship mainly starts franchisor and franchisee cooperating to serve the clients better.  Each of the party is interested directly in the franchise arrangement’s success.  

Market share 
Market share is defined as a company’s sales in a relational comparison to the sale made in the entire industry for a specific period of time, (O’Regan, 2002). The relational comparison will incorporate the sales realities of other competitors Pearce and (Robinson, 2003). It is normally used to express competitive position of an organization as such increase in market share can be equated with success while decrease market share is appearance of unfavourable actions by firms and associated with failure. There is mounting need of making the right decisions quickly given that the goal of increasing profit which is one of the challenges facing business managers in the competitive business world must be met. One of the ways to increase market share is on multiple unit franchising because the franchisee leverage on his understanding of the and his market capabilities to operate in its region. In order to do this, managers need to understand the factors that increase profitability. Several past researches tried to connect profitability with market share (Buzzel, 1975); (Rumelt, 1991) and (McGahan & Porter 1997). The interconnection that exists between market share and profitability becomes well accepted by managers and students of management as a formula for business tactics. As a result of the high risk and high cost known of building shares, it becomes expedient for managers to have obvious proofs of the chances of success and of the attendant benefits of such commitment. It is vague enough for caution to be warranted against a market share plan that will enhance profitability. 

Market share is an efficiency result other than its cause. Only efficiency makes the difference among firms in terms of profitability level. Only firms with higher efficiency gain the higher market share and grasp the high profits which bring to light the association between size of efficiency and profitability. Suffice it to say that it is the firms that are capable of offering customers products that give the latter high value that win the market share competition. Firms that are managed better, no doubt, gain competitive and growth advantage than their rivals. Such better management might consist in superior skill and foresight which may mean giving out very quality products at cheaper prices at a time, thus succeeding to gain larger market share. Some scholars have confirmed that quality management remains the linking factor between profitability and market share (Jacobson & Aaker, 1985). For a firm to operate at a higher level of effectiveness and efficiency than their rivals, they need a superior management. To see a firm highly effective and efficient, then it must be able to create and implement better plans and tactics, create and implement better cost control, constantly operating efficiently (not being erratic), be innovative about its products and market plans, satisfy customers better than its rivals and also create an atmosphere to warrant higher production i.e. by training and motivating its employees. Nevertheless, the condition of the economic and competitive atmosphere may directly impact that interconnection between profitability and market share (Mueller, 1986). For instance, many establishments have folded up, fluctuated, crashed or relocated in Nigeria because the condition of the environment became unfavorable to them (Ogunro, 2014). In an environment that is highly competitive, the essential tool for a firm to gain dominance and make higher profits could just be innovation (Kalay & Lynn 2014).  Therefore, organizational adaptability is hinged on the critical knowledge/understanding of innovation tactics. Adapting strategically can be seen as a method that shows the readjustment and the restructuring of the firm both on the outside and on the inside. Internal restructuring (on the inside) will lay emphasis on inside actions skewed towards causing organizational agents to adapt to new conditions of the environment, while external restructuring (on the outside) will focus on actions which qualify the firm’s relationship with its environment such as competitor orientation, market and customer focus, (Sanchez et al., 2011). Energetic firm situations require firms to readjust to the environment by changing their strategic orientations, by building strategic adaptability into a firm.  Technology is the most potent drivers of change in a competitive industry. Although innovation is one of the key ways by which organizations adapt to and manage their environments, firms in the same industry segment do not always react similarly to the environmental changes in the same manner. Hence, strategic orientation as a tactical decision leads the way in which the establishment, receive, distribute and manage their resources, design a flexible abilities in an environment that is changing on a fast note (Zhou & Li, 2009).

Through their effort to adapt locally, the franchise creates new ways to offer market, refurbish the old ways and find solutions to the problems that engulf the entire system (Dada et al., 2012). The franchisee, in many systems, discover innovative ideas as they gain opportunities to get customer benefits because of their nearness to the customers; which will also lead to the organization’s market growth. The provision of a standardized product/service is critical for the franchise system to succeed, it benefit the system through image uniformity, quality control and cost minimization, (Cox & Mason, 2007) as cited in Dada et al (2012). The franchise as a business model makes efficiencies better and grants leave of economies of scale and of marketing scope, buying and to develop product (Michael, 1996) that will help both franchisor and franchisee decrease in cost expenditure (Kaufmann & Eroglu, 1998). Also, the sections in a chain are identical and have a trademark under which they operate (Bradach, 1997). The operating franchise therefore, showcases capital for name of brand which gives enough information to customers, and some chains of franchise that are successful are known because of the weight which their brand name carry, critical to maintaining and developing the franchise systems’ desire and image is the ability of the franchisee to comply with the standard framework (Norton, 1988). Franchisee compliance to the standardized framework is thus, critical to the maintenance and development of the franchise system’s desired image (Kaufmann & Eroglu, 1998). 

Franchisors name: Firms that are capable of offering customers products that give them higher values wins the market share competition.  Firms that are properly managed get competitive and growth advantage than their rivals.  Management insight in superior skill and foresight which may mean gives out very quality products at cheap prices at the same time also help to given more markets. 

Product Quality: Better managed firms that have a competitive advantage grow faster than rival firms. Such firms that have superior skill and foresight gain market share through lower prices or better products. This causes firm to operate at a higher level of effectiveness and efficiency than their competitors.

Reciprocal Relationship: Good relationship attracts more participants in the franchise chain. Through franchising business are allowed to expand without spreading its top-level managerial resources.

2.1.5 Moderating variable: Government policy 

Policy is a spelt-out action procedure which government wishes to adopt or deploy to tackling a particular problem or challenge facing it (Ikelegbe,2006). Policy execution has since risen high in people’s concern than in its formulation, especially in third world nations like Nigeria where government is constantly chided by its citizens for gross inefficiency in the implementation of programs and projects. The interconnection between industrial advancement and policy consistency is easily identifiable; where there are consistent policy guidelines, industries can plan production and enhance efficiency, Mohammed, Agboola et al.,2018). Where consistency is absent, industries cannot plan production and where they do, implementation becomes a serious problem. Nigerian textile industry has seen and is still seeing grave challenges emerging because of negligence. Particularly for inadequate direction in policy-making in order to achieve economic advancement that can be sustained and of industrial relevance to overcome global competitiveness, the Nigerian economy has gradually been transformed into a one-way traffic economy by successive regimes. Despite abundant resources that could have easily afforded the desired goal of development, easy revenue is sought from oil. In the last three decades, Nigeria’s import procedure guidelines have been changed about five times from Pre-Shipment Inspection to Destination Inspection, (Mohammed,2018). It is certain that when right policies are implemented the textile sector has the potential to contribute to economic growth for Nigeria’s development. Textile and weaving apparel were the leading industry contributing the total of 19 per cent to consumer commodity industry employment in 1983.With a population over 180 million, Nigeria has the prospect of generating 1.2 billion meters of cloth per annum. When the ECOWAS sub-regional market is factored, Nigeria will be strategic textile location in the world, (Aremu, 2015).

The Nigerian textile industry began to wane as far back as the mid-1980s because of the policy on economic liberalization.  This policy weakened the manufacturing sector with a reduction in aggregate demand and stiff competition pressure which dampens domestic production and manufacturing output. It was liberalization of trade that cancelled off the conditions of operation of the manufacturing sector. The after effect was factories across the country shutting down en mass. Factories could not cover average variable costs. Factories could not afford high lending rates from banks resulting from the liberalization of interest rates leading to high production cost, higher consumer prices and weak demand. Many of the factories went bankrupt.  This policy established wholly by unrestricted dumping and smuggling of clothes from East Asia other countries. Several policies including those of trade policy, export and import policy, industrial policy and fiscal and monetary policy, came to be cancelled off. Much progress was not made concerning policy implementation.  These policies are not home-grown policies made to suit the unique traits of the local economy. Industrial policy and development policies in Nigeria are mixed and knitted from the colonial era to contemporary times. Structural Adjustment Programme (SAP) was initiated in the mid-1980s to the late 1990s. The policy emphasizes on the private sector contributing but discourages government interventions through subsidy, regulations, restrictions or control. Measures launched include the introduction of foreign currency domiciliary accounts, abolishing of import licensing and the introduction of Second-tier Foreign Exchange Market (SFEM). (Oviemuno, 2007). Other lines of action taken include the commodity boards’ proscription and the cutting down on the banned import list of items. Discontinuity in policy aided the fall of many a textile industry given the fact that investors’ plans are usually disrupted by it. For instance, an exemption was granted to lace manufacturers to import polyester filament yarn, viscose yarn and base fabrics (Bello, 2015). Earlier a government committee set up by the Minister of State of Finance to assess the capacity of various textile mills at Lagos and Kano had discovered that there was adequate local capacity for polyester filament yarn this hampered the implementation the policy on waiver. The country also witnessed a fall in the prices of commodity and the growing import needs of domestic industries. In response to the crisis, IMF and the World Bank described the crisis and the lack of industrial development mainly as the result of poor national policies. The report contended that Africa’s performance in economic and industrial activities was weak because of policy inadequacies. Thus, the policy domain came in contrast to widely accepted view among African policymakers that industry should be promoted through strategic government intervention. The emphasis on liberalization of markets coupled with the rapid withdrawal of several forms of interventionist policies promoting manufacturing drove many domestic firms out of contention.

 The issues of industries closing down or operating below their capacity utilization become evident. As a way of moving on and forgetting the failure of SAP, 1994 to 1998 saw the introduction of Guided Deregulation Policy -- Vision 2010. This policy came in order to continue with the neoliberal measures of privatization, deregulation, and commercialization along with the withdrawal of government intervention in the economy. Other policies were the 2007 – 2010 7-point Agenda and the 2011 - 2015 Economic Transformation policy. These lines of actions were the reconstruction of the same SAP-driven strategies which have impaired sustained growth and development in Nigeria over the years (Aremu, 2015). These policies were promoted with the aim of addressing unstable exchange rate, weak monetary and fiscal policy coordination. It was meant to develop the wherewithal to counter the threats to industrial competitiveness. Most importantly, the past policy measures were not tailored to suit Nigeria’s conditions but rather, they adhere to universal approaches which in most cases is not in conformity with the local circumstances. These measures have not focused on the country’s distinct economic difficulties that are the main elements to sustained industrial growth.

 Most often in Nigeria, policies are not executed effectively due to unnecessary bureaucracy, in spite of being excellently and brilliantly formulated (Obodoechi, 2009); (Ikelegbe, 2006). This usually brings about the inability of public policies achieving their goals or being able to tackle the problem for which they were created. Therefore, there becomes a wide gap between policy formulation and policy execution or the achievement of policy goals due to the common bane of inefficiency in implementation which cuts across all facets of Nigeria’s public administration (Ozor, 2004); (Mankinde, 2005). Nigeria as a third world nation is not a major participant in world fabrics trade, which confirms that the country is insignificantly linked with both the world value chain and those of the developing region The implementation of import prohibition and waiver regimes in Nigeria was always characterized by instability, inconsistency and selectivity,(Ahmed, 2018) summarized the way the policy should go for it to realize its aim and objective: 

a)
Textile import policy should be designed and implemented with more understanding of the world value chain networks and its implications for Nigeria. 

b)
Textile import policy should recognize that textile is an intermediate product and an input into garments production which is more labour intensive. Hence, textile import policy should support rather than discourage garment production which has greater employment creation potential. 

c)
The tariff standard rising form can be effected when tariff on import of cotton, a textile input, is supposed to be about 5%, textile 5-10% and garments 10-20%. The role of clothing in government’s poverty reduction schemes is also taken into consideration in this suggestion. 

d)
Import policy in the industry of textile should be more transparent and consistent with. Nigeria’s commitments at the WTO and in the ECOWAS common external tariff (CET)’s context. Since the textile industry is characterized by a high influence of the global value chain networks and global trade policy environment. 

e)
Nigeria should adopt a framework that links its trade policy to export orientation that is rooted in potential active performance in the global value chain. 

From the view above, we proffer our ninth hypotheses:

H09: There is no important interconnection between policy implementation, franchising arrangements and marketing performance.

Encourages global competitiveness

Government give policies that tend to stimulate development, accelerate growth, alleviate poverty, and achieve good number of other of desired goals. Countries tend to achieve the strongest and most consistent growth when they have adopted measures to improve their own effectiveness and encourage vibrant competition among business operators. One of the measures is adequate policy that can easily be implemented. These policies are geared to stimulate development, accelerate growth, alleviate poverty and achieve good number of other success.  In the case of fabrics, this measure can help also to showcase its use among opinion leaders and celebrities in Nigeria.

Encourages Industrial sustainability

Good government policy is targeted at building a healthy business environment for the sustenance. An industrial policy is a plan to encourage desired patterns of industrial development and growth. It should be strategically targeted at specific industries and sectors. A sustainable industrial policy must create a healthy economy and quality employment (decent, secure work that pays a living wage) while minimizing negative environmental impact and advancing the interests of society as a whole. Sustainable industrial policy is not about creating conditions for companies to thrive at the expense of workers, society and the environment. It’s about creating conditions under which companies can operate in order to make a sustainable contribution to society.

2.1.6 Operational Framework














Figure 2.1: Showing the operational framework on the interconnection between franchising arrangements and marketing performance of textile distributors in South-East, Nigeria. 

 Master franchising and customer satisfaction

Performance in terms of franchisor’s abilities to perform its role in delivering the expected result of the franchisees will help a lot to win the confidence and satisfaction. Entrepreneurs frequently choose franchising as a distribution and market expansion channel because it offers potential benefits for both franchisors and franchisees (Watson & Johnson, 2010). However, there exist conflict in the relationship of both parties, the ability to manage the powers and control in the franchise relationship is essential for continued survival of the chain. This why (Altinay et al.,2014). Argued that promoting corporative environment is a necessity among them.  While franchisors try to keep a level ground and adhere strictly to standards of operation to sustain the integrity of the brand, franchisees rather wish for freedom to run their unit of franchise as they want (Sorenson & Sørensen, 2001).  In order to manage these tensions properly becomes a trust cardinal points that must interplay among the parties. In conceptualizing trust, credibility and capability are used as its dimension. “Credibility is the trust reposed on a partner to be competently able and reliable to fulfil his obligations” (Morgan & Hunt, 1994 as cited in Altinay et al 2014). This way trust is being conceptualized will mean more separation between capability and intentionality. Intentionality will involve one’s motives and feelings towards the needs and sensitivities of a partner. Capability, on the other hand, will make reference to competence, professionalism and expertise in closing out business deals (Doney et al., 1998). When the role of one partner is performed efficiently, another can depend on him to in the relationship continuum as the opportunity forgone of discovering another way for increase (Kim, 2000). In the same vein, the development of trust will be a direct result of effective role performance (Altinay et al 2014). From the analysis above, we proffer our first hypothesis:

H1: There is significance relationship between master franchising and customer satisfaction
Master franchising and market share 

Maximizing sales is one of the main targets of franchisor and franchisee, a product with high demand has the capacity to gaining a large profitable market share, (Calderon,2017). Franchising arrangement create good relationship between the parties that are involve, by this disposition there is assurance of survival of the franchised chains. The success of a franchise chain can be accredited to the franchisor’s capacity to transfer knowledge, a success that issue from the franchisees’ ability to receive and deploy all the knowledge transferred to them. In most cases entrepreneurs opt for franchise because they know the potentials of their product and franchisees who duplicate the products are gaining more markets by covering more areas on that same product. Whatever that sustain the chains is capable of making it retain and acquire more markets thereby increasing its market share. A franchise arrangement of the master caliber will bring rapidly about market penetration into particular region or country, the acquiring of fund and many other resources by the franchisor, the acquiring and sharing a business idea that is sure enough by the master franchisee, and the expanding of the franchise through the sharing of resources (Alon, 2006; Ryans et al., 1999; Zaid, 2010). The master franchisee, for the fact of being native of a particular region or country, can provide a significant support to the franchise partnership. This support will be in a way of education about the local laws and environment, the proper managerial skill to work with local personnel, certain knowledge of the culture that could affect business operations and the proper political interaction with the government; far beyond the issue of capital for expansion (Ryans et al.). Given this multiplicity of expectations, “many a franchisor will rather deal with companies already established” (Zwisler & Wallman, 2010). From the franchisors’ perspective, ownership of multi-unit is about having to deal with one partner of a particular region and it assures things are better coordinated even while an experienced and resourceful franchisee handle the operations and the franchise brand (Daley, 2010). This is quite contrary to myriad of problems of management that plague running many international franchisees, the franchisor will have to deal with only few master franchisees (Ryans et al.), which, in their local markets, are already large and well established. With this premise, we propose our second hypothesis:

H2: There is no significance relationship between master franchising and market share.
 Business format franchising and customer satisfaction 
The importance contribution of franchisee in franchise network cannot be over-emphasized and there are behaviours between the chain that influences his performance such as guidance and support. Various forms of arrangements for franchise exist and are often distinguished by modalities of operation, which ever one, entry fees and royalties are paid to the franchisor while the later offers guidance and support to the franchisee. Business format is a total cloning of the package by another entrepreneur to his known location for further exploit, by this that brand gain more of the market than its rival products. For franchising to succeed will depend on the fact based on the fact that it is established brand that customers have existing familiarity with service, product and quality. This familiarity reduces business failure level, Kurtx,(2010) (as cited in Oni et al, 2014). People choose franchise model as a way of entering into a new business because of the above reasons.

Some research shows the impact of these support on franchisees’ satisfaction. In a study carried by Hing (1995) indicates how well their judgment of the quality of both current and previous support, the more satisfaction they gain, and the more they grow the willingness of recommending or telling prospective franchisees of their franchise system to potential franchisees. In the same vein, Morrison (1996) is of the opinion that franchisees develop a gamut of hope as regarding support from franchisor. Her hypothesis borders on the fact that the more such hope materializes, the more the franchisees become satisfied. She used a sample of 307 franchisees to test his idea. She did this in four sectors (business aids, restaurants and services, non-food retailing and automotive products). Morrison does not differentiate between previous and current support: franchiser support in a single scale. In a similar fieldwork, Lewis and Lambert (1991) surveyed 229 franchisees in the fast food sector: they showed that satisfied franchisees consider their franchisors as successful. Even though the franchisors’ performance can be rated on different various levels, it can be concluded that an important contribution can be made by the quality of support provided franchisees. Also (Chiou, 2004) displayed that assistance to service (training, operational guidelines,) has always impacted on intention of remaining in the franchise system and satisfaction likewise. On this premise, we proffer our third hypothesis:

H3: There is no significance relationship between business format franchising and customer satisfaction.

 Business format franchising and market share 

Business format franchising, the franchisor teaches the franchisee its know-how; full business concept. This method enables the franchisee to have full knowledge of the business and to continue in the model of the franchisor. Overall, this business format is comprising of different factors that appear as four separate components: product/service deliverables, benefit communicators, system identifiers, and format facilitators. The main product/service deliverable of a specific franchise may be the quick preparation of consumers’ income taxes. The product/service deliverables can also involve splitting of characteristics such as a uniqueness of the fabrics as well as the quality in a franchised store or the liberty of having your oil replaced in seven days in an automobile service franchise. For instance, the majority of franchisors fall into the business format category, which involves the license by the franchisor to the franchisee of a format for the advancement of a business, and operating system for the business and a trade identity under which the business will operate (e.g. food service and lodging).

 What obtains in a business format franchise network is that the structural emphasis is on maintaining the specifications, standards and operating procedures that are essential to the creation and running of a business that reflects the franchisor's format, system, quality and service standards. However, the business format franchises elements are seen in the distribution of products as franchise relationships (e.g., specifications of showroom in an automobile after-market service franchise). Also, one or more products can be sold by a business format franchisor to its franchisees (e.g., an automobile after-market service franchisor may decide to sell parts to its franchisees). Business format franchising and customer satisfaction.  System standardization and consistency are important for customers to be attracted and customers retained, (Falbe & Dandridge,1992).  To give off a standard product/service across all locations is a prerequisite for the franchising system to succeed. Shane (1996) opined, that in fast food chain restaurants and fabrics chain distribution, maintaining the product quality is the basic principle of franchising. They need to keep up same standardized service and products throughout the network. Besides sustaining the products’ quality, franchise businesses try to create unique brand image. That’s why in the franchise chain, all units use a common trademark. Products will also be similar in all fabrics franchise stores, where location is less important factor, (Caves,1976) added that by creating and offering the exact exotic quality of product/service across all locations, the franchisee of the franchise chain succeeds in creating and maintaining a reputation that can be termed -- super brand. In the view of Treynor (1999) and Aaker (2003), franchisees employ the brand to experiment personal feeling for the brand’s value in relation to the consumers. Consumers pays high for the valued brand because of first rated awareness. This gives birth to willingness and loyalty to the brand in question. Rubin, (1978) opined that potential franchisees are ever ready to pay and to use the brand. This is due to the fact that overall perception of the brand value is determined by the factors related to the functions of the franchisee. Kapferer (1998) submitted that many franchised systems are laid on their “corporate” brand to show their service/product’s benefit. Our fourth hypothesis is stated as:

H4: There is no significance relationship between business format franchising and market share.
Product distribution franchising and customer satisfaction 

 All social relationships including franchise would fail or function irregularly without trust (Patrick, 2002).  Trust can be described as a concluded faith an individual puts on another that the latter’s word can be relied on (Rotter, 1967). While Patrick (2002) saw customer trust as emotions, thoughts, feelings, or behaviours shown when a provider have won the confidence of the customers who now believe him to act in their best interest even if they are not there to direct.  Morgan and Hunt, (1994) further defines trust as that faith which a party reposes on the other party due to how reliable and honest the second party had been hitherto. In franchising, performance is dependent on two different firms’ actions, the franchisor and franchisee, bound by a legal contract of franchise. Searching for those factors that bring about excellent performance calls for an investigation of how the franchisor and the franchisees’ collaboration work and what other factors cause them succeed. Inter-firm collaboration other than the legal contract between the firm-franchisor and the individual/entrepreneur franchisee. Franchisors, in a bid to widen and open up the franchise concept and its system of operation, have their resources risked, and even more risked, when they give over these resources to risk their resources to franchisees. A franchisor also has their resources at risk when they share their brand with other partners. The franchisee firm risks resources that it invests to acquire tangible assets and intangible rights that are specific to the franchise. Both parties are motivated by new market opportunities and engage in innovative behaviours that enable them to exploit those opportunities. 

Accordingly, a different entrepreneurial partnership can be formed by the franchisor and the franchisee firms. Thus, franchise expansion usually involves a new start-up by an existing franchisee, which leverages corporate efficiencies in resource deployment for start-up, training, management, and operations (Daley, 2010). By recruiting franchisees, franchisors are able raise additional capital (Kaufmann & Dant 1996), expand their network more quickly (Combs and Ketchen 1999), and raise more consciousness of the brand (Keup & Keup 2012). As a result, many franchisors concentrate on expansion strategies to grow the business which, as a result, puts a major emphasis on acquiring investors that can help create and sustain long-term profitability through successful utilization of the existing business model (Kaufmann & Dant 1996; Mathews et al. 2011). Applied specifically to franchising, these findings emphasize the importance of recruiting qualified franchisees that are able to execute the pre-designed business model and also the reality that expansion strategies will likely need to change as the overall size and scope of the franchise network increases. When looking at which firm-level factors drive the expansion of fast-food franchises internationally, (Ni & Alon, 2010) discovered that the existence of bonding and development agreements and also the degree of dual distribution and geographic dispersion in the domestic franchise system all played a significant role. Similarly, the attributes and characteristics that prospective franchisees are seeking in a potential franchisor also have significant importance in terms of franchisee investment (Bennett et al., 2009). “System standardization and consistency across all the locations of the chain of the franchise are very significant element that get customers attracted and retained” (Falbe & Dandridge,1992). Shane (1996) opined that products like fabrics and  fast food chain restaurants, maintaining the product quality and chain consistency is the attraction in franchising. They need to keep up same standardized service and products throughout the network. Besides having the quality of products sustained, franchise businesses try to create unique brand image. That’s why in the franchise chain, all units use a common trademark. Products will also be similar in all fabrics franchise stores, where location is less important factor. (Caves,1976).

Bradach (1997) buttressed that if the franchisee of the franchise chain provides and delivers in all locations the selfsame high quality of products/services, it can be sure of a reputation that is super brand. Treynor (1999) & Aaker (2003) assert that Franchisees, for the value of the brand, can use to express how they feel to customers. Of course, for the preferred quality, the customer is ready to pay high because of first rated awareness. This gives birth to willingness for and loyalty to the very brand. Rubin, (1978)opined that potential franchisees will be ready to patronize using that brand given that the overall perception of brand value is determined by the factors related to the functioning of the franchise. Kapferer (1998) discovered that many systems of franchise emphasizes on their “corporate” brand to stand for their products and services benefits. According to Aaker, (2003), for the prospective franchisee, perceptual equity is greater. It therefore becomes important for the prospective franchisee to create a quality perceptual equity impression toward their brand. The assurance of brand, in terms of meaning to the consumers and significance in the industry while people purchase or use the product and service must be provided by the franchisee. Steenkamp Jan-Benedict & Gielens, (2003) in their article “Consumers and market movers of trial probability of fresh consumer packaged goods” opined that the result of the decisions made by foreign franchising firms become influential factors of consumer preferences in choosing franchise food outlets in Bangladesh. Systematically, fine-tuned marketing tactics elements are about the franchise firms’ customer relation know-how and innovative retailing. Based on the above views we proffer our fifth hypothesis:

H5: There is no significance relationship between franchise of product distribution and customer satisfaction. 
Product distribution franchising and market share

Given continued advances in technology as well as increasing competition and the growing complexity and levels of consumer needs, the business requirements for firms to pursue extensive distribution are on the increase. As the distribution increases, the greater availability of the product, combined with trade support, its resultant effect is more than proportional increase in market share. The franchising of product distribution is typically a distribution system for marketing goods manufactured by the franchisor, though the franchisee could also be, in part or entirely, a distributor of goods manufactured by others and disperse or sold under the franchisor’s or the manufacturer’s trademark, (Alpeza et al., 2012). Product distribution franchise is among the most common forms of franchise, cooperation is hinged largely on the fact that the franchisor manufactures a product, and the franchisee sells this finished product under franchise arrangements. 

The fundamental distinctions between a product distribution franchise and an ordinary supplier dealer relationship is greater identification of the franchised dealer with the franchisor's trademark, more all-embracing and full franchisor services to franchisees and exclusive or semi-exclusive franchisee marketing and service of the franchisor's product line. Instead of selling to an extensive range of distributors, the franchisor sells its products exclusively or primarily to selected franchised distributors and who deal exclusively or concentrate their marketing and service in such products (and frequently do not sell a competitive product). The franchised dealer may adopt the franchisor's trademark as its exclusive or principal trade identity. There is considerable interconnect between the franchised dealers and their franchisor. Franchising a small dealers’ number, and limiting or proscribing intra-brand competition (e.g., by granting each dealer an exclusive territory and prohibiting dealers from selling outside their territories), the franchisor manufacture reassures each franchisee a sufficient market to induce the franchisee to furnish marketing and product service and thereby obtain market penetration. 

Achieving a successful penetration of the market is a key motivation for product distribution franchising.  A study by Farris et al 1989 revealed a positive relationship between product distribution and market share. They further explained that greater distribution leads to higher time and place utility and higher perceived value for customers. Similarly, Buckline et al, (2008) cited in Bulgubasic & Boric, 2014). examined different categories of products, the result revealed an encouraging interaction between market share and distribution.  The product franchise is typically a distribution system for marketing goods manufactured by the franchisor, though the franchisor could also be, in part or entirely, a distributor of goods manufactured by others and sold under the trademark of the franchisor or the manufacturer. 

There is a considerable interaction or interconnection between the franchised dealers and their franchisor.  By franchising, dealers of a small number, and limiting or proscribing intra-brand competition (e.g., by granting each dealer an exclusive territory and prohibiting dealers from selling outside their territories), the franchisor manufacturer assures each franchisee a sufficient market to induce the franchisee to furnish marketing and product service and thereby obtain market penetration. Achieving a successful penetration of the market is a key motivation for product franchising. Many franchisors can become effective inter-brand competitors only by securing exclusive or semi-exclusive dealers. Automobile distribution is an example of product franchising (though the trend in recent years is for dealers to sell several brands, sometimes competitive brands, from the same or adjacent show rooms). Base on this premise we propose our sixth hypothesis;

H6: There is no significance relationship between market share and product distribution franchise.
Multiple unit franchising and customer satisfaction

Trust of a higher level applying the relational governance reasoning, we expect that a trust of higher level between the franchisor and the franchisees will improve the performance of multiple unit franchising networks by reducing transaction costs, due to lower relational risk, and increasing transaction value, due to more information sharing many finding have examined the function trust perform in franchising ; (Dant, 2011; Davies, 2011), Gorovaia & Windsperger, 2013; Mumdziev & Windsperger, 2013).Trust is a significant unofficial variable of governance which can reduce the challenge of incomplete contract bordering on unsurety or in concreteness. In a recent study, (Griessmair et al., 2014) highlight the impact of trust on the franchisor's organizational choice regarding multiple unit franchising and market growth of an organization. 

Agency theory emphasizes the emergence of opportunistic behaviour under asymmetric information. Concerning franchising, Rubin (1978) and also Mathewson and Winter (1985) are good domains of the start of a wide range of works done on franchising within agency theory framework (e.g., Brickley, 1999; Mazzeo, 2004; Lafontaine & Oxley, 2004; Gonzalez-Diaz & Solis-Rodriguez, 2012; Barthélemy, 2011). In the franchise relationship, opportunistic behaviour may arise due to asymmetric information in favour of the franchisee regarding his/her effort level (hazard of morality) or his/her form (opposite selection). In addition, given the fact the franchise network borders on a single brand label and trust, they can ride freely, each franchisee. Hence, costs of franchising agency will result from uncertainty of behavior because of the riding freely on the single brand label and the avoidance behaviour of the network partners. MUF gives a leeway to the hazards in this relationship. Under MUF, the problem of agency is pass across to the lower level by creating smaller chains where the outlet managers will be overseen by the franchisees. Carrying out an investigation into the factors that affect which form of organization is chosen when franchisors create new units in their franchising framework, Sanchez-Gomez, (2010) derive evidence using the MUF Spanish franchise sector that MUF Entrepreneurs are using franchising as an effective strategy for organization growth, job creation, economic development and foreign market penetration. 

In terms of franchising as a mode of accessing capital, it was found that multi-unit franchising leads to much faster growth in the system of franchise but also creates a decreased commitment by the franchisor towards continuing to franchise (Kaufmann & Dant 1996).Franchised businesses are fundamentally distinct from conventional businesses that plan and executive the business plan from the scratch. As a representation of the ordinary shareholder capital and employee’s level, franchisees that finance themselves are seen placed between franchisors and customers. For instance, Habib Yogourt and Domino’s Pizza operates a franchised system of yoghurt and pizza delivery stores respectively run by independent operators which is enabling it to expand without a commitment to capital, (Stanwoth et al, 2013). They further explained that franchise organizations profit can be because of high responsibility distribution. The continues store expansion and a flat cost base remain the cornerstone of success of franchised outlets with minimal capital expenditure, and strong cash-generation. Apart from domestic expansion through experience and brand name recognition, they also pursue international expansion as experience franchisors are better at standardization, site selection and monitoring their franchisees as units become more geographically spread. Franchisees not only bring financial capital to the franchise system, but also an education or sensitization about the labour markets and the geographic locations, even as well as their own managerial skill. That is, they represent an efficiently bundled source of financial, managerial and informational capital.  This can also be replicated in our textile industries if we are to make a head way.

Franchising as an already packaged establishment with policies and method of doing things well spelt out is mostly dominant in fast food industries and attract investor all over the globe, (Branford & Bruton, 2011). There is a gamut of size, market power, experience and success found among franchising companies. At one extreme are the huge franchise networks that operate nationally and internationally. These franchise networks have thousands of outlets, significant market shares, substantial financial resources, extensive operating and franchising experience, large advertising budgets and strong competitive positions (e.g., McDonald's, Kentucky Fried Chicken, Dunkin’ Donuts, Taco Bell, Pizza Hut, Subway, Quizno’s (food services), Holiday Inn,Marriott, Hyatt (lodging), Midas Muffler, Meineke (automobile after -market service), Given its convenience to customers, dependence brand loyalty and standardization. Based on the views above, we set our seventh hypotheses:

H7: There is no significance relationship between multiple unit franchise and customer satisfaction. 
Multiple unit franchising and market share

The multi-unit franchising adoption has been shown to Contribute to increase market share, (Kaufmann and Dant, 1996 cited in Alon et al., 2012). (Shane 1996; Stinchcombe 1965). Shane (1996) found that the use of franchising enhances firm growth and survival for new franchisors. He argued that franchising allows firms to grow more quickly, achieve economies of scale, and improve survival rates. Franchisees are given the privilege to open more outlets when the existing ones are on a high scale, organizations leverage on their know-how and reduce the resource commitment to have returns improved and risks reduced. Most franchisors, in their expansion system, were more specifically internationalize, (Ni & Alon, 2010). They opined that expanding franchisors into newly opening and already developing markets also tallies with the growth in multi-unit franchising use to reduce risk.  Franchisors are of the opinion that giving out new units to already existing franchise puts them on lower risk than allotting these units to new and unproven franchise partners. The author discovered after analyzing the responses of the top executives that multi-unit franchising can address certain issues more effectively in comparison to a franchise of single unit, especially when the issue has to do with the growth of the unit and a system-wide adaptation, (Hussain & Schrom,2017). A study by Kaufmann and Kim (1995) discovered a practical interconnection between the adoption of multi-unit franchising and system growth rate. Kaufmann and Dant (1996) also confirmed the practical interconnection between positive relationship between multi-unit franchising and growth rate, the franchisor maximizes the relationship that is existing between him and his partnering franchisee to transfers a higher fraction of decision management authorization to franchisees in the local area. Similarly, the franchisees of multi-unit wield more decision-making power as concerning inspection, local personnel management and transfer of knowledge between local outlets and the headquarters (Windsperger, 2013). These complementarily between multiple unit franchisor and the delegation of decision rights to multi-unit franchisees will increase the success of the franchise networks. Franchisor’s use franchising of the multi-unit as a tact to moderate the possible risk of an opportunistic behaviour from their franchisee (Bercovitz 2003 as cited in Hussain & Schrom, 2017). The outcome confirmed the statement that multi-unit franchising curtails the rate of litigations in the system as well as the system’s total termination (Kalnins & Lafontaine 2004) examined the notion of allocating new units to franchisees. They discovered that the franchisors would rather that new units be allocated to existing franchisees, especially those who currently run units that has proximity to the location proposed for the new units. (Kalnins & Mayer 2004) investigated that local knowledge gathered by the franchisee plays an important role for the furtherance of subsequent units opened in the same geographical area. Garg, (2005) investigated the issues that affect the franchisor’s choice of choosing a multi-unit franchising and agreement for developing the area. The result indicated that any franchisor having the plan to expand usually always adopts multiunit franchising. Suggested also by the result is the fact that uniformity takes the center stage for franchisors, and rather than use the sequential multi-unit franchise, they opt for a relatively higher proportion of the agreements for area development. (Weaven & Frazer (2007) opined that the franchisor who perceive higher agency costs in future tend to use higher proportion of multi-unit franchising. The interconnection between the choice of multi-unit franchising, system uniformity and brand of a higher value was also seen as worthy. Furthermore, Weaven and Frazer (2007) discovered a practical interconnection between franchising of multi-units as well as size and age of the franchise system, making the system corporate and distributing through numerous outlets. For it to be easier for the franchisor to manage numerous outlets/locations around the world with each having its own institutional environment, multiple units must necessarily have to report through a master or an area franchisee to reduce the span of control. This explanation is in line with agency cost theory which says that there are two predictions owned related to franchising that come from agency theory; The first is that firms will expand with company- outlets if monitoring costs are low and will expand using franchising, a second-best contract, in response to rising agency costs associated with incomplete information. Second, by franchising, firms introduce opportunities for free riding by both parties, which potentially limits firms’ propensity to franchise and the benefits accrued from franchising, (Gillis & Castrogionni, 2010). Franchisees with multiple units discover opportunities for a new market and have their holdings grown on the basis of case-by-case, for which reason they could be interpreted as being motivated by entrepreneurial philosophical orientation. On the premise of the views above, we set our eight hypotheses:

H8: There is no significance relationship between multiple unit franchise and market share.
 2.2 
Theoretical foundation 

Theory of franchising: There four theories that talks about franchising; Resource scarcity theory, Transaction cost theory, Agency theory and Search theory but in this work, we drew from two theories; Resource Scarcity (RST) postulated by Oxen Feldt & Kelly, 1969 and Transaction cost theory (TCT) developed by Ronald Coase, 1937 as cited in Chandra, 2017. These theories explained the different facets of firm franchising strategies. The theories explain conditions specific to firms and location, the time and reasons some organizations franchise and some does not. The theory says that when capital cost is high, the rate of franchise will be high while location specifics says that when the demand for the product/service is high outside the franchisors region, he may choose to franchise the outlets for better coordination, (Mishra, 2017).

 Transaction Cost Theory (TCT): 

TCT suggests that firms are trying to minimize resource sharing costs with the environment and that companies try to diminish routine outlay on trade within the business. The assumption of this theory was that the franchising parties are motivated by the good practices of each other and to take full advantage of the arrangement. TCT fundamental principles showcase that if performance assessment, adjustment, along with protection costs are low or absent, market control favours participants. If these expenses increase overcome market benefits in the market, the organization will support endogenous business. In other words, TCT has tried to explain why the company survives, and why companies are expanding or directing outdoor activities. 

Therefore, firms weigh the expense of giving out assets with other growing concern, as well as the routine expenses associated with implementation of activities within the company. The theory considers the organization and the most disparate market possible type of business and management of the firm’s operations. When outside business deal expenditure does not exceed the internal routine expense of the firm, the firm will persist to grow as the firm can perform its activities more effectively if the business is executed externally. On the other hand, if the routine expenses for organizing the activity are superior than the external operation costs, the company will sort for franchise or right size.

 Rindfleisch & Heide, (1997) stated that TCT has received an augmented sum of awareness from various field of endeavour. Sequel to TCT’s substantive hub on exchange, it faces a degree of marketing phenomena. Thus, in their transactional costs, organizations and business environment differs even though they are substitute governance structures. Explicitly, Coase opined that under assured conditions within a firm, the costs of organizing the exchange may be below the cost of conducting economic exchange in a market. (Williamson,1991). Substantiated Coase’s precision on the universal preposition, recognizing categories of business that are more suitably transacted inside organization shores rather than the business environment. He has also improved Coase’s initial outline by bringing into fore the possible opportunity costs of making substandard management resolution and that transaction costs comprises both the direct costs of running business relationship. There five theories that talks about franchising, for instance…but in this study we will draw from two theories; Resource Scarcity (RST) postulated by Oxenfeld & Kelly, 1969 These theories explained the different facets of firm franchising strategies.

 Resource scarcity theory 

This theory postulate that firm franchise because of capital constraint, capital constraint being the major constraint while others like managerial, technology, information and knowledge can also apply. These theories explain that in the early stage of franchising, many a franchisor could lack the required capital ability to grow rapidly, win reasonable market share percentage and achieve efficient scale thus adopting franchise strategy where the franchisee provide the needed capital for growth; this implies that firm would have preferred owning the outlets if not for the constraints. This also indicates that if the pressure relaxes, firm will decide to invest in its own outlet. This reason for franchising is empirically proven that franchising relieves managerial capacity constraints growth. But Rabin (1978) argued against capital constraint as reason for franchising, he argued that franchisor has more access to public fund than the franchisee who source for fund from his small unit. He further argued that rather than capital constraint, geographical dispersion of franchisors outlets can make firm opt for franchising. This is because increase in dispersion of firm outlets increase proportionately the monitoring cost of the outlets managers. He rather deploys the theory of agency to explain the reason for franchising. Opting for franchising as expansion strategy, on the one hand allows easy access to capital, rapid market penetration, development of a network distribution system, cooperation with striving entrepreneurs, and quick growth rates (Hoffman et al., 1991; D. Ahlert et al., 2010). On the other hand, it relaxes several other growth constraints a firm may have (Lafontaine, 1992). Nevertheless, several challenges arise when using franchising as an expansion strategy.

2.3    Empirical Review 

Literatures shows that many scholars have delved into the study of why organizations choose franchise arrangements as an alternative to other forms of starting, retaining and expanding their ventures in various areas globally. The summary of some of their views are considered in this chapter. Grzelak and Matejun (2013) conducted an empirical research in Turek, Poland, unstructured interview was used to elicit information, investigation was made into the situation, the decider and the effect of franchising in stirring up the company’s entrepreneurial activities. The findings indicated that franchising has a significant level of support as regarding better protection against competitors, technical know-how, management support, finance and reduction of risk generally.

Oko and Okonkwo (2015) researched on franchise relationship in Nigeria. Open and close ended questionnaire were used on Likert scale principle, data were analysed using analysis of Variance (ANOVA). The findings identified among others, that; Nigerian Product evaluation based on physical attributes, performance, benefits and image is often at variance with market expectations, New products in the development process do not often consider the dynamisms in consumer behaviours, inter and intra geographical markets differences especially in comparison with foreign competing offers, nor are these products priced based on the principles of either single or multi-line market offer. In the area of product package and logo, most Nigeria products do not command good aesthetic values, do not communicate good corporate and market offer image, lack ability of conveying desired information to current and potential target markets, and do not add extra values to customers. It is also observed that some Nigeria products as packaged do not offer convenience in usage neither do the package offer visibility and eligibility of inscriptions for attractiveness nor are they environmental friendly.

 Ikechi (2017) study investigated the relationship between franchising dimensions and franchisees’ market performance in Rivers State. The specific objective of the research was to decide how far Franchising standards, trade name color design, determination of strategic location and price setting relates to franchisee’s market performance.  Descriptive survey design was adopted in this study. The study was conducted in Port Harcourt metropolis. The population of the study contains 843 staff from the Seven (7) Fast Food Firms (FFF) registered franchised in Port Harcourt. The sample size was 272. The primary instrument used in collecting data for the study was the modified five-point Likert scale questionnaire that contained 20 items, data analyzed with simple percentages, mean and grand means in tables while the Pearson Product Moment Correlation Coefficient (PPMCC) statistical method was used by the application of Statistical Package for Social Science (SPSS) Version 20 to test the research hypotheses. The findings showed that there were positive relationship between the use of franchising standard, trade name, color design, determination of strategic location, price setting and franchisee’s market performance in Rivers State. Given the results recorded of the study, it was then recommended amongst others that Fast food firms in Rivers State should make sure the services they render ensure that their services meet operational needed standard in order to achieve customer’s satisfaction, while franchisees ensure that their franchisor’s trade name, color, location and price setting are maintained; the franchisees should continue to be in franchising and that new investors should use franchising as entry strategy. The FFF should set a realistic price so as to invigorate their market retention. The implication of these results is that an intending franchisee must evaluate the agreement of the franchise properly and study the market performance of an existing franchisor in relation to trade name/trademark, price setting, business location policy, and food standard so as to make appropriate choice of a franchisor with high market performance which will have a sharp impact on the market performance of franchisee.

Oni, et al; (2014) researched on the factors influencing entrepreneur choice of using the business model of franchising in Limpopo province of South Africa, the study was qualitative in method and adopted the survey approach for collecting data. Seven different interviews were done within the sampled population targeted, and also as a choice of data generation instrument, the semi-structured interview was adopted. The findings revealed that the choice of the entrepreneur to employ franchising in this domain was directly connected to the known franchising benefit, while the entrepreneurs’ natural skills of management determined the success of the Mankweng Township businesses. The study mainly summarized that the requirements of the skill of management and the influencers are common to both city and peri-city franchising, thus made recommendation that entrepreneurs should thoroughly weigh the market, with special attention to specific franchises and the prospective rewards they can offer. Kiura, J.M (2017). Under took a study on how franchising strategy impact on the competitive advantage of International foreign fast food in Kenya, seven factors were used; International experience, superior brands, access to finance, better technology, firm size and image of the firm. The result indicated that firm size, International experience, better technology are the major considerations for firm in choosing franchising as a market entry strategy. The findings of this study agree with the present work although with different dimensions. It also examined the aspect of resources; that on what value firm attach to financial, physical, human technology and intangibles. Physical resources was rated highest followed by financial resource.

Sercer and Kavic (2016) Examined relationship as a factor that enhances franchisee satisfaction in Croatia, regression analysis was used and the study was scientifically verified by using questionnaires which contains five dimensions of franchisees satisfaction: 1) social interaction, 2) service support,3) financial, 4) assurance and 5) competence. Contains a total of 23 particles. The last analytical explanation given to the data which was got via the SPSS software package. The result indicated that the interconnection between the position of competition and the satisfaction of the franchisee indicates meaningful, significant and consistent relationship. The research also shows that franchisors that are prepared from the beginning are better prepared for franchise business, gives to franchisee appropriate support in certain market conditions, also influence the mutual relation and franchise advancement, continuous and long-term cause higher franchisee satisfaction levels, therefore ensure competence advantage with regard to other franchise. He further stated that determining the satisfaction of franchisee is very important instrument for franchise model management because it shows concern and commitment to the franchisee therefore, concluded that franchisors should pay more attention to franchisee relation according to each satisfaction instrument categories of the franchise contract. Gillis and Castrogiovanni (2014), investigated on franchising as entrepreneurial growth alternative using Agency theory and Resource scarcity theory, the report revealed that younger and smaller firms would use franchising as a means to expand rapidly thereby overcoming the three scarce resources; managerial skill, local market knowledge and financial capital, it further stated that firms franchise initially to reach minimum scale.

 Olu & Ojo (2014) examined the business dealing of franchising as a tactic in which entrepreneurs get their business venture expanded, and by so doing, increasing on their investment’s returns. The study sought to investigate to what extent franchising thrived in Nigeria and its resultant impact on the economy of the country. A vigorous research was done on the Nigerian business world by this study seeking to know the extent to which franchising system of business was being practiced. The outcome of the study showed that franchising was not a popular practice in Nigeria. Only a few business outfits like some fast-food companies and Nigerian Bottling Company could boast of having practiced franchising. The paper therefore, made a recommendation for government to sensitize its citizens about franchise business tactics to create awareness of it to prospective investors who will go on to invest. This will provide opportunities of employment, thus reducing the level of poverty and improving the country’s GDP-- Gross Domestic Product of the nation. (Nijmeijer et al., 2013) examined the elements that foster the success of franchising, a synthesis of narrative was carried out of 126 peer-reviewed empirical journal articles. The foregoing review showed that five important factors decided the results of franchising; contract design, business format design, ownership structure, the age and size of the system and its units and behaviour of the franchisor and the franchisee and their interaction. It identified the things both franchisors and franchisees needed to do to excel in business. These things are; working on a brand name that is recognized, being in a good working relationship, possessing the appropriate talents and behaviours as well as exclusive territories that are contractual, high quality support from the franchisors, decision-making power that is unconcentrated, honest contracts and selection tools essential, a franchise size that is high, non-dorminant ownership, exchange of information and operating instructions that are standardize, are closely related to other contextual and structural elements of the system. To be avoided are conflicts and vying. 

Ojo & Irefin (2011) studied franchising and organizational performance of selected fast-food restaurants in Nigeria. The study employed the survey research design. Questionnaire was used, administered and collected from the respondents. Analysis on data collected was done the descriptive method and simple percentage. Three hypotheses were tested using correlation coefficient. The findings showed that there is feasible interconnection between franchising types, Franchising ownership and organizational performance. It was also found that franchisor’s standards have a positive influence on the accomplishment of customer satisfaction. Their study employed similar tools intended to be used by this present study but with different focus. This study intends to determine the relationship between franchising and marketing performance of textile distributors in South-East, Nigeria. Olotu and Awoseila (2011) empirically studied business growth using developing economy’s franchising, such as Nigerian fast food as a case study. The study was carried out in various Nigeria’s regions using observation and research questionnaire and to collect important data which was analyzed statistically using chi-square. It was found in the study that Franchising was generally accepted in Nigeria and yielded good profits for the local operators, noting that franchising in the sector of Nigerian fast food is a flourishing business that is meeting the need of Nigerians in terms of job creation, customer satisfaction, increase of franchisee’s market share and revenue generation. However, Olotu and Awoseila (2011) have similar indices with the present study but with different focus. In their study they used Chi-square in their analysis whereas this present study used Pearson Product Moment Correlation Coefficient (PPMC). This present study main focus is to investigate the influence franchising on the marketing performance of textile distributors in South-East, Nigeria.

2.4
Gap in Literature

The empirical literature reviewed identified three gaps: First, it was observed that most of the empirical works on franchising was in other countries while only few was done in Nigeria. Secondly, most franchising arrangements in Nigeria were focused on oil and gas sector, restaurants, hotel services, transportation and thirdly, the dimensions and the measures used in this work is different from the other scholars’ dimensions.  The textile sector happens to be among the very important sectors tipped to be capable of developing the economy of Nigeria.

2.5
Summary of Literature Reviewed 

The previous chapter of this work has reviewed related literatures on franchising arrangements and marketing performance of textile distributors in South-east, Nigeria. In the conceptual review, we discussed about the concept of franchising which is a structure of marketing goods and services as well as technology transfer whose workings are spelt out in writing contract endorsed by the two people/organizations that are involved. It is equally a marketing strategy where responsibilities are shared among the participants in order to ease the burden.  The dimensions of franchising were that was used in the study were stated and discussed. They are (master franchising, multiple unit, product distribution and business format franchising). Similarly, the study also reviewed marketing performance as measures put in place to know is the busines is growing when compared to other competitors in the same business line. The study identified customer satisfaction and market share among others as measures of marketing performance. In the theoretical framework. 

Two theories were used to underpin the study, they are: Transaction Cost Theory (TCT) and Resource Scarcity. The two theories agree that the reasons for franchising is as a result of the cost of running a venture in terms of expansion and technical know-how, secondly the scarcity of both human and capital resources can lead to partnership in business otherwise known as franchising. The link between the predictor variable and the criterion variable were shown in the operational frame (fig 2.1) and were extensible discussed.  Some related empirical review on franchise arrangements and marketing performance were carried out to show what has been done on the problem area which this work was focused on and to identify the gap. In the course of the literature review, the gap was identified and to the best of my knowledge was also filled.

CHAPTER 3

METHODOLOGY

This chapter discusses the methods and procedures used in conducting this study. In discussing the methodology, the research focuses on the research design, population of the study, sample size and sample techniques, instrumentation, validity of the instrument, reliability of the instrument, validity of the instrument and method of data analysis.

3.1
Research Design

In this study, descriptive survey design was used, the justification for adopting survey research design is that it tends to be the mainstay of marketing research in general (Gupta & Gupta, 2011).  Since the study was aimed at investigating the relationship between franchising arrangements and marketing performance of textiles distributors in South-east, Nigeria. Nwankwo, (1984) as cited in Nzeribe et al, (2013) stated that research design provides broad knowledge that characterized all group in the population from which the sample was selected; therefore, it is an authentic design as both hypothesis and research questions are used to arrive at results. The survey method becomes an appropriate design because the research requires collection of data that deal with the management, input and output. 

3.2
Population of the Study

The population of this study was 500 textile distributors identified in the directories of National Union of Textile, Garment and Tailoring Workers of Nigeria (NUTGTWN, 2015) South-East, Zonal office, Aba. (Please see appendix C at the back page). The states and the markets are: Abia- Ariaria International market, Aba, Anambra- Anambra-Onitsha International market, Onitsha, Ebonyi- Eke-imeoha market, Abakaliki, Enugu- Ogbete market and Imo state- Imo International market Owerri. The South-East states were chosen because they are found to be the beehive of economic activities in South-East, Nigeria and overwhelming majority of the textile distributors are concentrated there. 

Table 3.1:
Population Distribution of the Study

	No.
	State
	Market
	Numbers of Registered Dealers

	1
	Abia State
	Ariaria Int’l Aba
	200

	2.
	Anambra
	Onitsha Int’l  market, Onitsha
	66

	3.
	Ebonyi
	Eke-Imeoha  market, Abakalik
	76

	4.
	Enugu
	Ogbete market, Enugu
	70

	5.
	Imo
	Imo Int’l,  market Owerri
	88

	
	Total
	
	500


Source: Field Survey data, 2020
 3.3
Sample size and Sampling technique

  To extract a sample from the entire population, Krejice and Morgan determining table of 1970 cited in Joel (2017) was adopted and the table is one of the easiest ways to estimating the right sample size from the population. The table has figures ranging from 10 to 1,000,000. Therefore, from our population of 500 textile distributors in South-east, Nigeria, the corresponding sample size is 217. Purposive sampling technique was used in reaching the 217 textile distributors. The method allowed the researcher to obtain information from specific target textile distributors.

Table 3.1.1: Number of questionnaires distributed in each market 
	S/No.
	Market 
	No. of questionnaire distributed 
	No. retrieved 

	1
	Ariaria
	70
	68

	2.
	Onitsha
	52
	52

	3.
	Eke-imoha
	25
	25

	4.

5. 
	Enugu
Imo Int’l market
	40
30
	40
30

	
	
	
	

	
	Total 
	217
	


Table 3.2:
Questionnaire Distribution Results

	No.
	Distributed 
	Frequency
	Percentage

	1
	Number distributed 
	217
	100

	2.
	Retrieved 
	215
	95

	3.
	Not retrieved 
	2
	3.6

	4.
	Retrieved and usable
	210
	84

	
	
	
	

	
	
	217
	


Source: Field survey 2020
3.4
 Sources of Data 

The major instrument that was used for this study is structured questionnaire titled: “Franchising arrangements and marketing performance of textile products in South-East, Nigeria” The questionnaire was developed with the aim of obtaining information form textile distributors in South-East, Nigeria on the connection between franchise arrangements and marketing performance. The questionnaire was divided into four (4) sections namely: personal data, independent variables (franchise arrangements), the dependent variable (Marketing performance) and the moderating variable. 

Section A generally asked questions on demographic data of the respondents. Section B asked questions on franchising arrangements which consisted of twenty (20) structured questions that which enabled the researcher to carry out the statistical analysis. Section C has eight (8) questions on marketing performance. While Section D which is the moderating variable has two (2) questions on Government policy on textile industries which made the questions to be 30. An introductory letter accompanied each copy of the questionnaire to explain purpose of the survey
3.5 Instrumentation 

The primary instrument employed was the questionnaire which was made up of 30 items for the relation linking franchise arrangements and marketing performance of fabrics materials in South-east, Nigeria. It consisted of two parts: ‘A’ the respondent’s bio-data and the second ‘B’ part designed to measure the interconnection linking franchising dimensions and the’ marketing Performance measures. The franchising dimensions has the following variables: master franchising, business format franchising, product distribution franchising and multiple unit franchising while the marketing performance has the following measures: customer satisfaction and market share. The measuring instrument was the questionnaire; designed with modified 5- point Likert scale as follows:

 Strongly Agree 
-
5, 
Agree


-
4, 

Undecided

-
3, 

Disagree 

-
2 
 

Strongly Disagree 
-
1.

 3.6 
Validity of the instrument

To determine the validity of the research instrument, the copy of the questionnaire was given to my supervisor and other senior lecturers in the department to assess the instrument with respect to its relevance to the research questions, hypothesis and the language used in the construction of the questionnaire items. Their comments and corrections were used to modify the instrument before it was put into use for data collection. 

3.6 Reliability of the Instrument

Cronbach Alpha method was utilized to ascertain the reliability grade of the research instrument. Two hundred and fifty (217) questionnaires were administered to the selected dealers on fabrics materials in the ten markets so as to make sure that the questions raised adequately represent the exact view of what is intended to measure before the final copies was administered to the respondents.

The formula for Cronbach’s alpha is:
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Where: α= Reliability


n = Number of questions in questionnaire

Vi= Variability of each of question score

Vtest= Variability of each of overall questions’ score (not %’s) on the entire test

The alpha coefficient is expressed in numbers between .00 and 1.0. The alpha value of .00 means no consistency in measurement while a value of 1.0 means perfect consistency in measures. The acceptable value depending on the type of research ranges from 0.70 and 0.90 for exploratory and 0.80 and 0.90 for basic research. Therefore, using the Cronbach alpha coefficient only items that will return alpha value of 0.7 and above will be considered in this study using Statistical Package for Social Science (SPSS) to test the reliability of the measures. The reliability coefficient of each section of the instrument are shown in the table below:
Reliability test result

	Variable 
	No of item
	Alpha value

	Master franchising 
	5
	.788

	Business format franchising
	5
	.794

	Product distribution franchising
	5
	.744

	Multiple unit franchising
	5
	.728

	Customer satisfaction
	4
	.893

	Market share
	4
	.741

	Government policy
	2
	.745


Source: Survey Data (2020)

3.8 
Administration of Instrument

The instrument was administered to the textile distributors across the major markets in South-east, Nigeria. Before the process, the researcher interacted with the respondents to explain the purpose of the study, this approach helped to ease the difficulties in giving relevance information by the respondents. Two hundred and seventeen (217) copies of questionnaire were administered through five trained research assistants. The completed copies were also retrieved with the aid of the research assistants and the useful one were used for the analysis.

3.9 
Methods of Data Analysis
Pearson Product Moment Correlation Coefficient (PPMCC) was utilized in testing the hypothesis in the study through the application of Statistical Package for Social Sciences (SPSS) version 21. The interpretation of respondents’ perceived value of fabrics and rates was used to determined mean value with the 5-point Likert scale. 
CHAPTER 4

DATA PRESENTATION, ANALYSIS, RESULT AND DISCUSSION

4.1
Data Presentation

This chapter presents the result of the data obtained from the questionnaire administered. These results were obtained using the statistical methods explained in the research methodology. The presentation of data was based on the research questions and hypothesis of this study in deriving resultants answers so that conclusions could be made in terms of the hypothesis formulated.

However, data in the demographic analysis was presented in tables and percentages.  Data in the descriptive analysis was presented in tables and Likert scale response.  The Bivariate and multivariate analysis was presented in inferential statistics correlation table.

Table 4.1: Questionnaire Response Rate

	Questionnaire 
	Frequency 
	Percentage 

	Administered 
	217
	100

	Returned
	215
	84

	Void 
	2
	0.06

	Half field
	
	0.10


Source: Survey Data, (2020)
4.2 
Data Analysis and Results

In this section, the researcher analyzed the data contained in the questionnaire. The analysis of this data took two forms, first, the demographic data of the respondents were analyzed; secondly the data relating to the subject matter under investigation were analyzed in tables.

4.2.1 Demographics Analysis
Table 4.1: Sex of respondent

	Gender

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Male
	190
	90.5
	90.5
	90.5

	
	Female
	20
	9.5
	9.5
	100.0

	
	Total
	210
	100.0
	100.0
	


Source: Survey Data, (2020)

The table above showed the gender component of the respondent under review. It was revealed that male respondent were the major dealers of fabrics in the south-east region of Nigeria with 90.5% while the female respondent was 9.5%.

	Table 4.2.2 Academic Qualification

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	O/L
	185
	88.1
	88.1
	88.1

	
	NCE/ND
	25
	11.9
	11.9
	100.0

	
	Total
	210
	100.0
	100.0
	


Source: Survey Data, (2020)

Table 4.3 above displayed the academic qualification of the respondent under review. From the table above, it can be seen that majority of the respondent were O’level holders while few of the respondent were NCE/ND holders. Non have a degree.

	Table 4.2.3 Age Range

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	21-30
	8
	3.8
	3.8
	3.8

	
	41-50
	38
	18.1
	18.1
	21.9

	
	51 and above
	164
	78.1
	78.1
	100.0

	
	Total
	210
	100.0
	100.0
	


Source: Survey Data, (2020)

The table above displayed the age component of the respondent. This can seen from the table above that 3.8% of the respondent fell within the age of 21-30, 18.1% of the respondent fell within the age of 41-50 while the remaining 78.1 of the respondent fell within the age of 51 and above the this constitute majority of the respondent.

	Table 4.2.4 Number of years in Textile Business

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	5-9
	7
	3.3
	3.3
	3.3

	
	10-14
	12
	5.7
	5.7
	9.0

	
	20 and above
	191
	91.0
	91.0
	100.0

	
	Total
	210
	100.0
	100.0
	


Source: Survey Data, (2020)

The table above showed the number of years the respondent had been in fabrics business. It obvious from the table above that 3.3% of the respondent has been in business within the period of 3-5 years, 5.7% of the respondent has been in business within the period of 10-14 years while the remaining 91.0% has been in business within the period of 20 years or more.

4.2.2 
Univariate Data Analyses 

This part deals with the distribution for each variable, taking from their connected dimensions, measures and corresponding indicator. The Univariate Analyses aided the researcher to show the response form on each of the study variables in questionnaires. This study employed a 5-point Likert scaled questionnaire to decide the sets of answers from subjects with the following representation Strongly Agree = 5, Agree = 4, Undecided = 3, Disagree = 2, Strongly Disagree = 1.        

The interpretation in relation to the mean is revealed in the study conducted by George (2015) and Asawo (2009) categorization. This grouping offered all answers with a mean value between 0-1.49 as low, 1.5-2.49 as moderate, 2.5 -3.49 as high and 3.5 above as very high. Based on this, the researcher’s univariate analyses were presented. 

Univariate of Franchising arrangements
Descriptive Statistics
Table 4.2.1:  Master franchising
	Descriptive Statistics

	
	
	N
	SA
	A
	U
	D
	SD
	Mean 
	Std. Deviation

	1.Our interest is always protected by the franchisor 
	
	210
	190
	2


	-
	10
	8
	4.0680
	.81644

	2. We enjoy the privilege of technical know-how
	
	210
	2
	200
	-
	3
	5
	3.0680
	.81644

	3. The franchisor gives us management support
	
	210
	188
	12
	2
	3
	5
	4.7143
	.87586

	4. We are given financial support
	
	210
	210
	-
	-
	-
	-
	4.4354
	.65237

	
	
	
	
	
	
	
	
	
	

	5. We have minimal risk in managing franchisors standard.

Valid N (listwise)
	
	210         

210
	209
	1
	-
	-
	-
	4.6212
	.67321


The frequency statistics table showing Master franchising signals is represented as table 4.6. The table indicates 210 cases with no missing cases in all the five-items. The mean scores which represent the measure of central tendency were also displayed in the table.

The data in the table above represents the response pattern to the statement poses to the respondents. The first statement on Master franchising measured on a five-item structured questionnaire and scaled on a 5-point Likert scale revealed that respondents agreed to that statement due to the result of the moderate mean score of 3.06.

The second statement on Master franchising which was measured on a five-item structured questionnaire and scaled on a 5-point Likert scale revealed that respondent agreed to that statement due to the result of the moderate mean score of 4.71

The third statement on Master franchising measured on a five-item structured questionnaire and scaled on a 5-point Likert scale revealed that respondent agreed to that statement as a result of the high mean score of 4.43.

The fourth statement on Master franchising measured on a five-item structured questionnaire and scaled on a 5-point Likert scale revealed that respondent agreed to that statement as a result of the high mean score of 2.71.

The fifth statement on Master franchising measured on a five-item structured questionnaire and scaled on a 5-point Likert scale revealed that respondent agreed to that statement as a result of the high mean score of 4.62.

Table 4.2.2:  Business format franchising
	
	
	
	Descriptive Statistics

	
	N
	SA
	A
	U
	D
	SD
	Mean 
	Std. Deviation

	1.  Our standard is in conforms with the franchisors lay-down rules 
	210
	190
	10


	3
	3
	4
	3.1780
	.81644

	2. We are given technical support by the franchisor


	210
	202
	4


	-


	-
	4


	3.2380
	.81644

	3.We operate according to contract design
	210
	150
	30
	20
	5
	5
	3.7143
	.87586

	4.We consider the age of the firm 
	210
	200
	5
	-
	3
	2
	3.4354
	.65237

	
	
	
	
	
	
	
	
	

	5. We enjoy quality management
	210     


	210


	-
	-
	-
	-
	4.678
	.91234

	  
	

	
	


Source: Survey Data, (2020)

The frequency statistics table showing Business format franchising signals is represented as table 4.7. The table indicates 210 cases with no missing cases in all the five-items. The mean scores which represent the measure of central tendency were also displayed in the table. The data in the table above represents the response pattern to the statement poses to the respondents.
The first statement on Business format franchising measured on a five-item structured questionnaire and scaled on a 5-point Likert scale revealed that respondents agreed to that statement due to the result of the high mean score of 3.18

The second statement on Business format franchising which was measured on a five-item structured questionnaire and scaled on a 5-point Likert scale revealed that respondent agreed to that statement due to the result of the moderate mean score of 3.24

The third statement on Business format franchising measured on a five-item structured questionnaire and scaled on a 5-point Likert scale revealed that respondent agreed to that statement as a result of the high mean score of 3.71

The fourth statement on Business format franchising measured on a five-item structured questionnaire and scaled on a 5-point Likert scale revealed that respondent agreed to that statement as a result of the high mean score of 3.44.

The fifth statement on Business format franchising measured on a five-item structured questionnaire and scaled on a 5-point Likert scale revealed that respondent agreed to that statement as a result of the high mean score of 4.68.

Table 4.2.3: Product distribution franchising

	
	
	
	Descriptive Statistics

	
	N
	SA
	A
	U
	D
	SD
	Mean 
	Std. Deviation

	1. We consider the tradename before engaging in franchising
	210
	210
	1-


	-
	-
	-
	4.8680
	.91644

	2. Franchisors brand is the key factor that I considered
	210
	205
	5


	-


	-
	-


	4.0680
	.91644

	3. Image of the firm is very important 
	210
	190
	20
	-
	-
	-
	3.7143
	.87586

	4. We consider store lay-out before engaging in franchising   
	210
	10
	15
	-
	-
	5
	3.4354
	.65237

	5. Uniformity is important aspect of the contract.
	210
	150      
	35
	-
	10
	  15
	3.2321   
	.72334

	Valid N (listwise)
	210
	
	
	
	
	
	
	

	  
	

	Source: Survey Data, (2020)


	


The first statement on Product distribution franchising measured on a five-item structured questionnaire and scaled on a 5-point Likert scale revealed that respondent agreed to that statement due to the result of the moderate mean score of 4.87

The second statement which was measured on a five-item structured questionnaire and scaled on a 5-point Likert scale revealed that respondent agreed to that statement due to the result of the moderate mean score of 4.07

The third statement measured on a five-item structured questionnaire and scaled on a 5-point Likert scale revealed that respondent agreed to that statement as a result of the moderate mean score of 3.71.

The fourth statement measured on a five-item structured questionnaire and scaled on a 5point Likert scale revealed that respondent agreed to that statement as a result of the moderate mean score of 3.43. 

The fifth statement measured on a five-item structured questionnaire and scaled on a 5point Likert scale revealed that respondent agreed to that statement as a result of the moderate mean score of 3.23. 

Table 4.2.4: Multiple unit franchising

	
	
	
	Descriptive Statistics

	
	N
	SA
	A
	U
	D
	SD
	Mean 
	Std. Deviation

	1. Opening more units increases sales growth.

	210
	205
	5


	-
	-
	-
	3.7680
	.85644

	2. Existence of more units maintains system uniformity.
	210
	207
	3


	-


	-
	-


	3.1680
	.86644

	3. Multiple units reduces agency cost 
	210
	185
	10
	-
	8
	7
	3.7643
	.89586

	4. Multiple units promotes chain expansion
	210
	210
	-
	-
	-
	-
	3.4154
	.64237

	
	
	
	
	
	
	
	
	

	5. Multiple units reduces litigation

Valid N (listwise)
	210     

210
	200


	5
	-
	-
	-
	3.778
	.80234

	  
	

	Source: Survey Data, (2020)


	


The first statement on Multiple unit franchising measured on a five-item structured questionnaire and scaled on a 5-point Likert scale revealed that respondent agreed to that statement due to the result of the high score of 3.77

The second statement which was measured on a five-item structured questionnaire and scaled on a 5-point Likert scale revealed that respondent agreed to that statement due to the result of the very high mean score of 3.17

The third statement on measured on a five-item structured questionnaire and scaled on a 5-point Likert scale revealed that respondent agreed to that statement as a result of the moderate mean score of 3.76.

The fourth statement measured on a five-item structured questionnaire and scaled on a 5point Likert scale revealed that respondent agreed to that statement as a result of the moderate mean score of 3.41. 

The fifth statement measured on a five-item structured questionnaire and scaled on a 5point Likert scale revealed that respondent agreed to that statement as a result of the moderate mean score of 3.78. 

Table 4.2.5:  Customer satisfaction
	
	
	
	Descriptive Statistics

	
	N
	SA
	A
	U
	D
	SD
	Mean 
	Std. Deviation

	1.  We leverage on franchisors good relationship.
	210
	190
	15


	5
	-
	-
	3.1680
	.81644

	2. Continues training support sustains the chain.
	210
	185
	20


	-


	5
	10


	3.3680
	.81644

	3. Contact with the franchisor promotes information sharing. 
	210
	205
	5
	-
	-
	-
	3.5143
	.87586

	4. Knowledge sharing serves as a competitive advantage. 
	210
	200
	5
	-
	-
	5
	3.4371
	.65237

	
	
	
	
	
	
	
	
	

	Valid N (listwise)
	210
	
	
	
	
	
	
	

	  
	

	Source: Survey Data, (2020)


	

	
	


The frequency statistics table showing Customer satisfaction signals is represented as table 4.10. The table indicates 210 cases with no missing cases in all the four-items on. The mean scores which represent the measure of central tendency were also displayed in the table.

The data in the table above represents the response pattern to the statement poses to the respondents. The first statement on Customer satisfaction measured on a four-item structured questionnaire and scaled on a 5-point Likert scale revealed that respondents agreed to that statement due to the result of the moderate mean score of 3.17.

The second statement on Customer satisfaction which was measured on a four-item structured questionnaire and scaled on a 5-point Likert scale revealed that respondent agreed to that statement due to the result of the moderate mean score of 3.37

The third statement on Customer satisfaction measured on a four-item structured questionnaire and scaled on a 5-point Likert scale revealed that respondent agreed to that statement as a result of the high mean score of 3.51.

The fourth statement on Customer satisfaction measured on a four-item structured questionnaire and scaled on a 5-point Likert scale revealed that respondent agreed to that statement as a result of the high mean score of 3.44.

Table 4.2.6:  Market share
	
	
	
	Descriptive Statistics



	
	
	
	

	
	N
	SD
	S
	U
	A
	SD
	Mean
	Std. Deviation

	1. The use of franchisor’s brand name promotes market share. 
	210
	205
	5


	-
	-
	-
	3.9680
	.81644

	2. Our franchisor’s product quality increases market share.
	210
	185
	15


	-


	5
	15


	3.0680
	.81644

	3. Local support increases market share.
	210
	205
	5
	-
	-
	-
	3.9143
	.87586

	4. Superior brand increases market share.
	210
	210
	-
	-
	-
	-
	4.5354
	.65237

	
	
	
	
	
	
	
	
	

	Valid N (listwise)
	210
	
	
	
	
	
	
	


Source: Survey Data, (2020)

The frequency statistics table showing Market share signals is represented as table 4.11. The table indicates 210 cases with no missing cases in all the four-items on. The mean scores which represent the measure of central tendency were also displayed in the table.

The data in the table above represents the response pattern to the statement poses to the respondents.
The first statement on Market share measured on a four-item structured questionnaire and scaled on a 5-point Likert scale revealed that respondents agreed to that statement due to the result of the high mean score of 3.97

The second statement on Market share which was measured on a four-item structured questionnaire and scaled on a 5-point Likert scale revealed that respondent agreed to that statement due to the result of the moderate mean score of 3.07

The third statement on Market share measured on a four-item structured questionnaire and scaled on a 5-point Likert scale revealed that respondent agreed to that statement as a result of the high mean score of 3.91.

The fourth statement on Market share measured on a four-item structured questionnaire and scaled on a 5-point Likert scale revealed that respondent agreed to that statement as a result of the high mean score of 4.53.

Table 4.2.7 Government Policy 

	
	
	
	 Descriptive Statistics

	
	N
	SA
	A
	U
	A
	SD
	Mean
	Std. Deviation

	
	
	
	
	
	
	
	
	

	1. Encourages industrial sustainability
	210
	210
	-
	-
	-
	-
	2.8027
	1.03791

	2. Promotes industrial competitiveness 
	210
	210
	-
	-
	-
	-
	2.6735
	.89261

	Source: Survey Data, (2020)


	
	
	
	
	
	
	
	


The first statement on Government Policy measured on a two-item structured questionnaire and scaled on a 5-point Likert scale revealed that respondent agreed to that statement due to the result of the moderate mean score of 2.8

The second statement which was measured on a two-item structured questionnaire and scaled on a 5-point Likert scale revealed that respondent agreed to that statement due to the result of the moderate mean score of 2.67.

4.2.3 
Bivariate Data Analyses 

In order to determine the effects of one or more variables on the other, there is need to first of all identify if there is a relationship that exist between them. (Dum, 200) asserts that “beyond indicating the sign and strength of correlation relationship, it is also important to express the degree of the relationship that exist among the variables” In this section, the secondary data analyses from the results of the hypotheses were presented with test conducted using the Spearman Rank Correlation Coefficient at 99% confidence level which was adopted as a criterion for the probability for either accepting the null hypotheses at (p>0.01) or rejecting the null hypotheses formulated at (p< 0.01). The test covers the nine hypotheses postulated for the study (i.e. H01 to H09) which were bivariate and stated in null form.
Test of Research Hypothesis One

Ho1:
There is no significant relationship between Master Franchising and Customer satisfaction.

Table 4.2.3. 1: Correlation Result for Master Franchising and Customer satisfaction.
	Correlations

	
	Master Franchising
	customer satisfaction

	Master Franchising
	Pearson Correlation
	1
	.366**

	
	Sig. (2-tailed)
	
	.000

	
	N
	210
	210

	customer satisfaction
	Pearson Correlation
	.366**
	1

	
	Sig. (2-tailed)
	.000
	

	
	N
	210
	210

	*. Correlation is significant at the 0.01 level (2-tailed).


Source: SPSS Analysis (2020)

The result in table 4.13 shows that Master Franchising correlates with Customer satisfaction (r =0.366, p = 0.000<0.001). This represents a moderate correlation indicating a definite relationship. The relationship that exists between Master Franchising and Customer satisfaction is shown to be significant at 0.01 significant levels.

Since an r value that is less than 0.20 (r < 0.20) is the benchmark for accepting the null hypotheses and an r value that is greater than or equal to 0.20 (r = 0.20) is the benchmark for rejecting the null hypotheses, based on this guideline for accepting or rejecting the null hypothesis formulated for the study, the researcher rejected the null hypothesis and uphold the alternate hypothesis. This was because, the r value obtained from our SPSS computed output is greater than 0.20 i.e. r 0.366 is greater than 0.20. Hence the null hypothesis which states that there is no significant relationship between Master Franchising and Customer satisfaction was rejected.

Test of Research Hypothesis Two

H02:  There is no significant relationship between Master Franchising and   market share
Table 4.2.3.2: Correlation Result for Master Franchising and market share.

	Correlations

	
	Master Franchising
	market share

	Master Franchising
	Pearson Correlation
	1
	.591**

	
	Sig. (2-tailed)
	
	.000

	
	N
	210
	210

	market share
	Pearson Correlation
	.591**
	1

	
	Sig. (2-tailed)
	.000
	

	
	N
	210
	210

	*. Correlation is significant at the 0.01 level (2-tailed).


Source: SPSS Analysis (2020)

The result in table 4.14 shows that Master Franchising correlates with market share (r = 0.296, p = 0.000<0.001). This represents a moderate correlation indicating a definite relationship. The relationship that exists between Master Franchising and market share is shown to be significant at 0.01 significant level.

Since an r value that is less than 0.20 (r < 0.20) is the benchmark for accepting the null hypotheses and an r value that is greater than or equal to 0.20 (r = 0.20) is the benchmark for rejecting the null hypotheses, based on this guideline for accepting or rejecting the null hypothesis formulated for the study, the researcher rejected the null hypothesis and uphold the alternate hypothesis. This was because, the r value obtained from our SPSS computed output is greater than 0.20 i.e. r 0.296 is greater than 0.20. Hence the null hypothesis which states that there is no significant relationship between Master Franchising and market share was rejected.

Test of-Research-Hypothesis three

Ho3:
There is no significant relationship between business format franchising and Customer satisfaction
Table 4.2.3.3: Correlation Result Business Format Franchising and Customer satisfaction
	Correlations

	
	Business format franchising
	customer satisfaction

	Business format franchising
	Pearson Correlation
	1
	.417**

	
	Sig. (2-tailed)
	
	.000

	
	N
	210
	210

	customer satisfaction
	Pearson Correlation
	.417**
	1

	
	Sig. (2-tailed)
	.000
	

	
	N
	210
	210

	*. Correlation is significant at the 0.01 level (2-tailed).


Source: SPSS Analysis (2020)

The result in table 4.15 shows that Business Format Franchising correlates with Customer satisfaction (r = 0417, p = 0.000<0.001). This represents a moderate correlation indicating a definite relationship. The relationship that exists between Business Format Franchising and Customer satisfaction is shown to be significant at 0.01 significant levels.

Since an r value that is less than 0.20 (r < 0.20) is the benchmark for accepting the null hypotheses and an r value that is greater than or equal to 0.20 (r = 0.20) is the benchmark for rejecting the null hypotheses, based on this guideline for accepting or rejecting the null hypothesis formulated for the study, the researcher rejected the null hypothesis and uphold the alternate hypothesis. This was because, the r value obtained from our SPSS computed output is greater than 0.20 i.e. r 0.417 is greater than 0.20. Hence the null hypothesis which states that there is no significant relationship between Business Format Franchising and Customer satisfaction was rejected.

Test of-Research-Hypothesis four

Ho4:
There is no significant relationship between Business format franchising and Market share.
Table 4.2.3.4: Correlation Result Business format franchising and market share
	Correlations

	
	Business format franchising
	market share

	Business format franchising
	Pearson Correlation
	1
	.413**

	
	Sig. (2-tailed)
	
	.000

	
	N
	210
	210

	market share
	Pearson Correlation
	.413**
	1

	
	Sig. (2-tailed)
	.000
	

	
	N
	210
	210


*. Correlation is significant at the 0.01level (2-tailed).
Source: SPSS Analysis (2020)

The result in table 4.16 shows that Business format franchising correlates with Market share

 (r = 0.413, p = 0.000<0.001). This represents a moderate correlation indicating a finite relationship. The relationship that exists between Business format franchising and Market share is shown not to be significant at 0.01 significant levels.

Since an r value that is less than 0.20 (r < 0.20) is the benchmark for accepting the null hypotheses and an r value that is greater than or equal to 0.20 (r = 0.20) is the benchmark for rejecting the null hypotheses, based on this guideline for accepting or rejecting the null hypothesis formulated for the study, the researcher accepted the null hypothesis and rejected the alternate hypothesis. This was because, the r value obtained from our SPSS computed output is less than 0.20 i.e. r 0.413 is greater than 0.20. Hence the null hypothesis which states that there is no significant relationship between Business format franchising and Market share was rejected.

Test of Research Hypothesis Five

Ho5:
There is no significant relationship between Product distribution franchising and Customer satisfaction.
Table 4.2.3.5: Correlation Result for product distribution franchising and customer satisfaction.
	Correlations

	
	Product distribution franchising
	customer satisfaction

	Product distribution franchising
	Pearson Correlation
	1
	.516**

	
	Sig. (2-tailed)
	
	.000

	
	N
	210
	210

	customer satisfaction
	Pearson Correlation
	.516**
	1

	
	Sig. (2-tailed)
	.000
	

	
	N
	210
	210

	*. Correlation is significant at the 0.01level (2-tailed).


Source: SPSS Analysis (2020)

The result in table 4.17 shows that Product distribution franchising correlates with Customer satisfaction (r =0.516, p = 0.000<0.001). This represents a moderate correlation indicating a definite relationship. The relationship that exists between Product distribution franchising and Customer satisfaction is shown to be significant at 0.01 significant levels.

Since an r value that is less than 0.20 (r < 0.20) is the benchmark for accepting the null hypotheses and an r value that is greater than or equal to 0.20 (r = 0.20) is the benchmark for rejecting the null hypotheses, based on this guideline for accepting or rejecting the null hypothesis formulated for the study, the researcher rejected the null hypothesis and uphold the alternate hypothesis. This was because, the r value obtained from our SPSS computed output is greater than 0.20 i.e. r 0.516 is greater than 0.20. Hence the null hypothesis which states that there is no significant relationship between Product distribution franchising and Customer satisfaction was rejected.

Test of Research Hypothesis Six

H06:  There is no significant relationship between Product distribution franchising and   market share.
Table 4.2.3.6: Correlation Result for Product distribution franchising and market share

	Correlations

	
	Product distribution franchising
	market share

	Product distribution franchising
	Pearson Correlation
	1
	.766**

	
	Sig. (2-tailed)
	
	.000

	
	N
	210
	210

	market share
	Pearson Correlation
	.766**
	1

	
	Sig. (2-tailed)
	.000
	

	
	N
	210
	210

	*. Correlation is significant at the 0.05 level (2-tailed).


Source: SPSS Analysis (2020)

The result in table 4.17 shows that Product distribution franchising correlates market share (r =0.766, p = 0.000<0.001). This represents a high correlation indicating a strong relationship. The relationship that exists between Product distribution franchising and market share is shown to be significant at 0.01 significant levels.

Since an r value that is less than 0.20 (r < 0.20) is the benchmark for accepting the null hypotheses and an r value that is greater than or equal to 0.20 (r = 0.20) is the benchmark for rejecting the null hypotheses, based on this guideline for accepting or rejecting the null hypothesis formulated for the study, the researcher rejected the null hypothesis and uphold the alternate hypothesis. This was because, the r value obtained from our SPSS computed output is greater than 0.20 i.e. r 0.766 is greater than 0.20. Hence the null hypothesis which states that there is no significant relationship between Product distribution franchising and market share was rejected.

Test of Research Hypothesis Seven

H07:  There is no significant relationship between multiple unit franchising and   Customer satisfaction
Table 4.2.3.7: Correlation Result for multiple unit franchising and Customer satisfaction.

	Correlations

	
	multiple unit franchising
	customer satisfaction

	
	
	
	

	Multiple unit franchising
	Pearson Correlation
	1
	.866**

	
	Sig. (2-tailed)
	
	.000

	
	N
	210
	210

	Customer satisfaction
	Pearson Correlation
	.866**
	1

	
	Sig. (2-tailed)
	.000
	

	
	N
	210
	210

	**. Correlation is significant at the 0.01 level (2-tailed).


Source: SPSS Analysis (2020)

The result in table 4.18 shows that multiple unit franchising correlates with Customer satisfaction (r = 0.866, p = 0.000<0.001). This represents a strong correlation indicating a strong relationship. The relationship that exists between multiple unit franchising and Customer satisfaction is shown to be significant at 0.01 significant levels.

Since an r value that is less than 0.20 (r < 0.20) is the benchmark for accepting the null hypotheses and an r value that is greater than or equal to 0.20 (r = 0.20) is the benchmark for rejecting the null hypotheses, based on this guideline for accepting or rejecting the null hypothesis formulated for the study, the researcher rejected the null hypothesis and uphold the alternate hypothesis. This was because, the r value obtained from our SPSS computed output is greater than 0.20 i.e. r 0.866 is greater than 0.20. Hence the null hypothesis which states that there is no significant relationship between multiple unit franchising and Customer satisfaction was rejected.

Test of-Research-Hypothesis Eight

Ho8:
There is no significant relationship between Multiple unit franchising and market share.
Table 4.2.3.8: Correlation Result Multiple unit franchising and market share
	Correlations

	
	multiple unit franchising
	market share

	Multiple unit franchising
	Pearson Correlation
	1
	.717**

	
	Sig. (2-tailed)
	
	.000

	
	N
	210
	210

	Market share
	Pearson Correlation
	.717**
	1

	
	Sig. (2-tailed)
	.000
	

	
	N
	210
	210

	**. Correlation is significant at the 0.01 level (2-tailed).


Source: SPSS Analysis (2020)

The result in table 4.19 shows that Multiple unit franchising correlates with market share (r = 0.717, p = 0.000<0.001). This represents a high correlation indicating a strong relationship. The relationship that exists between Multiple unit franchising and market share is shown not to be significant at 0.01 significant levels.

Since an r value that is less than 0.20 (r < 0.20) is the benchmark for accepting the null hypotheses and an r value that is greater than or equal to 0.20 (r = 0.20) is the benchmark for rejecting the null hypotheses, based on this guideline for accepting or rejecting the null hypothesis formulated for the study, the researcher accepted the null hypothesis and rejected the alternate hypothesis. This was because, the r value obtained from our SPSS computed output is less than 0.20 i.e. r 0.717 is greater than 0.20. Hence the null hypothesis which states that there is no significant relationship between Multiple unit franchising market share was rejected.

4.2.4 
Multivariate Analysis
In this phase, the moderating effect of government policy to the association between Franchising arrangement and marketing performance was partially correlated. 
H09:
Government policy does not significantly moderate the relationship between Franchising arrangements and marketing performance.

	Table 4.2.4.1: Government policy as a Moderator between Franchising arrangements and marketing performance.
	

	
	Correlations

	
	

	
	Control Variables
	Franchising arrangement
	marketing performance
	Government policy 

	
	-none-a
	Franchising arrangements
	Correlation
	1.000
	.421
	.333

	
	
	
	Significance (2-tailed)
	.
	.000
	.000

	
	
	
	Df
	0
	208
	208

	
	
	marketing performance
	Correlation
	.421
	1.000
	.528

	
	
	
	Significance (2-tailed)
	.000
	.
	.000

	
	
	
	Df
	208
	0
	208

	
	
	Government policy 
	Correlation
	.333
	.528
	1.000

	
	
	
	Significance (2-tailed)
	.000
	.000
	.

	
	
	
	Df
	208
	208
	0

	
	Government policy 
	Franchising arrangements
	Correlation
	1.000
	.306
	

	
	
	
	Significance (2-tailed)
	.
	.000
	

	
	
	
	Df
	0
	207
	

	
	
	marketing performance
	Correlation
	.306
	1.000
	

	
	
	
	Significance (2-tailed)
	.000
	.
	

	
	
	
	Df
	207
	0
	

	
	a. Cells contain zero-order (Pearson) correlations.


In table 4.20 the zero-order correlation between franchising arrangement and marketing performance shows the correlation coefficient where Government policy is moderating the variables; and this is moderate at 0.333 and statistically significant (p-value (=0.000) < 0.01). The partial correlation controlling for Government policy, however, is 0.33 and statistically significant (p-value (= 0.000) < 0.01.).

The observed positive "relationship" between Franchising arrangement and marketing performance due to underlying relationships between each of those variables and Government policy.
Looking at the zero correlation, we find that both franchising arrangement and marketing performance positively correlated with Government policy, therefore we reject the null hypothesis and conclude that:  Government policy significantly moderates the relationship between Franchising arrangements and marketing performance of textile distributors in South-East, Nigeria.

4.3 
Summary of Findings 

In this study, an attempt has been made to ascertain the extent of the relationship between Franchising arrangements and Marketing performance of Textile distributors in South-East, Nigeria. It was found that:

1.
There is a strong and positive relationship between master franchising and market share of textile distributors in South-east, Nigeria.

2.
There is a moderate and positive relationship between master franchising customer satisfaction of textile in South-east, Nigeria.

3.
There is a strong and positive relationship between business format franchising and Market share of textile distributors in South-East Nigeria.

4.
There is a strong and significant relationship between business format and customer satisfaction of textile distributors in South-East, Nigeria.

5.
There is a strong and positive relationship between product distribution franchising and market share on fabrics materials distributors in South-East, Nigeria.

6. 
There is a very strong and positive relationship between product distribution franchising and customer satisfaction on fabrics distributors in South-East, Nigeria.

7. 
There is a very strong and positive relationship between multiple unit franchising and market share in South-East, Nigeria.

8.
There is a positive and significant relationship between multiple unit franchising and customer satisfaction in South-East, Nigeria.

9.
There is a strong and positive moderating effect on the relationship between government policy, franchising arrangements and marketing performance of Textile distributors in South-East, Nigeria. Please see the summary in the table below:
Table 4.2.2:  Summary of findings, significance level and decision

	Hypotheses 
	Correlation ®
	Degree of freedom
	Significant 
	Decision 

	1
	.366
	0.01
	Yes
	Reject

	2
	.591
	0.01
	Yes
	Reject

	3
	.471
	0.01
	Yes
	Reject

	4
	.431
	0.01
	Yes
	Reject

	5
	.516
	0.01
	Yes
	Reject

	6
	.766
	0.01
	Yes
	Reject

	7
	.866
	0.01
	Yes
	Reject

	8
	.717
	0.01
	Yes
	Reject

	9
	.333
	0.01
	Yes
	Reject


4.4
Discussion of Findings

Recall that the aim of the study was to measure the interconnection between Franchising arrangements and marketing performance. Based on the analyses conducted earlier certain results were derived which formed the foundation for our discussions in line with existing body of literature. It also showed how Franchising arrangements associates with marketing performance of textile distributors in South/East, Nigeria. In the findings, we also stated how Government policy moderates the relationship between Franchising arrangements and marketing performance.
 Hypothesis one: The finding of the test of hypothesis one which state that there is no significant relationship between Master Franchising and Customer satisfaction, shows a significant relationship which opposed the hypothesis earlier stated. This is shown in the positive correlation of 0.366. The positive significant outcome is because every rational being need little freedom to operate in order to bring out the entrepreneurship in him. This finding corroborates with the findings of Altinay et al., (2014). They asserted that promoting corporative environment is a necessity among the entrepreneurs.

Hypothesis two: The findings in Hypothesis two which states that there is no significant relationship between Master franchising and market share shows a significant relationship which opposed the hypothesis stated. This is shown in the positive correlation of 0.591. The reason for the positive outcome is because the franchisee who duplicate the products gain more markets by covering more areas with that same product. This corroborates with the findings of Zwisler and Willman, (2010) which says “many franchisors will rather deal with companies already established than engaging new ones”
Hypothesis three: The findings of the test of hypothesis three which state that there is no significant relationship between Business format franchising and Customer satisfaction, shows a significant relationship which opposed the hypothesis stated. This is shown in the positive correlation of 0.418. The reason for the significant positive outcome is as a result of the assistant the franchisee received from the franchisor in terms of training and operating guidelines. This finding corroborates with the findings of Chiou, (2004) which says that assistance to service (training and operation guidelines) has always impacted in the intention of remaining franchise system. 

Hypothesis four: The findings of the test of hypothesis four which state that there is no significant relationship between Business format franchising and market share, shows a significant relationship which opposed the hypothesis earlier stated. This is shown in the positive correlation of 0.413. The reason for the positive outcome is because of the standard nature of the franchise system. This finding is in the line with the finding of Dandridge (1992) which states that system standardization and consistency are important for customers to be attracted and be retained. 

Hypothesis five: The finding of the test of hypothesis five which state that there is no significant relationship between product distribution franchising and customer satisfaction, shown a significant relationship which opposed the hypothesis earlier stated. This is shown in the positive correlation of 0.516. The reason for the positive relationship is managerial competence and low risk. This finding corroborates with the findings of the work of (Alpeza, Peric and Soltic) 2012 and the work of in Bulgubasic and Boric, (2014).

Hypothesis six: The finding of the test of hypothesis six which state that there is no significant relationship between product distribution franchising and market share, shows a significant relationship which opposed the hypothesis stated. This is shown in the positive correlation of 0.766. The positive and significant relationship that the result shows indicate that the application of this type of arrangements reduces stress, create awareness for the brand with minimal cost at the same time covers more territories. This finding supported the finding of Mathews et al. (2011). His findings emphasize the importance of recruiting qualified franchisees that are able to execute the pre-designed business model. The finding also supports the findings of Ni and Alon (2010).

Hypothesis seven: The findings of the test of hypothesis seven which state that there is no significant relationship between Multiple unit franchising and Customer satisfaction, shows a significant relationship which opposed the hypothesis earlier stated. This is shown in the positive correlation of 0.866. The reason for the positive outcome is as a result of trust that exist among the franchise operators which improves performance and reduce transactional costs and increase transactional value as a result of information sharing. This finding agrees with the findings of Dant (2011), Gorovaia and Windsperger, (2013). He is of the opinion that most franchisors, in their expansion system, use more franchising to internationalize, the finding also supports the finding of Hussain and Schrom, (2017) which says that of the multi-unit type franchising will reduce litigation and terminations of the system. 
Hypothesis eight: The finding of the test of hypothesis eight which state that there is no significant relationship between Multiple unit franchising and market share, shows a significant relationship which opposed the hypothesis earlier stated. This is shown in the positive correlation of 0.717. The reason is because franchising allows firms to grow quickly, achieve economic of scale and improve survival rate. This finding is in the line with the finding of Oni et al, (2014). He stated that franchising success is hinged on established brand. This familiarity reduces the level of failure in business. The findings also support the study of Griessmair, Hossain and Windsperger (2014). 

Hypothesis nine:  The finding of the test of hypothesis nine which states government policy does not significantly moderate the relationship between franchising and marketing performance shows positive and significant relationship which opposed the earlier stated hypothesis. This is shown in the positive correlation of .333. The reason is based on the fact that policy that is implementable and is consistent increases industrial performance. This finding is in agreement with the findings of Agboola et al., (2018). They concluded that the relationship between policy consistency and industrial growth is easily identifiable; where there are consistent policy guidelines, industries can plan production and enhance efficiency. The finding also conforms with that of (Aremu, (2015), Bello (2015) and Mankinde, (2005).

CHAPTER 5

SUMMARY, CONCLUSION, RECOMMENDATIONS AND CONTRIBUTION TO SCHOLARSHIP

5.1 
Summary

In the chapter one of this work, we looked at the background to the study. Some of the key items discussed in this chapter is the global reasons for accepting franchising as an alternative to conventional new venture development, sustenance and expansion, opportunities in franchising especially in the area of textiles in Nigeria, criteria for franchising and its influence in marketing performance on Textile distributors in South-east, Nigeria. Similarly, a conceptual framework showing the predictor variable and its dimensions, criterion variable and its measures Government policy as a moderating variable for the study was also indicated. In-like manner the reason for the reason for the research work (statement of the problem) was indicated, the purpose of the study, research questions and the hypothesis were drowned, the significant of the study, operational definition of terms were also stated.

The chapter two of this study discussed the concept of franchising and its dimensions, the concept of marketing performance and its measures. Equally, the dimensions and the measures were operationalized to know the relationship that exist between them. The theories that the work was anchored on were identified and the reasons for using them as reference theories were stated. Empirical reviews and gap in literature were given.

Chapter three, the chapter three of this work discussed the methods and the procedures used in conducting the research. It focused on the research design, population of the study, sample size, sources of data instrumentation, validity of the instrument, reliability of the instruments and the method of data analysis.
Chapter four, the chapter four discussed about the data presentation, the tables of analysis showing the frequency, mean and the median of the work. The degree of the relationship that exist between the variables were identified and the reasons to reject the null hypothesis and accept the alternate hypothesis were also indicated.

Chapter five, this chapter summarizes the entire work, conclusion was drown from the results of the analysis, the managerial implication for the study, recommendations and contribution to knowledge were also stated. Heuristic model showing the contribution to knowledge were shown and finally suggestion for further studies were also stated.

5.2 
Conclusion

 The research conducted revealed that individuals or firms choose the franchising type base on what they want. The choice of entrepreneurs to partner with fellow business owners through franchising is because the model enables the entrepreneurs to share risk and profit associated with marketing activities. Therefore, the work concluded that franchising arrangement increases marketing performance of textile distributors in South-East, Nigeria and the model should be encouraged by government through policy implementation. 
Similarly,due to the influence of globalization in marketing environment, transaction cost and resource constraints that confront both existing and intending entrepreneurs and the implication in the business environment, it becomes necessary for organizations to key into prevailing business model in order to stand the test of time. 
Theoretical implication of the study

The theoretical implication of this study is that it has provided an actionable path for entrepreneurs in textile sector. The study will also add to existing knowledge and assist those undertaking research in the area of study. intending operators in franchise on how to achieve greater success for both the franchisor and the franchisee. The use of franchising arrangements works in a brand that is acceptable and the franchise chain that is sustained through managerial competence and good relationship. Similarly, since the business is all about cloning a pattern, the management should develop a business model that is competitive enough to attract franchise investors
Practical implication of the study 
This study developed a framework for franchising arrangements which comprises of master franchising, business format franchising, product distribution franchising and multiple unit franchising, indicating the importance of each of the arrangements, giving operators or intending entrepreneurs the insight on which of the arrangements to venture into with minimal risk. Equally, this work reinforces the establishment of Transaction Cost Theory (TCT) which says that franchising through centralized, unified and professional management can reduce the cost of running the business and Resource Scarcity Theory (RST). Similarly, this study introduced the application of these theories among the textile distributors in South-East, Nigeria. The study also revealed the importance of good relationship in the sustenance of franchise chain. 
5.3
Recommendations 
Based on the findings and conclusion of the study, the following recommendations are made:

1.
The investigation revealed that customer satisfaction motivates the use of multiple unit franchising, this is indicated in the result that shows a very strong relationship (.866). This indicate that if the customers are satisfied with level of corporation that exist in the franchise chain it will go a long way to sustain the chain. operators in the fabrics industry in South-east.

2.
The result also indicated that Multiple unit increases market share, this is because it reduces stress on the part of the franchisor and give the franchisee the free hand to operate. The entrepreneur should develop the system of trust that will enable the franchisee to establish more units in order to reduce stress and agency cost. When the source of supply is consistent in its product quality, it encourages franchise arrangements

3. 
Product distribution and market share shows a very strong relationship; the implication is that it creates awareness with minimal cost at the same time covers more territory. Franchisors should ensure that their distribution channel is consistent with the brand they supply, a brand name that consumers will develop confidence because of its durability encourages franchise arrangements

4. 
The result revealed that master franchising increases market share: This is as a result of low risk and shared Managerial competence; the operators should engage in master franchising because the burden is not on one person alone rather it is shared. If the franchisor has the technical know-how that adapts to changing environment, promotes franchising arrangements

5.  
Government policy shows a positive moderating effect on the  relationship between franchising and marketing performance, the implication is that government should promulgate policies that are favourable and consistence which increases industrial growth.  

5.4
Contributions to Scholarship 
This study has contributed to the existing body of knowledge by providing empirical evidence on how franchising arrangements can help existing and intending entrepreneurs to start or remain in business. A careful observation shows that most work on franchising was focused on the reasons why entrepreneurs choose franchising as an alternative to starting business, as a means for business growth. Similarly, most of the scholars are from developed countries while few are from Nigeria. Empirical studies that examined the relationship between franchising arrangements and marketing performance of textile distributors in South-East, Nigeria is lacking. Hence, this study has contributed to the existing body of knowledge by providing empirical evidence on how franchising arrangements can help improve the marketing performance of textile distributors in South-East, Nigeria.

This study has also contributed to the existing knowledge by providing empirical evidence on the relationship that exist between the variables that was tested. This has equally thrown more light into the dynamics of franchising arrangements in textile sector and how channel relationships enhance its operation. Reflection of the literature review showed that the study has four dimensions (master franchising, multiple unit, business format and product distribution franchising) on the predictor variable while the criterion variable has two measures (customer satisfaction and market share). Available literature shows that much attention was not given to textile distributors like in oil and gas industry, restaurants, fast food, transportation services, hotels etc. Hence this study has contributed to the body of knowledge by providing statistical and empirical evidence on how franchising arrangements can help marketing performance of textile distributors.

Here the researcher presents the Heuristic theoretical model which may be a modification on the earlier operational framework based on the results obtained in the study.  According to Ahiazu & Asawo (2016), the heuristic model summarizes what has been discovered in the study or what problems have been solved by the study. The figure below shows the Heuristic model for the study.  
5.4.1
Heuristic Model 





  



 

KEY:



Fig 5.1: Heuristic model of Franchising arrangements and marketing performance of a textile distributors in Sout- East, Nigeria.

Key:



Indicates; moderate relationship  

Note: The lines show relationships that exist between the variables.

From the above drawing, we observed that the relationship between master franchising and customer satisfaction shows very strong and positive relationship, master franchising and market square has a very strong and positive relationship, product distribution and market share has a strong and positive relationship, product distribution franchising and customer satisfaction has a moderate relationship, master franchising and market share, business format franchising has a moderate relationship, business format franchising, customer satisfaction, while master franchising and customer satisfaction has a low relationship. 
From the heuristic model above the researcher contribution to knowledge is shown in high correlation which is represented by the very thick line. It showed that multiple unit franchising increases customer satisfaction.

5.5
Limitations of the study 

This study was faced with the challenges of lack of compliance by respondents’ resistance to giving relevance information and delay in returning the completed questionnaires. The study covers the South-East region of Nigeria which is capable of limiting the generality of the findings. Similarly, the research method adopted may also limit the findings. Based on the limitations mentioned, the study recommend that further research should cover other part of the textile sector like shops and super-stores in South-East, Nigeria using other dimensions as trade name franchising, single unit franchising etc.

5.6 Areas for Further Research
This study considered franchising arrangements in the major markets in South-East, which are mainly traders in the open market, I suggest that further research should be carried out in shops located in the cities like Port Harcourt and Bayelsa states respective to know if it will give the same or different result. The dimensions of franchising arrangements were not exhausted by my study; other dimensions like trade name, single unit franchising should be considered in further research. 
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APPENDICES

APPENDIX A: Introductory letter
Department of marketing

School of post graduate studies

Ignatius Ajuru University of Education

Port Harcourt, Rivers state

January 27th, 2020

Dear Respondent,

Request to respond to questionnaire

I am a post graduate student of the above named institution, researching on “Franchise arrangements and Marketing performance of Textile products (fabrics) in South-east, Nigeria” This research is conducted in partial fulfilment of the requirements for the award of Doctor of Philosophy (Ph.D) in marketing. The questions are mainly designed for academic purposes as such all information provided would be treated confidentially. Thanks

Yours faithfully,

Amachree, Gladys

Appendix B: Questionnaire
Section A

Demographic Data

1.
Name of business………………………………………………

2.
Sex:

a) Male


b)  Female


3. 
Academic qualification

a)  HND


b) WASC 

c) O’level

4. 
Age

a) 21-30


b) 41-50

5. 
Number of years in fabrics business

a) 5-9

b) 10-14

c) 20 and a

6.  
Do you have knowledge of franchising?
a) Yes 


b) No



Section B

Instruction: Please tick () where applicable to you

Response Key: Strongly Agree
(SA)

Agree




(A)

Disagree



(D)

Strongly disagree


(SD)

4.6
Master franchising

	S/NO
	
	SA
	A
	D
	SD

	
	
	
	
	
	

	1.
	Our interest is always protected by the franchisor
	
	
	
	

	2.
	We enjoy the privilege of technical know-how from the franchisor 
	
	
	
	

	3.
	The franchisor gives management support to us
	
	
	
	

	4.
	We receive financial support from the franchisors
	
	
	
	

	5.
	We have minimal risk in managing our franchisors standard
	
	
	
	

	Business Format franchising

	6.
	Our standard is in conformity with our franchisor’s lay-down rules
	
	
	
	

	7.
	We are given technical support by our franchisors
	
	
	
	

	8.
	We operate according to contract design
	
	
	
	

	9.
	We consider the age of the firm before choosing franchising type`
	
	
	
	

	10.
	We enjoy quality management skill
	
	
	
	

	Product Distribution franchising

	11.
	I consider the  trade name before choosing franchise partnership
	
	
	
	

	12.
	Franchisors brand is a key factor that I considered
	
	
	
	

	13.
	Image of the firm is an important factor for me
	
	
	
	

	14.
	I consider the store layout before engaging in franchising
	
	
	
	

	15.
	Uniform service delivery is important aspect for me
	
	
	
	

	Multiple unit franchise

	16.
	Opening more units help our sales growth
	
	
	
	

	17.
	The existence of more units enhances our uniformity
	
	
	
	

	18.
	Multiple unit reduces agency cost
	
	
	
	

	19.
	Multiple units promotes chain expansion
	
	
	
	

	20.
	Multiple unit reduces litigation
	
	
	
	


Measures of marketing performance

	
	Customer satisfaction
	
	
	
	

	21
	I leverage on franchisors good relationship
	
	
	
	

	22.
	Continues training support from the franchisor sustains the chain
	
	
	
	

	23.
	Contact with the franchisor promotes knowledge sharing
	
	
	
	

	24.
	Knowledge sharing serves as a competitive advantage
	
	
	
	


Market share

	25.
	The use of franchisors brand name promotes market share
	
	
	
	

	26.
	My franchisors product quality enhances market share
	
	
	
	

	27.
	Local support increases market share
	
	
	
	

	28.
	Superior brand increases market share
	
	
	
	


Government policy implementation

	29.
	Favourable government policy encourages industrial sustainability
	
	
	
	

	30.
	Policies that are consistent and implementable promotes industrial global competitiveness
	
	
	
	


APPENDIX C


	S/NO
	STATES
	DISTRIBUTORS NAMES
	LOCATIONS
	S/NO
	STATES
	DISTRIBUTORS NAMES
	LOCATIONS

	
	ABIA STATE
	
	ARIARIA INTERNATIONAL MARKET
	
	ANAMBRA
	
	ONITSHA INTERNATIONAL MARKET

	1. 
	
	Integrated fibres limited, 5.1 Ariaria International market , Aba
	
	1
	
	Ugobest ventures
	

	2. 
	
	Chris International fabric , a. line, Aba
	
	2
	
	Jude aka God fabrics
	

	3. 
	
	Logos textiles, Aba
	
	3
	
	Jideofor Lagos fabrics
	

	4. 
	
	Saviours -will textiles stores, Aba
	
	4
	
	Pactac ventures
	

	5. 
	
	CYC Ankra ventures, Ariaria#
	
	5
	
	Mekz global ventures
	

	6. 
	
	Longolden ventures
	
	6
	
	Sil fabrics
	

	7. 
	
	Heryad George enterprises
	
	7
	
	Gogo ventures
	

	8. 
	
	Emeka textile productslimited, Ariaria, Aba
	
	8
	
	Rogers venture
	

	9. 
	
	Umunne ventures
	
	9
	
	A.G. ventures
	

	10. 
	
	Chibest clothings limited
	
	10
	
	Canaanland ventures
	

	11. 
	
	Maduka AB textile stores
	
	11
	
	Chimamanda textile 
	

	12. 
	
	1.Chrisbella craft,Onitsha south
	
	12
	
	David and sons ventures
	

	13. 
	
	Ify fashion galler
	
	13
	
	Destiny fabrics
	

	14. 
	
	 J.o.n. Nig ltd
	
	14
	
	Elizabeth’s fabric palace
	

	15. 
	
	Kenneth things
	
	15
	
	Dee’s Fabric
	

	16. 
	
	 Alex Ogidi ventures
	
	16
	
	Ernesto fabrics
	

	17. 
	
	Charlisgab Cardinal link printing
	
	17
	
	Zee ventures
	

	18. 
	
	Pa Harrison & sons ventures
	
	18
	
	Chisom fabric enterprise
	

	19. 
	
	 Hand I Garments
	
	19
	
	Somzee fabric
	

	20. 
	
	 Ozen Garments tailoring company ltd
	
	20
	
	Twoside fabrics
	

	21. 
	
	 iffz ventures 
	
	21
	
	Drake turn ventures
	

	22. 
	
	Nnaamaka Garments and accessories ltd
	
	22
	
	Offset ventures
	

	23. 
	
	Chibe crafts
	
	23
	
	Nicki ventures
	

	24. 
	
	Nwabeke fabrics
	
	24
	
	Cardi fabrics
	

	25. 
	
	Lagos connection cottons
	
	25
	
	Giant fabrics
	

	26. 
	
	All season fabric,s ltd
	
	26
	
	Dove fabrics
	

	27. 
	
	 Sir pee ventures
	
	27
	
	Elite ventures
	

	28. 
	
	 Acho gold cloths
	
	28
	
	Tooshay fabrics
	

	29. 
	
	 Blessed Ani clothings
	
	29
	
	Bobi ventures
	

	30. 
	
	 Ezinna fabrics
	
	30
	
	Elizshay ventures
	

	31. 
	
	 Trust God collections Ezeani, and sons ltd
	
	31
	
	Henry’s fabrics
	

	32. 
	
	Akudo London fabrics
	
	32
	
	Soso’s fabric palace
	

	33. 
	
	Ezeudo,21. Italian clothings
	
	33
	
	Uchenna’s fabric
	

	34. 
	
	.Ogedi  fabrics
	
	34
	
	Nonso ventures
	

	35. 
	
	Godey ventures
	
	35
	
	Oliver ventures
	

	36. 
	
	Blessed chris and sons
	
	36
	
	Twin fabrics
	

	37. 
	
	One in town fabrics
	
	37
	
	Tower ventures
	

	38. 
	
	Ochonma clothings
	
	38
	
	David ventures
	

	39. 
	
	Onestop Ankara fabrics shop
	
	39
	
	Iyke fabrics
	

	40. 
	
	Twins ventures
	
	40
	
	Logos ventures
	

	41. 
	
	Hallilujah fabrics
	
	41
	
	Kenneth fabrics
	

	42. 
	
	Adaez fabrics
	
	42
	
	Awara fabrics place
	

	43. 
	
	Tully biz ltd
	
	43
	
	Effiong ventures
	

	44. 
	
	 Nnenna London fabrics
	
	44
	
	Greg fabrics
	

	45. 
	
	 Asotex fabrics venture
	
	45
	
	Georgey ventures
	

	46. 
	
	 Udeaja fabics 
	
	46
	
	Yomi ventures
	

	47. 
	
	All in one shop
	
	47
	
	Esther’s fabric
	

	48. 
	
	 Ajule ventures
	
	48
	
	Onuoha ventures
	

	49. 
	
	Udeagu fabrics
	
	49
	
	Agada ventures
	

	50. 
	
	Faithful God fabrics
	
	50
	
	TimB venture
	

	51. 
	
	Whoknows fabrics
	
	51
	
	Okaka fabrics
	

	52. 
	
	Mully ventures
	
	52
	
	Olaka ventures 
	

	53. 
	
	 July one stop Ankara shop
	
	53
	
	Dan fabrics
	

	54. 
	
	Obiako fabrics
	
	54
	
	Chioma fabrics
	

	55. 
	
	Ikedi fabrics
	
	55
	
	Justin ventures
	

	56. 
	
	Adaobi fabrics
	
	56
	
	     Homa ventures
	

	57. 
	
	 Ezibest ventures
	
	57
	
	Iwobi fabrics
	

	58. 
	
	Chijo ventures
	
	58
	
	Kelechi fabrics
	

	59. 
	
	Oby fabrics
	
	59
	
	Goodness ventures
	

	60. 
	
	 Kemz fabrics
	
	60
	
	Harvest fabrics
	

	61. 
	
	Tule biz
	
	61
	
	Godsave ventures
	

	62. 
	
	 Emekzy fabrics
	
	62
	
	Chiboy fabrics
	

	63. 
	
	IJ textiles
	
	63
	
	Oroma’s fabric distr.
	

	64. 
	
	Chituo brothers ventures
	
	64
	
	Daily fabrics
	

	65. 
	
	Hillary K Ventures
	
	65
	
	Goodness ventures
	

	66. 
	
	Dady B Textles
	
	66
	
	Olu fabrics
	

	67. 
	
	Millstone fabrics
	
	S/NO
	STATES
	DISTRIBUTORS NAMES
	LOCATIONS

	68. 
	
	Egha interbiz
	
	
	EBONNY
	
	EKE-IMEOHA INTERNATIONAL MARKET

	69. 
	
	Kelechi Nwa God textiles
	
	1
	
	Chuks fabrics
	

	70. 
	
	Obi Lagos fabrics stores
	
	2
	
	Kanonye fabrics
	

	71. 
	
	Maduka one stop fabrics shop
	
	3
	
	Emeka ventures
	

	72. 
	
	Roseth fabrics
	
	4
	
	Bros ventures
	

	73. 
	
	Golden fabric
	
	5
	
	Getchy ventures
	

	74. 
	
	Odon textile shops
	
	6
	
	Couture ventures
	

	75. 
	
	Oge shops 
	
	7
	
	Kinglion ventures
	

	76. 
	
	Lele woden shop
	
	8
	
	Works fabrics
	

	77. 
	
	Ulor akwa lagos 
	
	9
	
	Makmur fabrics
	

	78. 
	
	Oekebros International
	
	10
	
	Quick fabrics
	

	79. 
	
	Jeo ventures
	
	11
	
	Szech fabrics
	

	80. 
	
	Johnson Textiles
	
	12
	
	Sconda ventures
	

	81. 
	
	Job Ventures
	
	13
	
	Silver fabrics
	

	82. 
	
	Jackson Textile
	
	14
	
	Chris fabrics
	

	83. 
	
	Udoka Ventures
	
	15
	
	Abani ventures
	

	84. 
	
	Emma Textiles
	
	16
	
	Gold fabric
	

	85. 
	
	Jonny Textile Shops
	
	17
	
	Anyim ventures
	

	86. 
	
	Aniekan Ventures
	
	18
	
	pius ventures
	

	87. 
	
	Nsikan Textiles
	
	19
	
	Debbie fabrics
	

	88. 
	
	Maxwell Ventures
	
	20
	
	Collins fabrics
	

	89. 
	
	Tom Textile Shop
	
	21
	
	Andy ventures
	

	90. 
	
	Iniobong Textiles
	
	22
	
	Chukwu ventures 
	

	91. 
	
	Darlington Ventures
	
	23
	
	Onye ventures
	

	92. 
	
	Everyday Ventures
	
	24
	
	Buchi fabrics
	

	93. 
	
	Favours Textiles
	
	25
	
	Egwu ventures
	

	94. 
	
	Divine Favour Ventures Shop
	
	26
	
	Sam ventures
	

	95. 
	
	Jonas Textiles 
	
	27
	
	Pricillia ventures
	

	96. 
	
	Sam Ventures
	
	28
	
	Ekwere fabrics
	

	97. 
	
	Papayoyo Textile 
	
	29
	
	Eleje fabrics ltd.
	

	98. 
	
	Mercy Jonhson Venture
	
	30
	
	Martin venture
	

	99. 
	
	Williams Textiles
	
	31
	
	Elechi fabrics
	

	100. 
	
	Ogbonna Ventures
	
	32
	
	Amadi ventures
	

	S/NO
	STATES
	DISTRIBUTORS NAMES
	LOCATION
	33
	
	Akanu ventures
	

	
	ENUGU
	
	
	34
	
	Ibiam ventures
	

	
	
	
	
	35
	
	Ojukwu ventures
	

	1
	
	Chibest clothings limited
	
	36
	
	Chuks ventures
	

	2
	
	onestop Ankara fabrics shop
	
	37
	
	Emeka ventures
	

	3
	
	Oby fabrics
	
	38
	
	Eastern ventures
	

	4
	
	Hand fabrics
	
	39
	
	Regional fabrics
	

	5
	
	Izzy fabrics
	
	40
	
	Ngele ventures
	

	6
	
	Ozil fabrics
	
	41
	
	Sylva ventures
	

	7
	
	Kenn’s ventures
	
	42
	
	Senator fabrics
	

	8
	
	Pee’s ventures
	
	43
	
	Nwali venture
	

	9
	
	Chile’s fabrics
	
	44
	
	Ngwuta fabrics
	

	10
	
	Amina’s fabric
	
	45
	
	Igwe fabrics
	

	11
	
	Ijeoma ventures
	
	46
	
	Aja ventures
	

	12
	
	Iyawo’s fabric
	
	47
	
	Paulinus and sons fabrics
	

	13
	
	Samuel fabrics
	
	48
	
	Okorie ventures
	

	14
	
	Azu ventures
	
	49
	
	Angela fabrics
	

	15
	
	Chibyke ventures
	
	50
	
	Onu ventures
	

	16
	
	Chibuike ventures
	
	51
	
	Ogbo ventures 
	

	17
	
	Tule ventures
	
	52
	
	Anya ventures
	

	18
	
	Emeka ventures
	
	53
	
	Jo’s fabrics
	

	19
	
	Ij fabrics
	
	54
	
	Ogba fabrics
	

	20
	
	Chinwe fabrics
	
	55
	
	Lizzy fabrics
	

	21
	
	Chisom fabrics
	
	56
	
	Baga ventures
	

	22
	
	Moko fabrics
	
	57
	
	Ogbu fabrics
	

	23
	
	Conference fabrics
	
	58
	
	Gozie fabrics
	

	24
	
	Mofenac fabrics
	
	59
	
	John fabrics
	

	25
	
	Eze ventures
	
	60
	
	Nnachi ventures
	

	26
	
	Skin fabrics
	
	61
	
	Frank ventures
	

	27
	
	Uchendu ventures
	
	62
	
	Sonnifabrics
	

	28
	
	Temple ventures
	
	63
	
	Niame fabrics
	

	29
	
	Saturday’s fabric
	
	64
	
	Francis ventures
	

	30
	
	Mirian ventures
	
	65
	
	Otunta ventures
	

	31
	
	Palace fabrics
	
	66
	
	Ogbonna ventures
	

	32
	
	Lilac fabrics
	
	67
	
	Cynthia fabrics 
	

	33
	
	Abacha fabrics
	
	68
	
	Ankara fabrics
	

	34
	
	Obi fabrics
	
	69
	
	Julius ventures
	

	35
	
	Princess fabrics
	
	70
	
	Vincent fabrics
	

	36
	
	Rowland fabrics
	
	71
	
	Obasi ventures
	

	37
	
	Honor ventures
	
	72
	
	Usulor fabrics
	

	38
	
	Queen ventures
	
	73
	
	Anyi fabrics
	

	39
	
	Ejekwu ventures
	
	74
	
	Umahi ventures
	

	40
	
	Akpor fabrics
	
	75
	
	Ucha ventures
	

	41
	
	Loveth ventures
	
	76
	
	Chii ventures
	

	42
	
	Gbenga ventures
	
	S/N
	STATE
	DISTRIBUTORS NAME
	LOCATIONS

	43
	
	Akinbo ventures
	
	
	IMO STATE
	
	IMO INTERNATIONAL MARKET,OWERRI

	44
	
	Kingdom ventures
	
	1
	
	Lumena fabrics
	

	45
	
	Reigning fabrics
	
	2
	
	Mundus fabrics
	

	46
	
	Kings fabrics
	
	3
	
	Inno ventures
	

	47
	
	Queens ventures
	
	4
	
	Grace ventures
	

	48
	
	Gospel fabrics
	
	5
	
	Scott fabrics
	

	49
	
	Salvae ventures
	
	6
	
	Timo ventures
	

	50
	
	Cheta ventures
	
	7
	
	Werner fabrics
	

	51
	
	Obi ventures
	
	8
	
	Fosu fabrics
	

	52
	
	Dike ventures
	
	9
	
	Mensah ventures
	

	53
	
	Pere fabrics
	
	10
	
	Eric ventures
	

	54
	
	Sani fabrics
	
	11
	
	Bailly fabrics
	

	55
	
	Solo ventures
	
	12
	
	Harry ventures
	

	56
	
	Rae ventures
	
	13
	
	Mag. Ventures
	

	57
	
	Dee fabrics
	
	14
	
	Luke ventures
	

	58
	
	Made fabrics
	
	15
	
	Shaw ventures
	

	59
	
	Annie fabrics
	
	16
	
	David ventures
	

	60
	
	Bukky fabric
	
	17
	
	Gea fabrics
	

	61
	
	Bobo fabrics
	
	18
	
	Gift fabrics
	

	62
	
	Blessed venturez
	
	19
	
	Mac fabrics
	

	63
	
	Sunny ventures
	
	20
	
	Maxi ventures
	

	64
	
	Tacha fabrics
	
	21
	
	Fred fabrics
	

	65
	
	Riskiti ventures
	
	22
	
	Daniel ventures
	

	66
	
	Whyce venture
	
	23
	
	Jumbo ventures
	

	67
	
	Chijio fabrics
	
	24
	
	Runor fabrics
	

	68
	
	Glad ventures
	
	25
	
	Highness ventures
	

	69
	
	Theo ventures
	
	26
	
	Maroon ventures
	

	70
	
	Union fabrics
	
	27
	
	Obua ventures
	

	71
	
	Chibest clothings limited
	
	28
	
	Jona ventures
	

	72
	
	onestop Ankara fabrics shop
	
	29
	
	James ventures
	

	73
	
	Oby fabrics
	
	30
	
	Marcus fabrics
	

	74
	
	Hand fabrics
	
	31
	
	Rash fabrics
	

	75
	
	Izzy fabrics
	
	32
	
	Heed ventures
	

	76
	
	Ozil fabrics
	
	33
	
	Martial ventures
	

	
	
	
	
	34
	
	Anthony fabrics
	

	
	
	
	
	35
	
	Paul ventures
	

	
	
	
	
	36
	
	Labile fabrics
	

	
	
	
	
	37
	
	Santos ventures
	

	
	
	
	
	38
	
	Lacarona fabrics
	

	
	
	
	
	39
	
	Zcord fabrics
	

	
	
	
	
	40
	
	Power ventures
	

	
	
	
	
	41
	
	Patrick fabrics
	

	
	
	
	
	42
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