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Abstract 
There are several strategies aiming for market expansion which firms can 
consider to implement strategies, which are the most suitable for their internal 
and external environment. 
The ready-mixed concrete franchise business in Thailand is business format 
franchise which Hoffman and Prebles (1993) explained the business format 
franchise that franchisees replicate in their local community an entire business 
concept, including product or service, trade name and methods of operation and 
Rubin (1978) stated that business format franchise controls by the franchisor 
may extend over products sold, price, hours of operation, condition of the plant, 
inventory, insurance, personnel and accounting and auditing. In driving 
franchise network competitiveness, there are two keys factors namely Franchisee 
Perceived Benefits and Franchisor Assistances were identified. The Franchisee 
Perceived Benefits consist of sales force enhancement, sales referral and tolling, 
asset networking, access to government projects, access to national and 
international contractors while Franchisor Assistances consist of commercial 
assistances, technical assistances, supplier relations and consultation 
assistances. 
Findings of key factors supporting the franchise network competitiveness and 
with the use of Structuring Equation Modeling (SEM) can explain the 
influence of the factors to the non-retail franchising business model. The result 
from the study can be applied to other non-retail businesses and also can be 
developed for further study in other non-retail franchise businesses. 
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INTRODUCTION 

There are several strategies aiming for market expansion which firms can consider to implement 
strategies, which are the most suitable for their internal and external environment. Saleh and Kleiner 
(2005) said that franchising is one of the most popular and successful strategies for business to enter new 
market and expand operations which there are several academic papers supporting Saleh and Kleiner 
statement such as “The internationalization of retailing: Factors influencing the choice of franchising as a  
market entry strategy” (Doherty 2007) and “Retail Franchising as a Growth Strategy for the 1990s” 
(Sanghavi, 1991). Though many papers are studied on the franchising business, there are limited 
academic papers studied of the success and failure factors for non-retail franchise business comparing to 
retail franchise business. The lesson learned from ready-mixed concrete franchise business model in 
Thailand is chosen to be the case study because ready-mixed concrete business special characteristic 
along the supply chain from upstream to downstream can be determined as a non-retail franchise 
business (Tommelein and Li, 1999). The ready-mixed concrete franchise business in Thailand is business 
format franchise which Hoffman and Prebles (1993) explained the business format franchise that 
franchisees replicate in their local community an entire business concept, including product or service, 
trade name and methods of operation and Rubin (1978) stated that business format franchise controls by 
the franchisor may extend over products sold, price, hours of operation, condition of the plant, inventory, 
insurance, personnel and accounting and auditing. In driving franchise network competitiveness, there 
are two keys factors namely Franchisee Perceived Benefits and Franchisor Assistances were identified. 
The Franchisee Perceived Benefits consist of sales force enhancement, sales referral and tolling, asset 
networking, access to government projects, access to national and international contractors while 
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Franchisor Assistances consist of commercial assistances, technical assistances, supplier relations and 
consultation assistances. 
Ready-mixed concrete industry situation in Thailand is oversupply and fragmented with number of 
small ready-mixed concrete producers locating all over Thailand. Department of Industrial Work of 
Thailand’s Ministry of Industry reports more than 1,000 ready-mixed plants in Thailand. Ready-mixed 
concrete producers in Thailand can be categorized into two groups. Those in the first group are owned by 
the cement producing companies through vertical integration. Those in the second group are the 
independent ready-mixed concrete players who buy cement raw material from the cement producers and 
process ready-mixed concrete for sale in the local markets. Large numbers of small independent ready-
mixed concrete players lead to the high competition in ready-mixed concrete market from 2 major 
conditions; oversupply market and high market fragmentation. So, while cement producers strive to 
expand their market share, market consolidation is another key strategy to be aware of aiming to reduce 
the level of market competition. Franchising business model can answer both strategies so the first ready-
mixed concrete franchising has been developed by the ready-mixed concrete market leader, CPAC, in the 
year 2000. CPAC number of franchisees is growing to reach 130-140 franchisees in 2010. The second 
ready-mixed concrete franchise is INSEE Concrete who is the second player in ready-mixed concrete 
market. INSEE Concrete started ready-mixed concrete franchise business in 2006 to securing the cement 
channel and aiming for rapid ready-mixed concrete market share expansion with low capital investment. 
Number of INSEE ready-mixed concrete franchisee was reached 60 franchisees in 2010. CPAC and INSEE 
Concrete are successfully growing ready-mixed concrete franchise business proving from increasing 
number of ready-mixed concrete franchisees and market share. As a key strategy, ready-mixed concrete 
franchise business can help expanding market share in ready-mixed concrete market, consolidating the 
ready-mixed concrete market and securing cement channel with lower capital investment and faster 
expansion comparing to own vertical integration. This paper is aiming to study the franchisee perceived 
benefits and franchisor assistances which are driving the non-retail franchising business competitiveness 
with the lesson learn of the ready-mixed concrete industry in Thailand.        
 
LITERATURE REVIEW 
Ready-mixed concrete is an important building material that is widely used today in the construction 
industry (Anson et al., 2002; Wang et al., 2001). From the study of Tommelein and Li (1999), it concludes 
the factors that effect to the ready-mixed concrete production system along the supply chain consisting of 
batching capacity, delivery capacity, demand fluctuation, accuracy in order quantity, contractor ordering 
and time of delivery, delivery cycle and location, placement size and total quantity ordered of a special 
mix. From these characteristics, ready-mixed concrete business can be defined as a non-retail business. 
The ready-mixed franchise business in Thailand is the business format franchise which Bruno (1984) said 
that the business format franchise  involves a franchisee who actually modifies, manufactures, or 
produces a product under a license or franchise agreement, normally within a designated market area. 
Several academic papers studied that being a competitive franchise network requires key supporting 
factors and franchisor assistances. Juste et.al. (2009) said about the franchisor assistances that once the 
chain established in the market, the key point for success is the distribution of the property rights, with 
the focus being to enhance franchising. Sorenson and Sorensen (2001) suggested the franchisor assistance 
is a key to the success of franchising business model that if the chain cannot usefully apply knowledge 
gained at one place to its other constituent units, it cannot spread learning costs across its multiple units 
Several factors have been studied as relating to the success and failure of a franchising business. They 
include outlet location decision maker (Fock, 2001), selection process (Vaishnav and Altinay, 2009), 
quality management (Monroy and Alzola, 2005), franchisor power (Dahlstorm and Nygaard, 1999), the 
franchisor/franchisee relationship (Clarkin and Swavely, 2003; Nethan, 1996) and communication 
(Anderson and Narus, 1990). Scott, Frazer and Weaven (2006) studied ‘Franchise Unit Success Factors’ 
and a few standout elements are; i) the connection between communication (relationship with 
franchisees) and satisfaction levels: this can be aligned the support requirements of franchisees with their 
experience level within the system’s industry, furthermore, franchisors need to be aware of franchisees’ 
expectations relating to the development of a ‘partnership’ as franchisee become more experienced within 



  Business Management Dynamics  
Vol.1, No.12, June 2012, pp.48-58 

   
©Society for Business and Management Dynamics 

the system. ii) proactive in the support of franchisee: the development of local marketing manual and 
appropriate training packages will assist in promoting entrepreneurial activities by franchisees which 
will improve the likelihood of franchise unit success thus benefiting the franchise as a whole.  Monroy 
and Alzola (2004) studied the transaction quality from the franchisee’s and franchisor’s perspective which 
the dimensions of transactional quality from the franchisee’s perspective refer to all areas of franchisor’s 
performance that the franchisee evaluates at the beginning of the business, even after every transaction. 
The proposed model identifies two dimensions which are contents (consist of training, support and 
information) and assistance (consists of supply, financial facilities, management assistance and 
accessibility). While from the franchisor’s point of view, the transactional quality in franchise networks 
implies an evaluation of the franchisee’s performance that contributes to a successful business outlet. The 
proposed model reflects two dimensions, namely formality (consists of business development, training 
attendance and payment accomplishment) and identity (consists of uniformity and transparency). 
From all the above academic paper, making a ready-mixed concrete franchise network being competitive, 
there are 2 major factors which are franchisee perceived benefits and franchisor assistances. 

Insert figure 1 here 
 
PERCEIVED BENEFITS AND FRANCHISOR ASSISTANCES SUPPORTING READY-MIXED 
CONCRETE FRANCHISE COMPETITIVENESS 

Ready-mixed concrete franchisee perceived benefit and assistances of ready-mixed concrete franchisor 
that enhances the competitiveness of the whole supply chain play the important roles in driving the 
competitiveness of the partnership among franchisor and franchisee and the success (sustainable) of the 
ready-mixed concrete franchise business model. The perceived benefits and franchisor assistances have 
been identified as shown in figure 1. 
Ready-mixed Concrete Franchisee Perceived Benefits that growing and sustaining the franchise 
network competitiveness are including  

 Sales referral/tolling such as gain higher sales volume from franchisor’s sales referral orders 
and/or tolling orders, etc. 

 Asset networking such as better price from pool purchasing, assess to 2nd hand franchisor’s 
machines, etc.  

 Access to government projects such as opportunity to access to government projects, opportunity 
to access to mega projects, etc.  

 Access to national & international contractors such as increasing in image, increasing in 
reputation, increasing in quality, etc. 
 

Ready-Mixed Concrete Franchisor Assistances that enhance the partners’ competitiveness are including  

 Commercial assistances such as commercial training, supply chain developing, business 
improvement coaching, etc. 

 Technical assistances such as technical knowledge transfer, quality improvement coaching, mix 
optimization know-how, etc. 

 Supplier Relations such as franchisee satisfaction level, value offering, customer relationship 
build-up, etc. 

 Consultation assistances such as ad-hoc on-site problem solving consultation, business solution 
consultation, technical solution consultation, etc. 

 
STUDY METHODOLOGY AND SAMPLE DESIGN 
Questionnaire design  
The questionnaire survey sought CPAC and INSEE Concrete franchisee opinions on the “Factors 
supporting non-retail franchise business”. A dual languages ten-page questionnaire, accompanied by a 
covering letter, was sent to the owner of the sample. The questionnaire was divided into seven sections 
which part 3 and 4 are exploring the franchisee perceived benefits and franchisor assistances supporting 
the competitiveness of the ready-mixed concrete franchise business respectively. The questions are 
grouped into sales referral/tolling, asset networking, access to government projects and access to national 
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& international contractors for the franchisee perceived benefits and commercial assistances, technical 
assistances, supplier relations and consultation assistances for franchisor assistances. Each factor is 
consisted of at least 3 questions to ensure the reliability and consistency of the result. For the level of 
business success has been asked in the part 6 and the questions are covering business risk reduction, 
revenue improvement, profit improvement and customer database improvement. In each section of the 
questionnaire using Likert scale with ‘5’ indicating ‘Strongly Agree’, ‘4’ indicating ‘Agree’, ‘3’ indicating 
‘Neutral’, ‘2’ indicating ‘Disagree’ and ‘1’ indicating ‘Strongly Disagree’. Each question is designed to be 
straight forward such as “Franchisor’s assistance in commercial training has an influence in the franchise 
business success.”, “To increase an opportunity in accessing to the government projects has an influence 
in the franchise business success.”, etc. The questionnaire was pre-tested to the management team of 
INSEE Concrete franchisor. As a result of the pre-test, some wordings and sequence in the questionnaire 
were improved and ready for distribution. 
Sample design 
The purpose of the research is to explore the relationships of the franchisee perceived benefits and 
franchisor assistances in the success of the ready-mixed concrete franchise concrete network. Therefore, 
the appropriate subjects to complete the questionnaires should ideally be the owner, the high level 
management or at least at the manager levels who have experienced during the decision in joining the 
ready-mixed concrete franchise network. 
The questionnaire was sent to all CPAC and INSEE Concrete franchisee listed in the year of 2009. In 
response to the initial 180 questionnaires issued, 62 replies were received after a four-week period. From 
the list of 138 franchisees that had not replied, a random selection of 30 franchisees was made a reminder 
call. Overall, 73 positive replies were received, an approximately 40% response rate. The survey cannot be 
considered biased following Moser and Kalton (1971), who hold that the results of a postal survey are 
biased if the return rate is lower than the range 30 - 40%. 

 
DATA ANALYSIS AND RESULTS 
The preliminary stage of data analysis involves an examination of descriptive statistics and frequency 
distribution of each variable included in this study in order to initially explore the survey findings and to 
inspect whether there is a variation in the responses. The next stage is to assess the reliability of the 
measures through item-total correlation, Cronbach’s coefficient. The latter stage is to test the research 
hypotheses H1 and H2 through the mean score of each factor and structure equation modeling (SEM). 
This method enables all the complex interrelationships included in the framework to be examined at the 
same time. The preliminary data analysis and reliability testing were performed by using SPSS 14.0. The 
confirmatory factor analyses and structural equation modeling were tested by using EQS 6.0 (Bentler, 
1995; Byrne, 2006; Pearl, 2009). Data analyses were undertaken using the statistical package for social 
sciences (SPSS) 
H1: Franchisee Perceived Benefits which are Sales Force Enhancement, Sales Referral/Tolling, Asset 
Networking, Access to Government Projects and Access to National/International have relationships 
with the level of business performance  
H2: Ready-Mixed Concrete Franchisor Assistances which are Commercial Assistances, Technical 
Assistances, Supplier Relations and Consultation Assistances have relationships with the level of business 
performance  

Insert table 1 here 
In table 1 presents the results of the frequency distribution of the responding franchisee. There are 41 
respondents, 57%, from CPAC franchisee and 31 respondents, 43%, from INSEE Concrete Franchisee. 
Table 2 and 3 show Cronbach’s alpha coefficients of Franchisee Perceived Benefits and Franchisor 
Assistances. The Cronbach’s alpha coefficient is used for reliability assessment whether the repeated 
measurements of the same construct in the questionnaire are consistent, in a highly correlated manner 
(Hair et al., 2006). The questionnaire elements consist of Franchisee Perceived Benefits and Franchisor 
Assistances and the questions of each factor are also shown in the same table. The Cronbach’s alpha 
coefficient is accepted at minimum of 0.70, while the item-total correlation is accepted at 0.4 (Nunnally 
and Bernstein, 1994; Chareonsuk and Chansa-ngavej, 2009).  

Insert table 2, 3 & 4 here 
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The results of all the questions in Franchisee Perceived Benefits are found to be consistent and reliable 
because the item-total correlations are all above 0.4 while Cronbach’s alpha of each factor; sales 
referral/tolling, asset networking, access to government projects and access to national/international 
contractors are 0.849, 0.892, 0.938 and 0.867 respectively which are all above 0.7. For Franchisor 
Assistances, all the questions are also found to be consistent and reliable. The Cronbach’s alpha for 
Franchisor Assistances are found to be above 0.7 which are 0.879, 0.898, 0.929 and 0.847 for commercial 
assistance, technical assistance, supplier relation and consultation assistance respectively. For Business 
Performance, in table 4, all the questions are also found to be consistent and reliable. The Cronbach’s 
alpha for Business Performance is found to be above 0.7 which are 0.817. Therefore, on the basis of these 
preliminary analyses, each item contributes well to the model and is statistically reliable. 
The result of the analysis from all the 72 qualified respondents from both ready-mixed concrete franchise, 
CPAC and INSEE Concrete. The hypotheses test is conducted by 2 methods; 1) Mean score by Likert scale 
and 2) Structural Equation Model (SEM) by using EQS program version 6.1.   
In considering on the mean scores for franchisee perceived benefits in Table 4.9 and for franchisor 
assistances in Table 4.10, the result can lead to different academic conclusion. For franchisee perceived 
benefits, the mean score is at 3.5664 which are higher than the Likert scale of 3.0 (Neutral) so franchisee 
perceived benefits have influence in the success of ready-mixed concrete franchise network. Considering 
each factor in the franchisee perceived benefits group, we found out that access to national/international 
contractors has the highest mean score of 3.9768 following by sales referral/tolling with the mean scores 
of 3.8028. For the other 2 benefits; access to government projects and asset networking, the mean scores 
are closer to the neutral level at 3.4676 and 3.1084 respectively. For franchisor assistances, have the mean 
score of 4.0174 which is higher than the Likert scale of 3.0 (Neutral) so franchisor assistances also have 
influence in the success of ready-mixed concrete franchise network. Considering each factor in the 
Franchisor Assistances group, we found that commercial assistances, technical assistances, supplier 
relations and consultation assistances have mean scores of 3.9954, 4.1759, 3.9074 and 3.9908 respectively. 
This means all the franchisor assistances have high influence in the success of ready-mixed concrete 
franchise network. The analysis result from the mean score both franchisee’s perceived benefits and 
franchisor assistances have shown that they have the influence in the success of ready-mixed concrete 
franchise network through business performance. 
Nonetheless considering on the Structural Equation Model, as shown in the Figure 4.2, and the goodness-
of-fit statistics which is shown on the right hand side, the result leads to different conclusion. The 
hypotheses testing results for the two hypotheses are shown together with the t-values and the factor 
loading coefficients. All the goodness-of-fit statistic results are found unmeet the generally accepted 
criteria, comparative fit index (CFI) = 0.698 under 0.9, non-normed fit index (NNFI) = 0.565 under 0.9. The 
root mean square error of approximation (RMSEA) is equal to 0.236 exceeds the range of 0.05-0.08 and 
absolute off-diagonal standardized residual (AOSR) is 0.207 found to be large. With the sample size of 72 
respondents, the ratio of x2 and degree of freedom is 4.48, which is unacceptable according to the 
generally accepted criterion. Thus, the goodness-of-fit statistics rejected the proposed hypotheses model.  

Insert figure 2, table 5 & 6 here 
From the contradiction results of the Structural Equation Model and Mean Score, we can interpret that 
even the Structural Equation Model result of the hypotheses do not hold, the result from mean scores 
have shown tendency in supporting the model because all the factors have mean scores higher than 3 
which mean the franchisee agree that ‘perceived benefit and franchisor assistance’ have positive effected 
on the business performance.  
 
CONCLUSION 
Lesson learned from the ready-mixed concrete franchise business in Thailand can be used as a prototype 
for the study of non-retail franchise business success factors. Even the result of the Structural Equation 
Model of hypotheses H1 and H2 do not hold, the result from mean scores have shown tendency in 
supporting the model and thus perceived quality theory can be used to explain the positive results of the 
mean scores of franchisee perceived benefits and franchisor assistances in contrast with the result from 
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Structural Equation Model. The result of this study can be used as a prototype for non-retail business 
franchise and can be further develop and apply for other non-retail franchise businesses. 
There are 2 points for discussion; 1) the explanation of the contradiction result can also be explained by 
the ‘perceived quality’ which customers assess quality performance and develop perceptions by 
comparing their expectations (expected quality) and what they receive (actual quality). If actual quality 
exceeds expectations, then the customer will be satisfied. Perceived quality can also be developed from 
the past performance and reputation (Jacobs, F.R and Chase R.B., 2010; Evans, J.R. and Lindsay, W.M., 
2008). In Thailand, the two ready-mixed concrete franchisors; CPAC and INSEE Concrete, are 
subsidiaries of 2 cement market leaders in Thailand with substantial cement market share cover 70% with 
the market perception as the 2 best cement suppliers in Thailand. In the similar way, CPAC and INSEE 
Concrete have covered 60% of market share in ready-mixed concrete industrial and been perceived as 
two of the best ready-mixed concrete producers. With the long history of both can be a key driver in the 
good perception on the ready-mixed concrete franchising business in which explaining by the ‘perceived 
quality’ theory. So the explanation of the perceived quality theory can be applied to this study in the 
similar way and can lead to the explanation of the success of the franchising business as this means 
ready-mixed concrete franchisors can manage the franchisee expectation well. 2) The study finds different 
factors in driving the business performance of non-retail franchising in comparing with retail franchising 
in the ‘perceived benefit’ factors such as sales referral (while retail franchisee can live solely on the 
consumer buying power, ready-mixed concrete is expected sales referral from the franchisor), technical 
support (retail business liability is lower comparing with ready-mixed concrete business such as damage 
claim from unqualified product or life safety), barrier to entry (independent ready-mixed concrete player 
has high barrier to access to international contractors), etc.. With this kind of factors, the study finds they 
are different factors in comparing to retail franchise which retail franchisee has to sell goods themselves 
while non-retail franchisee expects more sales support from franchisor.    
In finding the cause of negative result from the Structural Equation Model, missing factors from the 
model should be the major cause. From the Literature review in Chapter 2 and the interview both face-to-
face and on telephone with franchisee and people in the industry; we found 3 missing factors 1) Bruno 
(1984) studied about the ‘allocating territories’ as one of the key success factor in franchising business. 2) 
Spinelli, Rosenberg and Birley (2004) reported that ‘entrepreneur ability’ of a franchisee is also a 
significant issue relating to franchise system success. 3) Lim and Frazer (2004) reported that ‘franchisee 
selection criteria’ is a key factor to the long term success of the franchise system and Jambulingam and 
Nevin (1997) said that franchisee selection criteria can reduce the long-term monitoring cost while 
enhance the performance of the franchising system. From the above, all the three factors are 
recommended to be incorporate into the model for the future study. 
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Table 1: Frequency distribution for the responding contractors 
 

Brand  frequency % 

CPAC 41 57% 

INSEE 31 43% 

Total 72 100% 

Reliability assessment results 
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Table 2: Franchisee Perceived Benefit result 

Perceived Benefit 
Cronbach’s 
alpha Questions of each factor 

Corrected Item-
Total Correlation 

Sales Referral / Tolling 0.849    

  Higher sales volumes from sales referral 0.712 

  Higher sales volumes from tolling 0.703 

    Higher sales volumes from networking 0.766 

        

Asset Networking  0.892    

  Access better price asset (pool purchasing) 0.802 

  
Access better price asset (franchisor 2nd 
hand) 0.836 

    Access alternative supplier 0.730 

  
       

Access to government 
Projects 0.938    

  Access to government projects 0.853 

  Access to mega projects 0.845 

    
Access to government project working 
team 0.924 

  
       

 
 
Access to national / 
international contractors  

 
 
0.867    

  Increase image 0.745 

  Increase reputation 0.855 

    Increase production quality 0.648 

    

 

Table 3: Franchisor Assistance result 

Franchisor assistances 
Cronbach’s 
alpha Questions of each factor 

Corrected Item-
Total Correlation 

Commercial Assistances 0.879    

  Commercial training 0.703 

  Supply chain developing  0.788 

    Business improvement coaching 0.815 

        

Technical Assistances  0.898    

  Technical knowledge transfer 0.735 

  Quality improvement coaching 0.845 

    Transfer mix optimization know-how 0.838 

        

Supplier Relations 0.929    

  Sustaining franchise satisfaction 0.823 

  Offering new values 0.857 

    Building up relationship 0.889 
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Consultation Assistances 0.847 

  
Solution consulting for ad-hoc on-site 
problems 0.740 

  Consulting business solution 0.771 

    Consulting technical solution 0.694 

    

 
Table 4: Business Performance result 

 
Cronbach’s 
alpha Questions of each factor 

Corrected Item-
Total Correlation 

Business Performance 0.817    

  Business risk reduction 0.543 

  Revenue Improvement  0.762 

    Profit improvement 0.750 

  Customer database improvement 0.530 

        

Hypotheses testing results 
 
Table 5: Mean Scores of Perceived Benefit  

Questionnaire 
elements/indicators Questions of each indicator Mean Std. Deviation 

        

Perceived Benefit   3.5664   

      

Sales Referral / Tolling  3.8028    

 Higher sales volumes from sales referral 4.1111 1.00078 

 Higher sales volumes from tolling 3.7000 0.91062 

  Higher sales volumes from networking 3.5972 0.94436 

        

Asset Networking  3.1084    

 Access better price asset (pool purchasing) 2.9722 1.13798 

 
Access better price asset (franchisor 2nd 
hand) 2.7639 1.19262 

  Access alternative supplier 3.3191 1.20826 

        

Access to government 
Projects  3.4676   

 Access to government projects 3.3750 1.19196 

 Access to mega projects 3.5833 1.34007 

  Access to government project working team 3.4444 1.32036 

        

Access to national / 
international contractors  3.9768    

 Increase image 3.8889 0.89687 

 Increase reputation 3.9444 0.85397 

  Increase production quality 4.0972 0.87468 
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Table 6: Mean Scores of Franchisor Assistances 

Questionnaire 
elements/indicators Questions of each indicator Mean Std. Deviation 

    

Franchisor Assistances   4.0174   

    

Commercial Assistances  3.9954   

 Commercial training 4.1111 0.86490 

 Supply chain developing  3.9028 0.84186 

  Business improvement coaching 3.9722 0.76861 

        

Technical Assistances  4.1759   

 Technical knowledge transfer 4.2917 0.72067 

 Quality improvement coaching 4.1667 0.78722 

  Transfer mix optimization know-how 4.0694 0.87736 

        

Supplier Relations  3.9074   

 Sustaining franchise satisfaction 3.9306 0.95425 

 Offering new values 3.9722 0.99254 

  Building up relationship 3.8194 1.05251 

        

Consultation Assistances  3.9908   

 
Solution consulting for ad-hoc on-site 
problems 4.1806 0.73784 

 Consulting business solution 3.7639 1.08112 

  Consulting technical solution 4.0278 0.88767 
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Figure 2: Structural Equation Model Result  
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Figure 1: Perceived benefits and franchisor 

assistances supporting ready-mixed concrete 

franchise competitiveness  
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