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At present, the franchise business is growing rapidly because it requires 
small amount of money for start the business. Therefore, this form of 
business is suitable for those individuals with limited budget. The growth in 
franchise business has helped the country in terms of the overall economy. 
The purposes of this study were to: 1) investigate the level of entrepreneurial 
orientation and the performance of food, beverage, and ice-cream 
franchises; and 2) study the influences of entrepreneurial orientation on the 
performance of food, beverage, and ice-cream franchises. This study was a 
quantitative research. The study was carried out between October and 
November, 2015. The sample consisted of 300 food, beverage, and ice-
cream franchises in Bangkok and perimeters that ran their business in a form 
of small and medium enterprises (SMEs). Systematic random sampling was 
used to obtain to the sample. The research instrument was a questionnaire. 
Data were analyzed by the statistics including mean and standard deviation. 
Moreover, multiple regression analysis was employed for hypothesis testing 
at 95%. The result of this research showed that: 1) the entrepreneurial 
orientation was rated at a high level, and when considering each dimension 
of the orientation, it was found that the first three most important dimensions, 
sorted in descending order, were risk taking, innovativeness, and pro-
activeness. Similarly the performance of the franchise was also rated at a 
high level, and when considering each dimension, the four most important 
dimensions, sorted in descending order, were employee satisfaction, 
customer satisfaction, increase of sales, and increase of net profit; and 2) the 
entrepreneurial orientation dimensions including innovativeness, risk taking, 
and pro-activeness had a positive influence on the business performance at 
statistical significance level of .05. 
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1. The Research Background and Significance 
 
 Franchising business is one form of businesses that has highly interested those 
entrepreneurs who do not want to take a risk of spending a large amount of many on their 
own. Generally, franchising business does not require much money to invest therefore it is 
suitable for people who have limited amount of budget and would like to run small-to-
medium sized enterprises (SMEs). Franchising business is a form of business which has 
unique characteristics. It has to operate according to the system determined by the owner 
of the right in business who is known as franchisors. Normally, franchisors are people who 
have expertise in certain kinds of business. They transfer the way to operate or ‘know-
how’ of the business to franchisees or other people who are interested to run this type of 
business. The way to operate or ‘know-how’ transferred from the franchisors to the 
franchisees include the production procedures and system, selling procedures, marketing 
management, and personnel development etc. Such know-how is developed to ensure 
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that all the franchisees can run their business based on the same standards set by the 
franchisors.  
 
 During the past decades, the business of franchising has been stable for 

sometimes and experienced recession for sometimes. The information of the franchising 

business during the periods of 2008 and 2013 showed that in 2008, there were 479 

franchising business entrepreneurs in Thailand, then in 2009, the number decreased to 

461. The decreasing rate accounted for 3.8 percent. However, between 2010 and 2011, 

the number of the franchising business entrepreneurs started to increase, there were 546 

entrepreneurs in 2010 and 550 entrepreneurs in 2011. The rate of increases accounted for 

18.4 percent and 0.7 percent respectively. Then, in 2012, the situation of the franchising 

business changed, there were only 381 entrepreneurs which accounted for 30.7 per cent. 

The number of the franchising business entrepreneurs began to increase again to 410 in 

2013. In 2014, there are 452 entrepreneurs (Thai Franchise Association, 2014).  

 

It was found that there are many franchising business entrepreneurs who are not 

successful in their businesses and have to leave the market. This is mostly because they 

lack of necessary experiences in the management. The key to success for the operation of 

franchising business is not only to have as many branches as possible, but it also depends 

on the readiness and standards of the business. According to the study of Chien (2014) 

which examined the relationship between franchisors’ resources, franchisees’ resources, 

and entrepreneurial oriented, and the performance of franchising business, it was found 

that the first three factors have a direct relationship with the performance of franchising 

business. In addition, it was also found that in order to be successful in this business, 

reliability and trust between franchisors and franchisees is a must. This is because once 

reliability and trust between them can reduce or prevent conflicts and can lead to 

satisfaction (Gill, 2008). Furthermore, the support from franchisors is also significant and 

serves as a key to success as well (Soon, Chan, Hwa, & Har, 1998). 

 

Upon realizing the above-mention situation, the research was interested to conduct 

a research on the significance of the entrepreneurial orientation and its effect on the 

performance of the franchising business by using the case of food, beverage and ice-

cream businesses. The result of the research is expected to provide an insight for the 

entrepreneurs of these businesses to improve their performance.     

 

2. Objectives of the Research 

 

 The purposes of this study were to:  

2.1) investigate the level of entrepreneurial orientation and the performance of food, 

beverage, and ice-cream franchises; and  

2.2) study the influences of entrepreneurial orientation on the performance of food, 

beverage, and ice-cream franchises. 
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3. Review of the Literature 

 

 3.1) Entrepreneurial oriented concept 

 

         Hisrich and Peter (1998) define the concept of entrepreneurial orientation as a 

process of creating value for various aspects of the organizations by spending time wisely 

and utilizing organization’s resources including budget and action. Similarly, Kuratko and 

Hodgetts (2007) define this concept as a process of organization management, 

administration and the assessment of business risks  Covin and Slevin (1991) refer to the 

concept as willingness and attempt to initiate or change the market’s needs by taking a 

risk of producing and offering new products to the market. It can also refer to the 

employment of the management approach that is more active than competitors by 

searching for new market opportunities. Lumpkin and Dess (1996) refers to this concept 

as a process, principle, and decision that an entrepreneur use to lead the organization to 

be an entrepreneurial organization. Miller (1983) proposed the point of view for the first 

time that the entrepreneurial organizations have to operate their businesses by creating 

product innovation and offering to the market. They also have to manage proactively to 

develop their competitive advantages. With such practice, they have to accept any 

possible risks. According to Miller (1983), the elements of the entrepreneurial orientation 

include innovativeness, risk taking, and proactiveness.  

 

Schumpeter argues that the organizations should focus on the innovativeness of 

the entrepreneurs because this ability can lead the organizations to have new ideas for 

producing products to offer to the market. Innovation can be divided into product 

innovation and technology innovation. As for the product innovation, it emphasizes product 

design, market research, advertising, and promotion. In terms of the technology 

innovation, it focuses on product and process development, engineering, research, 

technical expertise, and industry knowledge. (Miller and Friesen, 1978). Both types of 

innovation should be used together to develop the competitive advantages for the 

organization and enhance its performance (Sriviboon, 2016). 

 

In the view of Baird and Thomas (1985), risks in the business can be divided into 3 

types:  1) risks arising from venturing into the unknown; 2) risks arising from committing a 

relatively large portion of assets; and 3) risks arising from borrowing money in a very large 

amount heavily. Miller (1983) explains that in order to measure the risks in the business, 

we can measure from the executives by checking whether they are hesitate to invest in the 

risky projects or not. As for the proactiveness, in the view of Lieberman and Montgomery 

(1988), being the first one to enter the market or the first mover is the best strategy to gain 

the market opportunity.  

 

2) The organization performance 

The performance of the organization can be measured in following aspects, 

namely: 1) persons which are the entrepreneurs who determine their own performance by 
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looking at the amount of the money received, and the satisfaction gained from revenue of 

the business operation;  2) the level of success which is also measured  in terms of the 

amount of money as well as the increased or decreased number of customers, profits, and 

sale volume during the past one or two years; 3) the stakeholders’ perception on the 

performance of the company including customers and employees; and 4) the observation 

of the interviewers (Frese, 2000). As for Chien (2014), the performance of the organization 

can be measured in two terms: 1) measuring in terms of monetary by looking at the growth 

in revenue and profit; and 2) measuring from non-monetary by looking at the satisfaction 

of customers and employees. 

 

4. Research Methodology 
 

This research employed a quantitative research. The population of the research were 

food, beverage, and ice-cream franchises which were small-to medium-sized in Bangkok 

and perimeters. The sample of these franchises were selected by systematic Random 

Sampling from the name list of entrepreneurs of food, beverage, and ice-cream franchises. 

As a result, 300 respondents were selected. The study was undertaken over the two-

month period between October and November 2014.  

 

As for the data collection, this study employed a questionnaire as a main data 

collection instrument. The questions in the questionnaires aim to investigate the 

respondents’ opinion on the effect of the entrepreneurial orientation on the performance of 

the food, beverage, and ice-cream franchises. The questionnaire contains of three main 

parts. The first part consists of checklist questions aiming to gain an information on the 

respondents’ demographic profile including gender, age, education level, occupation, and 

average income per month. The second part of the questionnaire aiming to examine the 

respondents’ opinion on three main factors including innovativeness, risk taking, and 

proactiveness. The questions in this part were developed by adjusting from the 

measurement proposed by Bolton and Lane (2012). There are a total of ten likert-scale 

questions, each of which ranges from 5 (meaning the most) to 1 (meaning the least). The 

third part of the questionnaire contains four questions aiming to examining the company’s 

performance both in term of amount of monetary performance, and in terms of other aspects 

which do not involve monetary. These questions were developed by adjusting from the 

measurement   developed by Chien (2014). The questions in this part were in a form of five 

likert-scale, ranging from 5 (meaning the most) to 1 (meaning the least).   

 

The researcher recognized the significance of the content validity of the 

questionnaire, therefore, the questionnaire was tested by three experts to ensure that all 

the questions in the questionnaire can measure what they intended to measure. As a 

result, the IOC or Index of Item-Objective Congruence of all the questions in the 

questionnaire was at .06. In terms of the reliability of the questionnaire, the researcher 

ensured its reliability by testing the Cronbach’s Alpha with 30 copies of the questionnaire. 

The testing result showed that the coefficient of reliability of the questions on the 

innovativeness, risk taking, and proactiveness were at .842, .745, ad .824 respectively.  
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As for the coefficient of reliability of the questions on the company’s performance, it was 

at .884 for the performance in a form of monetary, and at .895 for the performance in a 

form of other non-monetary. 

 

After the data were collected with the questionnaire, the data were analyzed by 

the statistics including mean, standard deviation and multiple regression analysis with the 

coefficient of reliability of 95 percent. 

 

5. The Research Findings 

  

 Based on the analysis of the data, the results of the research can be concluded as 

follows: 

 (1) In terms of the level of the entrepreneurial orientation of the food, beverage, and 

ice-cream franchises, the innovativeness of the organizations were rated.  All three 

aspects of the innovativeness including, sorted in a descending order using mean (X ) and 

standard deviation, producing new products on an on-going basis, employing new 

techniques or approaches in the business, using new ideas to create and develop new 

products/services, and establishing business leadership, were rated at a high level. Mean 

(X ) and standard deviation (SD) of all the aspects of the innovativeness of the 

organizations are showed in Table 1.  

 

Table 1: Mean (X ) and standard deviation (SD) of all the aspects of the 

innovativeness of food, beverage, and ice-cream franchises 

Aspects of innovativeness Mean (X ) Standard 

Deviation (SD) 

Interpretation 

Producing new products on 

an on-going basis 

4.25 .835 High 

Employing new techniques or 

approaches in the business, 

4.18 .844 High 

Using new ideas to create 

and develop new 

products/services 

4.15 .824 High 

Establishing business 

leadership 

4.13 .799 High 

 

 (2) As for the level of the organizations’ risk taking, all of the aspects including, 

sorted in a descending order following mean (X ) and standard deviation (SD), being brave 

to encounter with any risks, having a plan to deal with any possible risks, and choosing to 

invest in a risky business which is expected to provide high return on investment.  Mean 

(X ) and standard deviation (SD) of all the aspects of the risk taking of the organizations 

are showed in Table 2.  
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Table 2 Mean (X ) and standard deviation (SD) of all the aspects of the risk taking of 

food, beverage, and ice-cream franchises 

 

Aspects of  

risk taking 
Mean (X ) Standard Deviation 

(SD) 

Interpretation 

Being brave to 

encounter with any 

risks 

4.39 

 

.728 High 

Having a plan to 

deal with any 

possible risks 

4.30 .733 High 

Choosing to invest in 

a risky business 

which is expected to 

provide high return 

on investment. 

4.28 .700 high 

 

 (3) In terms of the proactiveness of the organizations, all of the three aspects 

including, sorted in a descending order using mean and standard deviation, being 

enthusiastic to search for an opportunity to the growth of the organization on an on-going 

basis, always adjusting the organization’s operational strategies to be up to date, focusing 

on the enhancement of the organizations’ capabilities prior to the competitors. Mean (X ) 

and standard deviation (SD) of all the aspects of the proactiveness of the organizations 

are showed in Table 3.  

 

Table 3 Mean ( X ) and standard deviation (SD) of all the aspects of the 

proactiveness of food, beverage, and ice-cream franchises 

 

Aspects of proactiveness Mean (X ) Standard 

Deviation (SD) 

Interpretation 

Being enthusiastic to search 

for an opportunity to the 

growth of the organization 

on an on-going basis 

4.30 .718 High 

Always adjusting  the 

organization’s operational 

strategies to be up to date 

4.18 .573 High 

Focusing on the 

enhancement of the 

organizations’ capabilities 

prior to the competitors 

4.02 .617 High 
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 (4) In terms of the level of the organizations’ performance, four aspects were 

measure. Among these, the employees’ satisfaction being higher than previous years and 

customers’ satisfaction being higher than previous years were rated at a high level. 

Whereas the organization’s sale volume being higher than previous years and the 

organization’s profit being higher than previous years were rated at a moderate level.  

Mean ( X ) and standard deviation (SD) of all the aspects of the performance of the 

organizations are showed in Table 4. 

 

Table 4 Mean ( X ) and standard deviation (SD) of all the aspects of the performance 

of food, beverage, and ice-cream franchises 

 

Aspects of the 

organization performance 
Mean (X ) Standard 

Deviation (SD) 

Interpretation 

the employees’ satisfaction 

being higher than previous 

years 

4.26 1.233 High 

customers’ satisfaction being 

higher than previous years 

were rated at a high level. 

4.10 1.241 High 

the organization’s sale 

volume being higher than 

previous years 

3.01 .784 Moderate 

the organization’s profit 

being higher than previous 

years 

2.98 .722 Moderate 

 

 (5) As for the result of the research hypothesis which assumed that the 

entrepreneurial orientation including innovativeness of the organization, risk taking, and 

proactiveness, had a relationship with organizations’ performance with the multiple 

coefficients of  65.3 percent and statistical significance of .05. This is shown in Table 5.  

 

Table 5 the multiple coefficients of the entrepreneur orientation and the organizations’ 

performance of food, beverage, and ice-cream franchises  

Perception of 

the customers 

ß b t p-value 

Fixed value - 4.516 254.021 .000* 

Innovativeness .443 .172 6.578 .000* 

Risk taking .247 .167 4.121 .000* 

Proactiveness .315 .250 6.107 .000* 

* Statistical significance of .05 

R = 0.653, R2 = 0.484, Adjusted R2 = 0.469, Std. Error of Estimate = 0.437, F = 94.281 
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6. Discussion 

 

 The study showed that the overall entrepreneurial orientation was rated at a high 

level. When considering each aspect, it was found that the aspect of risk taking had 

gained the highest mean, followed by the organizations’ innovativeness and proactiveness 

respectively. Similarly, the overall organization performance was also rated at a high level. 

When considering each aspect, it was found that the most rated aspect was an increase in 

employees’ satisfaction, followed by an increase in customers’ satisfaction, higher sales 

volume, and higher profit respectively. This finding is consistent with the study of Lumpkin 

and Dess (1996) which found that the entrepreneurial orientation consisted of 

innovativeness, risk taking, proactiveness, and aggressiveness in the competition. It is 

also consistent with the study of Danneels and Kleinschmidt (2001) which revealed that 

innovation served as a key factor for the entrepreneurs, their ability to produce and offer 

new products, capability to make profit, growth of the organization, and the extension of 

the new market. This can be concluded that innovation, both in a form of product 

innovation, and technology innovation, plays an important role in enhancing the 

competitive advantages and performance of the organizations (Sriviboon, 2016). 

 

7. Conclusion and Implication 

 

 According to the findings of the research, the following suggestions for the 

entrepreneurs of the food, beverage and ice-cream franchises were determined. 

 1) The entrepreneurs should focus on developing innovation for their business 

because innovation is an important tool for the business. It can be seen as a major 

weapon to make profit for the business.  

 2) They should employ modern technology in their business. For example, they can 

use on-line marketing to manage the relationship with customers and promote their 

products/services to the public.  

 3) They should distribute risks among their business lines and create diversity for 

their business by keeping developing new products or extending new markets.  
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