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ABSTRACT

In this research investigation, the researcher examines the influence of franchise
attributes, the marketing mix, and the relationships on the prospective franchisees’ purchasing
decisions. The sample population consisted of 275 attendees at the International Franchise Show
using the technique of purposive sampling. The research instrument was a questionnaire. The
hypothesis test was conducted using the technique of stepwise multiple regression analysis.

Findings showed that the factors of commitment; experience; and the support
system exhibited an influence on the prospective franchisees’ purchasing decisions at the
statistically significant level of 0.05. The model could predict the franchise purchasing decisions

at 33.7 percent.
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