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Abstract
This paper examines the relationships between top management factors, franchisor market orientation, competitive strategy, and business performance within the context of Korean franchisor companies. 156 food-service franchise firms provide the basis for this empirical investigation. Findings show that top management factors such as management emphasis and risk aversion can lead to market orientation. Franchisor market orientation was found to lead differentiation and cost strategies, which, in turn, increase financial and non-financial business performance. Also, market orientation directly increases financial and non-financial business performance. The context of the franchise industry differs from other industries, and this paper discusses the implications of these findings for researchers and managers in the franchise industry.
Methods
The sample for this study consisted of 156 food-service franchise firms, which are listed by the Korea Fair Trade Committee. Data were collected from top management including brand directors or managers who fully understood the purpose of the study and the exact measures solicited by researchers. 
Results 
The influence of top management risk aversion and top management emphasis on market orientation are positive and significant as predicted. The result shows that market orientation has a positive effect on differentiation strategy and cost leadership strategy. The results show that market orientation has a significant positive effect on financial and non-financial performance. The results show that differentiation strategy has a significant positive effect on financial performance and non-financial performance.
Conclusion
The key objective of this study is to explore the role that market orientation plays on business performance in the franchise context while focusing on the variables of top management factors and competitive strategy. In general, we empirically provide evidence that market orientation facilitates a firms’ business strategy, which, in part, positively influences its business performance.
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