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Abstract

Purpose: This study aimed to derive clues for the franchise industry to overcome difficulties such as various legal regulations and social
responsibility demands and to continuously develop by analyzing the research trends related to franchises published in Korea. Research
design, data and methodology: As a result of searching for ‘franchise’ in ScienceON, abstracts were collected from papers published in
domestic academic journals from 1994 to June 2021. Keywords were extracted from the abstracts of 1,110 valid papers, and after pre-
processing, keyword analysis, TF-IDF analysis, and topic modeling using LDA algorithm, along with trend analysis of the top 20 words
in TF-IDF by year group was carried out using the R-package. Results: As a result of keyword analysis, it was found that businesses
and brands were the subjects of research related to franchises, and interest in service and satisfaction was considerable, and food and
coffee were prominently studied as industries. As a result of TF-IDF calculation, it was found that brand, satisfaction, franchisor, and
coffee were ranked at the top. As a result of LDA-based topic modeling, a total of 12 topics including “growth strategy” were derived
and visualized with LD Avis. On the other hand, the areas of Topic 1 (growth strategy) and Topic 9 (organizational culture), Topic 4
(consumption experience) and Topic 6 (contribution and loyalty), Topic 7 (brand image) and Topic 10 (commercial area) overlap
significantly. Finally, the trend analysis results for the top 20 keywords with high TF-IDF showed that 10 keywords such as quality,
brand, food, and trust would be more utilized overall. Conclusions: Through the results of this study, the direction of interest in the
franchise industry was confirmed, and it was found that it was necessary to find a clue for continuous growth through research in more
diverse fields. And it was also considered an important finding to suggest a technique that can supplement the problems of topic trend
analysis. Therefore, the results of this study show that researchers will gain significant insights from the perspectives related to the
selection of research topics, and practitioners from the perspectives related to future franchise changes.
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ELAZOl 7|0z HEX HMO|EA (pLSA; probabilistic
Latent Semantic Analysis) 7|E0| AFBE|ACL} & HLO0|A A EtSH
LDA (Latent Dirichlet Allocation) £412 ZIjo|0|24M 9| StEE R0
Cish otAEES Reet 2oz ELoEZol 7 faEXQl

HH=2o2 25|71 QCt (Blei et al, 2003).
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ME
1 0| Z|&= Direchlet 2Z & 2= 24 YHO|Ct Blei et al, 2003;

Moon, Kim, & Kim, 2019; Yoon & Kim, 2020). LDA = 2A, £t0] &
ZHEE HEE Solf 2UO|LE M2 & & HO[X| @is HE
Z28l= dY (Park & Oh, 2017)22 EIO| 2} A S
Tde = A2n, Ho|E, O|0|X| W A4 HEQINM S-S
HE X0 AFEE # OfLZt Blei 2012), QIEU 2|7, MET|AL
=2 82 sg2 IUst= & T FHE mASH=0 /8
22| ALt (Jo, Kim, & Lee, 2019).
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Note) This figure is a quotation from <Figure 1> of Blei (2012).

Figure 1: Graphical model representation of LDA

Figure 1: Graphical model representation of LDA

Figure 1 2 Blei (20122 LDA Jd2jZ=Es QI8%t Zo=z
THEQ g2 ChSat Zoh MA, K = ZH™E= E™o| &
ol0jstH, o = 6 a2 AEdhe TI0IEO| L n= BatE BEdS=
I2t0|E{O|Ct (Park & Oh, 2017). 8 = BAE2| ET H|E (topic

&

proportions)O|T, B = ET/H Co]ol w o| H-dH|E (per-corpus
topic distributions)0| 1, Zdn = &A1 d 2 n HW tHO{o] EEZ
E25t, Wan 2 2AM0M BHEElE B3 (observed variabe) 2 EA]
dol n&m CtolE SESicth Mk o6& 2F AT tist 2|
HIE {22 Diichlet 25 20 6 g0 W2t M T Lo
EMste Tt{EQ| FHQ z 7t Z- |1, BMEQ| THofe] F=X|Ql
Z ot E4/¥ Trofo| MAH|EQl B 2ol mat B w 7t ZAH™Els
TLZO|C} (Park & Oh, 2017).
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DA ELnE S 283 ARESY A2 NSE0 F Kim &
Jhun, 2021; Son & Hwang, 2021, Son, Ahn, Yoo & Lee, 2021), At=|Z0F

(Lee, 2021) SH2| 2OF AT (Park, 2021) & CHSH £0 F°| ATE0|
HTg|D QUCt

A2 5 DA 7|H0| ZEE(RUeh,
tMo2 AmME + Y= HolH
AZelE 208l LDAvis (Sievert & Shirley, 20147t E2E|iCH
LDAvis = 2f ETut ET Lf HOE S2Z0]| [t &=2|2ksto
i EMEN Fot EEIL tolE E oiofe £+ U= 3
718 EMEE#E AZ3l =7O0|CE 242 R Padage 411 O
Ol8x|en, A7t HXtE Figure 2 2 2L

Data Crawling

J Word Frequency
Analysis

Data Collection [— Preprocessing [— —* Topic Modeling |— Results Analysis

Absiract
» Word Clouding

Figure 2: Research Process

3.1. Hojgf =%

B o1o| £3lS Q8 2021 W 6 2 15 ¥ 7| ScienceON (T

NDSL National Digital Librany)0flA] ZLHSHE -L'._'--E-% ez
"ILEHKIO| =", "ILRHXIO| = AR, “ZHUALY" It E R Tt O
570 CHO{E ZASH At <& 1>31 Z0] 4—|E| Ef 2 d7e
ShEX| 2EZ Moz SMBtaRt SIICE Ol E&X| X252
FHOIE B5F HI US # ozt dret AHE Fast LI8S
D& g=s 24007| WEo|ct E3t FEXEEN FEXFO| XY
HIEE =olst Zul, f2X89| 7t FEZEF0| s 40%7t
CIX| %= Ao LIENL} AME 1142 JHo] FEXREO| e
=20| EHE|YUOH, 0| & ScienceON 2 H2|HSI} 2 5Y
=20 RV e Aoz oo BN oY =22 F

1,110 HO|C}.

3.2. MX2| (Preprocessing)

HAE| (preprocessing)e= CIO|Ef &4 Tof CIOIHE
Z£2 HEIZ BtEE IFHY9 2 (Kim, Na, & Park, 2021),
=Xk, 280 2 HAHEM LHO| HO|HE
apgo|ct.
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H
Rel;
rir

2 HF0|M= ScenceOn Of|A] AAHSE ZEHXIO|= (franchise)2t
EE  (abstract)0f BIHHS| SHSH=  Statistical,  Regression,
Correlation 1f Z2 SH2HA

tO]E1t TF-IDF (Term Frequency-
Inverse Document Frequency) =42 &3l Z|¥I= 0| & TF-IDF 7}
=2 CHO{E (Ol swim, won, october, retum)g 280{2 X3St
OlE E80AY (stopword dictionary)22 THS0{ ArK|E
UAEE AYSIYUCE TAZeE A, dN2| d & 2R
1670179 7H, & THOl == 245153 ZHD, HXZ| =
ERE 595922 7, & Tl £ 90656 707+ =EEIACL

oft rlr 45

4. H3EH

41. 7|19 91=32Y 3 Word Clouding

ScienceON Ol A "E2HXIO|="El= 7|QEZ ZAMSH 1994 HEE
2021 A HE7|IEX|el 2t G 1,110 He| =20 s 7[/E
MZ of A= Of2ff Table 2 @ ZLC} 24 Zut mZHXO|=Q}

gl AES| HLR AIY (business), AE (brand), 7tYEEL
(franchison), &t (industry), L2 (customer), =X (store, shop), A
A A” (system) SO CHDF CH&IE AMH|A (service),
(satisfaction), ZZ& (quality), 22| (trust) EIb (performance)
CHot 2talat 24 YE22= 24 (food), I (coffee) SO
LA ST e AR LIEHHCE

T Ar
ry

(market),

2 2 1y o

Hroon r_'a

Table 2: Top 20 keywords
Rank Keyword Freq.
1 ship 1425
2 sernvice 1306
3 business 1282
4 brand 1241
5 franchisor 1090
6 satisfaction 1031
7 market 997
8 performance 786
9 system 781
10 intent 695
11 quality 694
12 customer 686
13 industry 681
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14 store 642 1 brand 1,241 34.69
15 trust 603 2 satisfaction 1,031 29.82
16 food 582 3 franchisor 1,090 28.00
17 company 553 4 performance 786 26.86
18 coffee 522 5 ship 1,425 26.05
19 shop 510 6 service 1,306 24.98
20 custom 465 7 trust 603 24.80
8 coffee 522 23.78
Jlo|C e HOl2 ojcZaloc] om A|zbsish 9 |ntent_ 695 22.91
[RIEEM ZaE YES2HRE (word clouding)2 = [Zt2tst 10 commit 405 21.72
Z1H= Figure 3 of HA|Z|QUCE
4.2.LDA 7|t EXRAY
supportstrategy p &
st ) ﬂed 9“’3"‘ "f 6 ET 4 (e ATAS0| EHDYS B3 Aot 230 THE
dgeve op 9 o / HESICH TErSE 212 At A (Nahm, 201622 £33
& iterece o
"37/35".;“ Qe:;s\ovc o 71zl gt ol AMMOICh J2ilf £ 4 ZHo| xiel
role itud L — o -
SG truste % f, e el Zpi0] JYsls g A SIsh Crost W0l Bsln
/'l/ X e "co,ntra‘ct‘wde UCH OIS SU, £ A ol STUE (Coherenc)E T
lie I FIK. _ N N _
C ==l dl (22 e’& SHe BT $5 EEEAL, BHE (perplexity) K|} 240l £
e|3§*5| y Q, cu?ton \k & 2|2 Bt (Ofl: Kim et al, 2021; Yoon & Kim, 2020). o+,

¥/
&wm\ (
sfiop y 50 ((\\J’%em

Figure 3: Word cloud by top 300 keywords

2} £hojo| Bl=EM I o|O|7t UX|BH of2] 4o &M F 2f &AM
ol A= HOfS0 ZIBXE HESH EHH =M LA
dMez o 8% Hol7t o AAX|IE &l 4= ATt (L,
2015). M2k Bz =7t =2 &% TF CHolSat 274 2+ EHolof
Oist 52=E Q1 = U= TFIDF (Term Frequency-Inverse
Document Frequency) S4tS AA|SH ZH= Table 31 ZCh Table
30N 2= Hieb 20|, TF 7+
1912 LIEtRSH, coffee ESH T

o % AL,

TF 1 8'r|0"k| 8E LIEtL= A

mjo

Table. 3: Top 10 words classified by TF and TF-IDF

Rank lits
Keyword TF TF-IDF
1 ship 1,425 26.05
2 service 1,306 24.10
3 business 1,282 20.84
4 brand 1,241 34.07
5 franchisor 1,090 28.00
6 satisfaction 1,031 29.82
7 market 997 19.54
8 performance 786 26.86
9 system 781 17.51
10 intent 695 2291
Rank TF-IDF
Keyword | TF |  TFIDF

ERETRES Age okt

(Log Likehood Expectiation)2|

Griffiths and Steyvers (2004) & CHYoh 2T 2HEE10 AU} (Lee &
Yi, 2021).
M2t 2 AR0AME Griffiths and Steyvers (2004), Cao, Xiz, Lj,

Zhang, and Tang (2009), Arun, Suresh, Veni Madhavan, and Narasimha
Myrthy (2010), Deveaud, SanJuan, and Bellot (2014)7} H|Qtst 2HH S
R I{7|X|Q| FindTopicsNumber HHOE =830 EE =E
ZESIIX} SIQUCE 2M ZDb Grifiths and Steyvers (2004)2t
Deveaud et al. (2014)7} HM|tst Z|CHZEL Cao et al. (2009)2F Arun et

| (20100 HM|Qreh Z[Agfo| HHO| = 8~20 AO|2] EX
A01|A1 2V Mt Ae2 @S, of YoM EL £E
EES7] RI6h CHAl 24t 2 BEE = 12 07 7FY Helot

Ao 2 ZHSIFULCL (see Figure 4).
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FHE B4 YYS 25 oS Tae A T271 2 21t
i AEsH Z1k= Appendix 2 2F 2T

<ET 1>2 H|=LA (business), AR (market) &2 (industry),
AAE> (system) 7| (company), 7HE (develop), % (growth),
T=} (strategy) SO| ¢t CHO|2 FHE|0] O|F ZRMXIO|=7| 2|
"MEHEF (growth strategy)’O|2t1 HHSIRICH E5 12 ™A IDM
(Intropic Distance Map)2| 24%E AIX[5t1 Q=0 O|H Zlt= HIF
IXIO|=4HR0] OEZE 4 UAXIEL TS| O|F 531V

G HE sEl O amxse
710

0|2t & = QUCL <EH 2> YRR Z™M (Franchisor's

Faimess)’'2 2 7IWEE  (franchisor), 22| (trust) X|¥ (support),
38 (ustice, faimess) S0| AEt THZ AYE| ULt <EH

3>2 MRt ZSTAE (Performance and Conflict Structure)'Z
HHZ|QoM, ZS (confict), SXl (control), It (performance),
T (power) G (ole) 52| At THOE FHE|0] QULCE <EW
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Figure 5: Results of LDA topic modeling visualization
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Appendix
Appendix1: Search results for domestic academic papers on ScienceON
L . Franchise Franchise . .
Division Franchise Industry business Franchisor Franchisee
Number of Papers 1,324 140 160 207 415
Appendix2: Results of Topic modeling analysis
# of . Topic . .
DM Ratio name Top 20 words in each topic
business, market, industry, system, company, service, develop,
Growth ; ;
1 24.0 growth, food, strategy, sales, Korea, competit domestic, success,
strategy .
korean, store, brand, important, support
ship, franchisor, trust, satisfaction, performance, support, commit,
2 16.9 L, ) intent, service, orient, quality, affect, market, system reconstract,
Franchisor's Fairness A L ;
justice, industry, food, communication, fairness
Performance and Conflict ship, franchisor, ponﬂlct, system control, performance, loyalty,
3 9.8 channel, opportunism behavior, goal power, governance, sturcture,
Structure L
role, distribute, knowledge, level, style, contract
brand, loaylty, attitude, market, intent, consume, restaurant,
4 9.8 Consumption experience customer, trust, service, ship, food, affect, purchase, company,
custom, social, experience, csr, corporate
franchisor, contract, business, law, trade, act, legal, fair, inform,
5 8.1 Regulation dispute, agree, transact, protect, korea, problem, system, regulate,
right, disclosure, labor
service, coffee, customer, quality, satisfaction, shop, custom, intent,
6 7.0 Contribution and Loyalty store, market, attribute, brand, loyalty, environ, select, price, food,
ship, revisit, difference
brand, design, bakery, food, ident, consume, type, price, korean,
7 6.5 Brand image color, colors, visual, local, promot, storytell, interior, product,
people, space, form
card, credit, pay, service, system, company, fee, mobile, merchants,
Payment B
8 4.6 method tax, merchant, real, cash, cards, tle, inform, banks, van, smart,
transact
organizational, job, employee, performance, entrepreneurship, ship,
9 4.3 Organizational culture intent, work, commit, behavior, satisfaction, emotal, orient, culture,
turnover, entrepreneurial, company psychological, affect, comete,
Commercial store, area, retail, commercial, chain, loc, sales, ship, convenience,
10 4.1 area local, chicken, supermarkets, characteristics, food, coffee, trade,
price, popul, content, facilities,
inform, sns, online, social, media, content, network, search, custom,
11 2.9 e-business visit, site, particip, eng, advertis, characteristics, mess, die, wom,
consumer, keyword
Beaut beauty, salon, educ, educal, efficie, shop, program, satisfaction, train,
12 2.1 industry business, method, difference, content, system, technical, hair, level,
y improve, industry, service




