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The rapid expansion of India’s food and beverage sector has positioned restaurant 

franchising as a dominant strategy for achieving scale, market penetration, and operational 

consistency. However, while international restaurant chains have successfully leveraged 

franchising to establish standardized and scalable operations, many domestic restaurant 

enterprises in India continue to face structural barriers that limit their ability to replicate 

similar success. These barriers include fragmented supply chains, inconsistent operational 

practices, limited technological integration, and weak franchise governance mechanisms. 

This study addresses this gap by critically examining the strategic frameworks adopted by 

successful restaurant food supply franchising models in India and developing a context-

specific framework tailored for domestic restaurant businesses. 

Adopting a qualitative, exploratory research design grounded in an interpretivist paradigm, 

the study investigates how strategic decisions are formulated and implemented within the 

Indian restaurant franchising ecosystem. Primary data were collected through in-depth, 

semi-structured interviews with 20 industry stakeholders, including franchisors, franchise 

owners, senior operations managers, and supply chain professionals. Participants were 

selected using purposive sampling to ensure the inclusion of individuals with direct 
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strategic and operational experience across different restaurant formats, including quick 

service restaurants, casual dining, and cloud kitchen models. Data was analyzed using 

thematic analysis to identify recurring strategic patterns, success determinants, and 

systemic constraints influencing franchising outcomes. 

The findings indicate that successful restaurant food supply franchising models in India are 

underpinned by five interdependent strategic dimensions: centralized and integrated supply 

chain systems, rigorous standardization of operating procedures, structured franchisee 

training and support mechanisms, strategic deployment of digital technologies, and 

controlled localization of menus and branding. The study also identifies critical challenges 

faced by domestic restaurants, including regulatory complexity, capital constraints, high 

real estate costs, and organizational resistance to formalization and technology adoption. 

Based on these insights, the study proposes a comprehensive strategic framework designed 

specifically for domestic restaurants in India. The framework integrates global best 

practices with local market realities, offering a pragmatic roadmap for sustainable 

franchising implementation. This research contributes to franchising literature by 

extending theory into an emerging market context and provides actionable guidance for 

practitioners seeking to scale domestic restaurant enterprises through franchising. 

 

Keywords: restaurant franchising; food supply chain management; strategic frameworks; 

domestic restaurants; franchise governance; India 

 

  



 

 

viii 

Contents 

CHAPTER I INTRODUCTION ......................................................................................... 1 

1.1 Introduction ............................................................................................................. 1 

1.2 Research Problem ................................................................................................. 17 

1.3 Purpose of Research .............................................................................................. 17 

1.4 Significance of the Study ...................................................................................... 21 

1.5 Purpose of Research and Questions .................................................................... 22 

CHAPTER II REVIEW OF LITERATURE .................................................................... 24 

2.1 Theoretical Framework ........................................................................................ 24 

2.2 Strategic Frameworks in Food Supply Franchising .......................................... 31 

2.3 Key Success Factors in Restaurant Franchising ................................................ 37 

2.4 Challenges in Domestic Restaurant Frameworks .............................................. 41 

2.5 Comparative Analysis of Global and Indian Models ......................................... 44 

2.6 Summary ................................................................................................................ 47 

CHAPTER III RESEARCH METHODOLOGY ............................................................. 49 

3.1 Overview of the Research Problem ..................................................................... 49 

3.2 Operationalization of Theoretical Constructs .................................................... 52 

3.3 Research Purpose and Questions ......................................................................... 55 

3.4 Research Design..................................................................................................... 57 

3.5 Population and Sample ......................................................................................... 59 

3.6 Participant Selection ............................................................................................. 61 

3.7 Instrumentation ..................................................................................................... 62 

3.8 Data Collection Procedures .................................................................................. 65 

3.9 Data Analysis ......................................................................................................... 66 

3.10 Research Design Limitations .............................................................................. 67 

3.11 Conclusion ............................................................................................................ 69 

CHAPTER IV RESULTS AND FINDINGS ................................................................... 72 



 

 

ix 

4.0 Introduction ........................................................................................................... 72 

4.1 Research Question One: To examine the relevance of the franchising model in 

the food and beverage sector in India ....................................................................... 75 

4.2 Research Question Two: To determine factors contributing to the successful 

implementation of franchising strategies .................................................................. 76 

4.3 Research Question Three: To analyze the strategic framework adopted by 

successful restaurant food supply franchising models in India .............................. 78 

4.4 Research Question Four: To evaluate the opportunities and challenges faced 

by the franchising business model in India ............................................................... 79 

4.5 Summary of Findings ............................................................................................ 80 

4.6 Conclusion .............................................................................................................. 82 

CHAPTER V DISCUSSION ............................................................................................ 85 

5.1 General Discussion ................................................................................................ 85 

5.2 Integrative Strategic Framework for Domestic Restaurant Franchising in 

India .............................................................................................................................. 91 

5.3 Conclusion .............................................................................................................. 97 

BIBLIOGRAPHY ........................................................................................................... 104 

APPENDIX .................................................................................................................... 117 

 

 

LIST OF TABLES 

Table 4.0 Demographic Statistics ..................................................................................... 78 

  



 

 

1 

CHAPTER I 

INTRODUCTION 

1.1 Introduction 

In the previous years, urbanization, global interaction, and changes in customer tastes have 

dramatically altered the Indian restaurant industry. The triumph of franchise models in Indian 

restaurants, such as McDonald’s, Domino’s, and Subway, has proved valid that the Indian 

restaurant food supply franchise model serves customer's needs far better through sharp brand 

equity fragmentation, effective SCM, and widespread brand loyalty (Kumar and Choudhary, 

2020). However, local restaurant companies are generally not able to replicate such successful 

franchises due to fragmented supply chains, non-standardization, and low operational efficiencies 

(Sharma and Gupta, 2019). This research project will analyze the strategic model adopted by 

successful Indian restaurant food supply franchising models and develop a new model specific to 

domestic restaurants. 

Indian restaurant industry franchising has been enabled by foreign direct investment (FDI) 

liberalization, economic growth, and increased disposable incomes (Bhattacharya, 2021). Global 

franchise chains have utilized well-organized supply chain models, technology-facilitated 

logistics, and aggressive marketing campaigns to establish a commanding market presence 

(Mishra and Reddy, 2022). Domestic restaurants, however, are generally hampered by non-

standardized supply chains, inefficient procurement systems, and low technology adoption, which 

limits their scale-up prospects (Singh et al., 2020). 

Several studies have noted the significance of supply chain operation efficiency and management 

to franchising success. According to Chopra and Meindl (2021), brand standardization coupled 

with cordial relationships with suppliers also fosters sustainable franchising models. Efficient 

management of the supply chain improves cost efficiency, lowers wastage, and enhances service 

reliability (Christopher, 2016). These are something that international franchises have perfected, 

but domestic restaurants require a structured approach to their specific limitations and leverage 

emerging opportunities in the food service sector (Patel and Verma, 2021). 

This study will employ a mixed-methods research design incorporating qualitative case studies of 

successful food supply franchising models and quantitative analysis of domestic restaurant 
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weaknesses. These results will greatly help in developing a strategic framework that can meet the 

objectives of domestic Indian restaurants and enable them to actively compete in fast-changing 

markets. This study aims to enhance the sustainability and scalability of domestic restaurant 

businesses in India by bridging the gap between global franchising approaches and local business 

practices. 

The franchising market in India is currently worth Rs 800 billion and is predicted to expand at a 

pace of 30 to 35 per cent over the next several years. India is presently regarded as the second-

largest market in the franchise model globally, according to the findings. Additionally, the 

franchise industry hopes to reach USD 140–150 billion. In India, there are currently 4600 active 

franchisors operating almost 2 lakh stores in various economic sectors. It is noted that 300 

businesses use franchising each year, with multi-unit franchisees accounting for 53% of these 

franchises. The global market was valued at USD 100.7 billion in 2021–2022, and by 2023, it is 

projected to expand at a compound annual growth rate (CAGR) of 9.73 per cent. India is regarded 

as an attractive market for the commercial use of the franchising model. 2019 was seen as a busy 

year for the nation's franchising sector. According to estimates, the franchising industry has grown 

fourfold since 2013 and is currently valued at USD 50.4 billion. The franchising sector has grown 

and is expected to reach a valuation of USD 100 billion by 2024. Additionally, the number of jobs 

created in the franchising sector has increased by 1.5 million. Over a thousand retail businesses 

use the franchising concept each year. 

Furthermore, the expansion of the middle class, rising consumerism, government regulations that 

are supportive of the industry, and the rise in SMEs are some of the developments that have 

contributed to the growth of the franchising business (Simi and Matusitz, 2017). Furthermore, they 

had to deal with opportunities related to training and support, gaining access to well-known brands 

and business models, and expanding their market reach (Franchisebazar, 2023). Conversely, 

problems with the franchising model include high initial expenses, reliance on the franchisor, 

rivalry, and a strict business plan. With plenty of chances to grow and achieve market expansion, 

the franchising business model has a promising future. It is believed that the franchise ecosystem 

is the largest area of the economy. Rapid expansion has been observed in the franchise market in 

recent years. Several factors have been considered about the growth, including the expansion of 

the middle class, disposable income, and the acceptability of government programs 

(Franchisebazar, 2023). 
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The dynamic Indian consumer market presents a significant opportunity for foreign franchisors to 

adapt their brands. In an era of rising incomes and growing demand for international brands, the 

sizeable Indian market allowed franchises to stay competitive. Because there is no legislation for 

franchises, it has been found that to compete in the Indian market, franchisors must have a thorough 

awareness of regulations and how to construct structures. In 2017, the franchising industry reached 

a potential value of US$51 billion, having grown since 2008. A new market can be entered in India 

through some methods, including direct franchising, regional, local incorporation, and master 

franchising. Prosperous franchises in India primarily mirror global top trends. According to 

Dunseith (2017), some of the most successful franchises worldwide include retail establishments, 

cafes, and restaurants that cater to middle-class preferences and attempt to capitalize on patrons' 

leisure time. 

In the Indian fast-food industry, McDonald's is regarded as a pioneer, operating 3500 locations in 

121 nations. It caters to people with typical incomes by providing a large selection of quick meals. 

About twenty-five lakhs were spent on McDonald's debut phase in India. The amount of money 

required to adopt franchise corporations to acquire the right to operate McDonald's in India is 

known as this. Establishing a McDonald's franchise requires an overall investment of between Rs 

6 and Rs 7 crores. For a McDonald's franchise in India, the average annual revenue is 2.6 crore. 

The primary determinants of the franchise's profitability are cost of operations, marketing, 

competition, and restaurant size. To optimize McDonald's profitability, it is noticed that some 

elements must be implemented, such as product innovation, service quality, marketing strategy 

development, and meeting client requests (Chaturvedi, 2023). Burger King, Subway, and in & out 

are identified as some of the competitors in India's food and beverage industry. One well-known 

fast-food restaurant chain that respects culture and traditions is McDonald's. The cuisine was 

created with Indian tastes and preferences in mind. It is at the top of the food and beverage industry 

and has a marketing strategy that involves tailoring its products to the local population (Nair, 

2020). 

The restaurant industry has grown quickly in India, and more eateries are looking into franchising 

to get their food supply (Rosado-Serrano and Paul, 2018). To identify the elements that contribute 

to success, the study focuses on the restaurant industry's successful franchising model. The 

potential for enabling domestic restaurants to compete in the market, streamlining supply chain 

procedures, optimizing operations, and growing market reach with the franchising model in the 
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Indian context is what motivates this research. Adopting successful models and creating a 

framework that considers the many demands, tastes, and economic dynamics of the Indian 

restaurant business are the primary objectives of the research (Rosado-Serrano and Paul, 2018).  

Development of Indian Restaurant Food Supply Franchises 

Over the past 20 years, India's food services sector has seen significant transformation, reflecting 

shifts in customer tastes, income development, and urbanization. The Indian restaurant industry 

has always been highly fragmented, with several tiny, unorganized businesses functioning either 

alone or in intra-local networks. However, the growing demand for consistent food quality, 

cleanliness, and standardized service has catalyzed the rapid expansion of franchised restaurant 

formats (PwC, 2020a). The franchising concept has emerged as a major growth driver in India's 

food supply chain, enabling companies to grow cost-effectively while ensuring brand consistency 

across geographically dispersed outlets. 

One of the most important reasons for the success of food supply chain franchising in India lies in 

the way it addresses key consumer needs through structured operating systems. Multinational 

chains like McDonald's, KFC, and Domino's Pizza have demonstrated how strategic supply chain 

integration, menu localization, technology take-up, and effective franchisee support can fuel 

sustained growth (Saxena and Goyal, 2021). These multinational chains have been able to enter 

the Indian market by adapting their products to local tastes—providing vegetarian versions, spicy 

versions, and even local specialties that appeal to the Indian palate (Kohli and Sinha, 2018). Such 

localizations, combined with firm operating standardization, have enabled these brands to grow 

while ensuring trust and loyalty among customers. 

Although multinational food chains have thrived in India, most local restaurant chains are not able 

to scale. Compared to their international peers, some Indian brands are weighed down by 

inefficiencies in supply chains, inconsistency in food quality, and decentralized organizational 

operating models. Most local restaurant chains do not have a well-established franchise model, 

leading to decentralized customer experiences within units (Rastogi et al., 2021). Such 

decentralization in branding, service, and product quality does not allow players in the local market 

to replicate the success of international chains. One of the key advantages that global franchises 

have been able to leverage in India is their existing networks of suppliers. Due to their strong 

supplier relationships, chains such as Domino's and Subway can maintain uniform standards for 
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food preparation and product sourcing throughout all their locations. This guarantees that the pizza 

served to customers at Domino’s restaurant in Delhi is of the same caliber as that served to 

customers at a restaurant in Chennai. Conversely, local restaurant chains use regional suppliers 

with different quality standards, which results in inconsistent flavors and non-compliance with 

food safety regulations (Kapur, 2022). Streamlining these supply chain inefficiencies is essential 

for local brands to scale effectively in the competitive Indian foodservice market. 

The other primary driver of food supply franchise growth is the use of technology. Leading global 

franchises could incorporate digital solutions to enhance efficiency and customer engagement. The 

use of centralized Point-of-Sale (POS) systems, inventory management software, and online food 

delivery partnerships has rendered operations efficient for global brands in India (Sharma and 

Verma, 2023). Mobile apps and reward programs also play a crucial role in repeat business, as 

they enable personalized promotions, easy order tracking, and simple payment options. Most 

Indian restaurant franchises, however, lag in adopting such technological solutions, which limits 

their ability to scale efficiently and compete with market leaders. 

Franchisee support is also a field where global brands surpass their Indian counterparts, as they 

ensure that their franchise partners are well-prepared with extensive training, operating manuals, 

and marketing support. McDonald's, for example, provides extensive training programs to 

franchisees, from food preparation to customer service and financial management (Gupta, 2021). 

Such support generates a standardized brand experience and minimizes the risk of operational 

failure. Indian restaurant franchises, however, have a laid-back approach towards managing 

franchises, leading to inconsistency in service delivery and operational inefficiencies. Enhancing 

franchisee support systems can be a powerful force in the sustainability of domestic food supply 

franchises. 

The Indian market offers enormous potential for food service franchising, as more customers look 

for cuisine that is convenient, hygienic, and varied. Due to their increased visibility outside of 

physical locations, food aggregators such as Swiggy and Zomato have further accelerated the 

growth of franchised eateries (Mehta, 2022). However, to compete with multinational behemoths, 

Indian restaurant franchises need to create a methodical procedure that tackles the crucial problems 

of technology integration, supply chain management, operational uniformity, and franchisee 

training. 
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In addition, Indian consumers' habits are changing quickly as more people look for sustainable 

food sources and health-conscious eating. Most global franchises have already caught the wave by 

introducing organic, gluten-free, and plant-based products. Indian restaurant franchises can surf 

these consumer waves by incorporating healthier food products and sustainable packaging 

solutions into their business models (Mukherjee, 2023). Such innovations can not only establish 

brand image but also address the increasing demand for responsible consumption. 

Additionally, food safety, hygiene, and environmental sustainability are receiving increased 

attention in India's increasingly stringent regulatory framework for food enterprises. Stricter 

compliance rules have been implemented by the Food Safety and Standards Authority of India 

(FSSAI), which franchises and other food enterprises must follow (Sharma, 2022). Global brands 

have been able to swiftly adjust to these developments because of their methodical compliance 

procedures. However, because of inadequate infrastructure and a lack of knowledge, most Indian 

franchises are finding it difficult to adhere to rules. Indian franchises can more successfully adjust 

to the regulatory environment by investing in infrastructure development and compliance training. 

The impact of the pandemic due to COVID-19 has also transformed the behaviors of consumers, 

with high priority being given to hygiene, contactless consumption, and ordering online. During 

the pandemic, international food chains transformed themselves rapidly through the 

implementation of aggressive hygiene protocols, contactless transactions, and enhanced delivery 

operations (Kumar et al., 2021). On the contrary, the operational efficiency of various small and 

mid-scale Indian restaurant franchises was impacted during the pandemic owing to a lack of 

preparedness for such unforeseen circumstances. Strengthening business continuity plans and 

implementation of flexible models of operation can strengthen the resilience of domestic 

franchises to future uncertainty. 

In the long run, the future of food supply restaurant franchising in India lies in domestic brands 

taking a systematic and strategic route to expansion. Learning the best practices from high-

performing global models and implementing strategies as per the dynamics of the Indian market 

can pave the way for long-term expansion. With investments in the efficiency of the supply chain, 

technology building, franchisee development, and regulation, Indian restaurant franchises can 

create a competitive presence in the evolving foodservice market. With the continued expansion 
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of the industry, a strong strategic framework will be at the core to drive the success of domestic 

restaurant franchising in India. 

Strategic Frameworks in Successful Global & Indian Franchises 

The strategic models followed by successful Indian and global food franchises are based on key 

business elements that ensure sustainable growth, customer delight, and operational effectiveness. 

These models enable brands to develop a competitive advantage, ensure consistency of quality 

across chains, and foster long-term customer loyalty. Through analysis of key factors such as 

supply chain management, standardization of operations, local taste adaptation, and technology 

integration, we can establish how top franchises manage to dominate the dynamic and competitive 

Indian food industry. We need to analyze these factors to develop a new strategic model that can 

be effectively implemented for Indian domestic restaurants. 

An integrated supply chain is the success mantra for food franchises. Effective procurement and 

distribution enable franchises to ensure product uniformity, control costs, and avoid supply chain 

failure in the food chain. McDonald's, for instance, has adopted a centralized supply chain model 

that enables seamless coordination among distributors, suppliers, and franchise stores 

(Christopher, 2016). The company has developed close, long-term relationships with local 

suppliers, ensuring quality ingredients at affordable prices. In India, Domino's has effectively used 

the hub-and-spoke model of distribution, wherein master ingredients are procured from centralized 

hubs and distributed to individual stores (Bhattacharya, 2019). This model not only ensures 

uniformity in all the stores but also reduces logistics inefficiencies, making it the optimal strategy 

for large-scale food supply franchising. 

Supply chain management applies more than just procurement and shipping; it directly affects 

customer satisfaction and cost reduction. A brand's reputation may suffer because of stockouts, 

poor quality, and higher operational expenses brought on by an ineffective supply chain. On the 

other hand, just-in-time inventory management, waste reduction, and the availability of fresh food 

are all made possible by efficient supply chains. However, broken supply chains, hazy logistics, 

and significant waste plague Indian restaurant companies (Rai and Gupta, 2022). Domestic 

restaurants can increase productivity and profitability by addressing these problems with a more 

effective strategic framework. Standardization of operations is the second pillar of successful food 

franchising. Uniformity of product quality, service, and brand experience is central to customer 
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trust. Successful global franchises adhere to strict standardization procedures, including employee 

training programs, strict food preparation procedures, and standardized customer service 

protocols. KFC India, for instance, has a well-defined operational manual that must be adhered to 

by franchisees, ensuring every outlet adheres to global quality standards (Singh et al., 2020). Such 

frameworks are designed to minimize variations in customer experience regardless of the 

restaurant location. 

Franchises also spend significantly on training and quality control mechanisms to ensure their 

employees are properly trained to deliver consistent service. This involves intensive onboarding 

processes, frequent refresher training, and performance monitoring mechanisms. McDonald's 

India boasts an excellent training program for staff, including hands-on workshops, customer 

service training, and health and safety protocols (Sharma and Verma, 2023). The company also 

employs a franchisee evaluation system to guarantee operational excellence in all outlets. By 

implementing similarly structured training programs, Indian domestic restaurant chains can 

enhance staff efficiency and overall service level. 

The capacity of successful franchises to adapt to local consumer preferences is one of the most 

important characteristics that sets them apart from unsuccessful ones. While maintaining a 

consistent brand image is important, it's equally important that product offerings be tailored to 

local preferences. Global franchises operating in India have gone to extreme lengths to customize 

menus to fit Indian dietary needs and cultural beliefs. McDonald's India, for instance, rolled out 

vegetarian options such as the McAloo Tikki burger to accommodate the country's massive 

vegetarian population (Nair, 2020). Similarly, Domino's India rolled out local flavors to pizzas, 

with flavors such as Paneer Makhani and Peppy Paneer that resonate with Indian consumers. 

This localization strategy extends beyond menu changes. Most franchises alter their marketing 

strategies, pricing structures, and restaurant designs to be consumer-centric in India. KFC India, 

for example, launched a value-for-money menu to attract price-sensitive consumers and 

emphasized its usage of locally sourced spices to build a more inclusive brand image (Mehta, 

2022). Indian local dining chains struggle to strike this balance, either through over-localization, 

watering down global brands' aspirational value, or remaining out-of-touch with local tastes. A 

mature strategic framework that guides effective localization can help local brands achieve the 

right balance between global appeal and local acceptability. 
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The food franchising market has undergone a technological transformation, allowing brands to 

improve client engagement, streamline operations, and rationalize supply chains. Prominent 

franchises have invested heavily in digitalization, utilizing smartphone apps, online ordering 

platforms, and artificial intelligence (AI) to increase productivity and improve customer 

satisfaction. Domino's India, for example, has experienced an online sales boom due to its 

aggressive digital thrust that includes a seamless app, AI-powered customer insights, and real-time 

order tracking (Economic Times, 2022). These technologies not only simplify customers' lives but 

also provide rich data that assist franchises in optimizing their marketing and operating strategies. 

Integration of technology into the food supply chain also enhances demand forecasting and 

inventory management. AI-based analytics allow franchises to predict customer behaviors, 

maintain better stock levels, and reduce wastage. McDonald's has utilized AI-based solutions to 

enhance drive-thru, customize customer offerings, and streamline kitchen procedures (Rana and 

Sharma, 2021). Indian domestic restaurant chains are, however, generally slow in embracing 

digital technologies owing to the high upfront costs of investment and the absence of know-how. 

A strategic framework based on cost-savings technology integration can fill this gap and facilitate 

Indian restaurants in embracing digital technologies for enhanced efficiency and profitability. 

International franchises have been able to implement such strategic frameworks, but most Indian 

domestic restaurants are plagued by certain issues that limit their scalability and expansion. 

Interconnected supply chains, non-standardized quality of service, and a lack of standardized 

training programs are some of these issues, and they lead to operational inefficiencies. In addition, 

many domestic restaurants are unable to balance brand consistency with local adaptation, leading 

to customer dissatisfaction. Moreover, the absence of a formal technological roadmap deprives 

domestic chains of the rewards of full exploitation of digital transformation. 

These shortcomings can be overcome through a strategic framework responding to the Indian 

market in an integrated manner. A properly formulated model must integrate the best practices of 

successful franchises with a level of flexibility to address the specific needs of domestic 

restaurants. This involves developing centralized supply chains, utilizing standardized training 

programs, developing localized marketing campaigns, and implementing cost-cutting digital 

solutions. Through such a framework, Indian restaurants can enhance operational efficiency, 

customer satisfaction, and long-term sustainability in a competitive landscape. 
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In short, the success of Indian and international food franchises is driven by prudent strategic 

frameworks that include technological integration, adaptation to the local culture, standardization 

of operations, and supply chain management. All these are blended to bring efficiency, consistency 

of brand, and customer satisfaction. Although global brands have succeeded in applying all these 

strategies, local Indian restaurants typically face extreme difficulties in replicating their success. 

By designing a more prudent strategic framework bridging these shortcomings, local restaurants 

can build viable business models and compete well in India's volatile food industry. The 

conclusions derived from analyzing models of successful franchising provide a prudent foundation 

to build a framework that is adapted to the unique dynamics of the Indian market. 

Issues Indian Domestic Restaurant Franchises Face 

Over the past ten years, the Indian food services sector has experienced exponential expansion, 

and the growing number of foreign restaurant franchises has strengthened their position in the 

market. Domestic restaurant franchises nevertheless confront several operational, financial, and 

strategic difficulties, despite the successful national expansion of international brands like 

McDonald's, KFC, and Domino's. These difficulties make it difficult for them to compete with 

well-funded, globally standardized brands, scale efficiently, and deliver consistency. Domestic 

restaurant franchises face a variety of difficulties, from slow acceptance of technology and 

branding constraints to supply chain inefficiencies and standards problems. Understanding of these 

challenges is imperative to policymakers, industry players, and entrepreneurs keen on solidifying 

the grip of local restaurant franchises in India's highly competitive food services industry. 

The largest challenge to domestic restaurant franchises is the inefficiency of the supply chain. In 

contrast to their multinational rivals, which are aided by well-established global chains of suppliers 

and large procurement entities, domestic franchises are handicapped by inconsistent ingredient 

quality and unpredictable operating costs. India's fragmented supply chain infrastructure, along 

with logistics bottlenecks and poor cold storage facilities, has a propensity to result in delays, 

spoilage, and high costs (Chopra and Mehta, 2020). The problem is more serious for franchises 

that deal with perishable ingredients such as dairy, poultry, and fresh fruits and vegetables, where 

taste and quality consistency are essential to ensure customer loyalty. Local franchise players also 

do not enjoy bargaining power with suppliers, leading to higher procurement costs that end up 

devouring their margins. International chains, in contrast, are aided by bulk purchase deals and 
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long-term relationships with suppliers that allow them to negotiate good terms and ensure supply 

chain efficiency. Domestic restaurant franchises are thus forced to invest in better logistical 

structures, supplier alliances, and technology-enabled inventory management systems to counter 

these inefficiencies. 

The second significant challenge is the absence of consistency in standardization across outlets. In 

the franchise business model, consistency of food quality, service standards, and customer 

experience is the winning formula. However, most of the domestic restaurant franchises lack 

formal training programs, robust operating instructions, and strict quality control policies that 

multinational chains possess (Verma, 2021). The absence of a well-defined standard operating 

procedure (SOP) leads to wide variation in the preparation of food, portioning, hygiene norms, and 

level of service across different franchise outlets. This variation negatively impacts the satisfaction 

of customers and brand perception, making it difficult for domestic franchises to build long-term 

trust among consumers. Moreover, human resource training in domestic franchises is informal or 

arbitrary, resulting in variations in the delivery of service. On the other hand, global franchises 

invest heavily in employee training modules, performance management tools, and automated 

compliance programs to ensure all outlets adhere to the brand-prescribed standards. Without such 

investment, domestic brands find it difficult to achieve operational excellence like multinational 

chains. 

Brand building and market positioning are another giant challenge for domestic restaurant chains. 

The international fast-food chains have established robust brand equity over years through 

aggressive promotional activities, celebrity endorsements, and mass-market promotion activities 

to build consumer images. Domestic chains, however, do not have the requisite financial muscle 

to build a strong brand image because of limited brand-building activities (Sharma and Gupta, 

2022). Most domestic brands possess an intangible unique selling proposition (USP), which 

renders them unable to differentiate themselves in a competitive marketplace. Moreover, domestic 

chains miss out on building customer loyalty since consumers prefer to see international chains as 

consistent, hygienic, and providing superior product quality. The general perception that 

international chains provide a more standardized cuisine experience further undermines the 

competitiveness of domestic chains. International chains also use deep digital and offline 

marketing campaigns, using social media, loyalty cards, and influencing partnerships to acquire 

and retain customers. Homegrown chains, with limited marketing budgets, are unable to generate 
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the visibility and reach of such campaigns. The limitation impacts the acquisition and retention of 

customers, and the local brands miss out on scalability. 

The slow pace of technology adoption is another major problem for Indian domestic restaurant 

franchises. Digitalization is a major driver of operational effectiveness, customer experience, and 

top-line growth in the food service industry today. Domestic franchises have, however, been slow 

to embrace effective technological innovations such as online ordering platforms, customer 

relationship management (CRM) systems, and predictive analytics for demand planning 

(Sengupta, 2021). Resistance to adopting digital solutions results in inefficiencies in the processing 

of orders, customer handling, and data-driven decision-making. For instance, international chains 

have managed to deploy AI-powered analytics to optimize menu pricing, forecast demand patterns, 

and personalize customer experiences through targeted promotions. Domestic franchises, in 

contrast, have manual systems and legacy point-of-sale (POS) systems, which limit their scale and 

competitiveness in a technology-empowered industry. Moreover, the COVID-19 pandemic further 

hastened the shift towards digital food ordering and contactless delivery, with global market-

leading brands fast embracing these trends. Domestic franchises that failed to embrace effective 

digital strategies lost customers during lockdowns and restrictions. Technology investment is thus 

no longer optional but a necessity for domestic brands to thrive in the restaurant game. 

Aside from these early hurdles, local restaurant franchises also face regulatory and compliance 

problems that hinder expansion. India's food industry is overseen by different agencies like the 

Food Safety and Standards Authority of India (FSSAI), state health departments, and local 

municipal corporations. Adherence to complex licensing processes, tax systems, and health and 

safety regulations can be particularly challenging for small and medium-sized local franchises that 

do not have legal capabilities (Kumar and Bhatia, 2020). In addition, regulatory inconsistencies in 

the states create added complexity in maintaining compliance, especially for brands with 

expansion strategies in multiple regions. Multinational chains have specialized legal staff to deal 

with regulatory compliance, but local franchises do not have the capability to perform these 

administrative tasks with ease. Consequently, the lag in processing critical permits and dealing 

with bureaucratic inefficiencies can hinder expansion activities and lead to financial pressures. 

The financial constraints of local restaurant franchises also lead to their slow growth trajectory. 

Fund mobilization for expansion, equipment upgradation, and marketing initiatives is a significant 
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challenge for local brands. Unlike multinational franchises with access to corporate funds, venture 

capital, and franchisee support schemes, local players must rely on personal funds or traditional 

bank loans with high interest rates and strict repayment terms (Mukherjee and Das, 2021). Lack 

of financial support limits their ability to open new outlets, invest in high-technology kitchen 

equipment, or upgrade their supply chain centers. Additionally, most local franchises struggle to 

attract investors due to the perceived risks of inconsistent branding, operational inefficiencies, and 

limited market reach. This financial constraint forces many promising local brands to grow at a 

much slower pace than their global peers. 

The second significant challenge is the rising cost of real estate, particularly in urban cities where 

high footfalls are essential for restaurant success. Rents for prime locations have risen over the last 

few years, making it even more challenging for local franchises to secure strategic locations for 

their outlets (Sethi and Mehta, 2022). Global brands, with deeper pockets and financial backing, 

can afford high-end retail spaces in high-visibility locations, while local franchises must make do 

with second-best locations due to budget constraints. This disparity further affects customer 

footfalls and revenue generation, prejudicing local brands in terms of market reach and 

accessibility. 

Briefly, while Indian domestic restaurant franchises hold enormous potential, they are faced with 

a string of challenges that prevent them from growing and competing. Supply chain inefficiencies, 

standardization problems, branding limitations, and slow technology adoption are some of the key 

challenges that come in the way of their scaling up. In addition, regulatory complexity, financial 

problems, and rising real estate costs worsen the woes of domestic franchises. To get over these, 

domestic brands must invest in streamlining their supply chains, implementing efficient training 

and quality control practices, enhancing their online presence, and securing financial assistance 

for expansion. By embracing a strategic model and leveraging technological upgradation, Indian 

domestic franchises can establish a niche for themselves in India's growing food service industry 

and compete more aggressively with international brands. 

The Best Food Supply Franchising Practices Worldwide 

The international restaurant franchising industry has achieved unprecedented success by 

embracing strategic models that ensure consistency, quality control, and efficiency in several 

locations. By learning from case studies of giant international restaurant franchises, lessons can be 
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drawn to enhance the operational efficiency of Indian domestic restaurant models. The history of 

food franchising globally has been shaped by innovative supply chain strategies, efficient vendor 

relationships, and responsive procurement measures, all of which are responsible for long-term 

expansion and customer satisfaction. Indian domestic restaurants can learn a lot from these best 

practices and apply them to the domestic market environment. 

One of the best examples of successful global food supply franchising is McDonald's, which has 

established an extremely efficient and sophisticated supply chain. McDonald's has a presence in 

over 100 nations, ensuring consistency in taste and quality and controlling a complex supply chain 

of suppliers and distributors (Christopher, 2016). The strength of the company mainly comes from 

its innovative supply chain integration approach, such as direct relationships with farmers and 

producers, a just-in-time inventory system, and a rigorous quality assurance system (McDonald's, 

n.d.). The reason why McDonald's is close to the suppliers is that the brand can control costs, 

reduce wastage, and keep products fresh in all the outlets. Indian restaurant chains can adopt the 

same by long-term investment in the supplier relationship and lean inventory management systems 

to improve efficiency. 

Another popular example is Domino's Pizza, which has revolutionized the food delivery industry 

by making the best use of an advanced logistics system and highly standardized procurement 

system. Dominoes has successfully adopted a centralized kitchen model with ingredients prepared 

and dispatched from a limited number of locations to ensure uniformity in quality (Domino's, n.d.). 

The company also employs advanced tracking technologies that allow real-time monitoring of 

supply chain operations, reducing delays and food wastage by a significant amount. The Indian 

food service industry, suffering from logistical inefficiencies due to infrastructural limitations, can 

learn from such centralized production and supply chain management practices. By ensuring a 

smooth distribution network, domestic restaurants can ensure quality and reduce operational 

inefficiencies. 

Starbucks is also a fascinating case study in food supply franchising, especially with reference to 

vendor partnerships and sustainability. The company's emphasis on ethical sourcing and 

sustainability has placed it at the vanguard of responsible procurement (Starbucks, n.d.). Starbucks 

buys coffee directly from farmers, investing in training and financial assistance to grow the finest 

quality beans while also contributing to community development among supplier communities. 
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The strategy has helped Starbucks sustain its brand image and ensure a consistent supply of high-

quality ingredients. Indian restaurant chains can follow suit by developing similar programs of 

ethical sourcing that ensure fair trade and sustainable cultivation practices. By doing so, they can 

contribute to brand image while also keeping up with rising consumer demands for responsibly 

sourced food products. 

KFC, another international food behemoth, has also illustrated the application of standardization 

of processes across its franchises while providing scope for localized adaptation. The company's 

success lies in the fact that it achieves the right level of uniformity and adaptability. While KFC 

has strict quality control measures to ensure that its core products are uniform globally, it also 

provides regional flexibility in menu offerings to suit local sensibilities and dietary preferences 

(KFC, 2023). For example, in India, KFC launched vegetarian and spice-based products based on 

local taste preferences. The strategy has helped the brand seamlessly integrate into diversified 

markets without diluting its core identity. Indian domestic restaurant chains can follow a similar 

hybrid strategy—ensuring consistency in their signature products while providing scope for 

localization to address regional consumer palates. 

One of the most important elements of a successful food supply franchising model is procurement, 

which is the key to ensuring product consistency and cost savings. Global chain brands invest 

heavily in technology-based procurement processes that enable accurate forecasting, demand 

planning, and real-time coordination with suppliers (Althabatah et al., 2023). Subway's franchise 

model, for instance, is based on an automated supply chain management system that monitors 

ingredient usage and adjusts procurement schedules in accordance with the same. This reduces 

wastage and prevents stockouts, ensuring business continuity in multiple locations. Indian 

domestic restaurants can take cues from the use of digital procurement systems to enhance supply 

chain transparency and efficiency. Implementing AI-based demand forecasting software can 

reduce food wastage, lower costs, and boost profitability. 

Distribution is another area where global brands have set the standard, thanks largely to their 

strategic alliances with third-party logistics operators. Several top brands have implemented a hub-

and-spoke distribution model wherein centralized warehouses feed multiple franchise locations 

efficiently. This lowers transportation costs, ensures on-time delivery, and improves inventory 

control. Indian domestic restaurants, especially those with multi-location expansion plans, can 
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follow the same model by establishing regional distribution centers that feed multiple stores. 

Investment in third-party logistics operations can also enhance distribution efficiency while 

lowering capital investment in in-house transport fleets (Sharma and Gupta, 2023). 

Vendor relationships are also critical in delivering product consistency and affordability. 

International franchises tend to enter long-term contracts with reliable vendors to secure ingredient 

consistency and bargain favorable pricing terms. For instance, Taco Bell has managed to secure 

its product consistency across stores using key ingredients from a pre-approved list of certified 

vendors (Bureau Veritas, 2022). Such vendor relationships enable franchises to bargain on better 

terms, conduct stringent quality audits, and establish stable supply chains. Indian restaurant chains 

can also emulate similar vendor relationships by sourcing constant vendors who accept their 

quality standards and business models. These can help ensure consistency, reduce risks of 

sourcing, and enhance overall operational stability.  

Another important lesson from international franchises is the use of technology in supply chain 

management. Digital transformation has been central to enhancing efficiency, reducing errors, and 

building customer satisfaction in the restaurant industry. Most effective franchises use blockchain 

technology to enhance traceability and food safety (Deloitte, 2023b). Using blockchain-based 

tracking systems, restaurants can monitor ingredient sourcing, transportation, and storage 

conditions in real time. Such transparency can enhance customer trust and brand reputation 

considerably. Indian domestic restaurants can embrace digital transformation by installing IoT-

based inventory tracking systems and AI-based analytics platforms to enhance supply chain 

operations. 

The experiences of such international franchises are full of learning for Indian domestic restaurants 

looking to enhance their strategic models. While the Indian food service industry is with its own 

challenges such as supply chain fragmentation, uneven quality of inputs, and infrastructural 

limitations, adopting global best practices can be a solution to these issues. By adopting 

technology-enabled procurement, strategic vendor partnerships, and optimized distribution 

channels, domestic restaurant chains can attain scalability and operational excellence. Besides this, 

Indian restaurants can benefit by adopting sustainability strategies into their supply chain models. 

As consumers increasingly demonstrate sensitivity towards environmental and social causes, 

adopting sustainable practices can be a differentiator in a competitive marketplace. By sourcing 
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inputs sustainably, reducing wastage of food, and ensuring optimal utilization of energy, domestic 

restaurant chains can enhance their market leadership while contributing to the preservation of the 

environment. 

Lastly, the strategic models adopted by high-performing international restaurant franchises are a 

template for Indian domestic restaurants to enhance their operational models. By adopting digital 

transformation, developing strong supplier relationships, and standardizing processes while 

enabling localization, domestic restaurant chains can develop strong and scalable businesses. The 

adoption of these best practices will not only enhance profitability but also develop brand loyalty 

and customer trust in an increasingly competitive marketplace. 

1.2 Research Problem 

The restaurant industry expanded in India as more businesses entered the market. It has been 

determined that restaurant food supply franchising is regarded as a profitable business strategy 

globally. Finding and evaluating the framework used by the profitable restaurant food supply 

franchising model in India is the goal of the study, which also attempts to identify the critical 

success criteria. Lack of understanding about the challenges and opportunities experienced by 

domestic restaurants when implementing franchising models under the food supply chain is the 

main research concern. The intricacies of rules, logistical challenges, and consumer preferences 

are all part of the Indian market dynamics. The first part of the issue is to examine the factors that 

made restaurant food supply franchising models in the Indian market successful. Furthermore, 

establishing a strategy framework for Indian domestic restaurants to implement food supply 

franchising models is also a difficulty. Analysis of various elements is required, such as regional 

variances, cultural variety, and the Indian terrain. Analyzing the critical role that digitalization 

plays in boosting restaurant food supply franchising models' effectiveness within the Indian 

environment is necessary. 

1.3 Purpose of Research 

The purpose of this study is to get a thorough understanding of the restaurant food supply 

franchising models in India by considering their operational characteristics, success factors, and 

strategic frameworks. The techniques will be assessed about the Indian home restaurant scenario 

while taking into consideration consumer preferences, cultural factors, and local market dynamics. 

Along with considering the requirements and problems of Indian domestic restaurants, the study 
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also intends to create a strategic framework backed by the integration of best practices and insights 

gathered from food supply franchising models. The study also highlights the importance of 

attaining sustainability and giving domestic eateries in the nation a competitive edge. Additionally, 

this aided in improving supply chain management, marketing penetration, and operational 

efficiency. The study specifically aims to achieve the following purposes: 

To examine the relevance of the franchising model in the food and beverage sector in India  

The food and beverage (F&B) industry works on the “fast-food” franchising model. Dominant 

McDonald's and Irish-owned Domino's Pizza, along with KFC, are already operating franchise 

models in India. Some local players like Haldiram’s and Bikanervala also use copartner ship 

agreements to expand their businesses. While both domestic and foreign players stand to benefit 

from their brand’s reputation through franchising, this model is equally relevant for India. Too. 

The presence of these brands leads to increased competition, which fosters growth and investment 

through innovation. This model also significantly cuts unemployment through high FDI 

franchising and foreign eateries. Many business models can help study market penetration, 

business growth, and job creation. Expansion and penetration of copartner ship businesses 

supported by franchising help franchise owners increase sales and revenues with little 

correspondence sharing. In return, franchise owners incur the risk of investment and day-to-day 

operations, under a well-known business brand, giving them the freedom to operate without the 

risk of failure. 

Furthermore, the Indian consumer market has also undergone significant change, where an 

increasing preference exists for organized food retail outlets against traditional eateries. The 

franchise model facilitates such demand through control over quality, uniformity of offerings, and 

efficient service. The digital revolution and food delivery platforms like Zomato and Swiggy have 

further influenced the way franchised food businesses operate. Understanding the relevance of 

franchising in this sector involves assessing its long-term sustainability, financial viability, and 

adaptability to local market conditions. 

To determine factors contributing to the successful implementation of franchising strategies  

Success in franchising depends on various critical factors determining the efficiency and 

profitability of the model. For the Indian F&B sector, these factors would include brand strength, 

market demand, operational efficiency, legal compliance, and franchisee-franchisor relationships. 
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Brand recognition and reputation are some of the major success determinants. A good brand 

presence inspires customer trust, which is critical in a competitive food market. Established brands 

tend to have loyal customers, which makes it easier for franchisees to attract and retain patrons. 

Moreover, a well-defined value proposition, such as unique products, superior service, or 

competitive pricing, can make a huge difference in a franchise's appeal. 

 

The strategic selection of locations is also another critical factor. The success of a restaurant 

franchise is largely dependent upon the locations selected as high-footfall areas, such as malls, 

business districts, and residential neighborhoods. Market research is vital to identify the location, 

mainly based on demographics, consumption behaviors, and competition analysis. Another basic 

factor is operational efficiency. Franchisors need to support full-pledged training programs, 

standard operating procedures, and supply chain management solutions to maintain consistency in 

all outlets. These covers include food preparation techniques, hygiene standards, customer service 

protocols, and inventory management. 

 

Financial considerations such as initial investment costs, royalty fees, and return on investment 

determine the feasibility of franchising strategies. A good financial model, with proper revenue-

sharing mechanisms in place, guarantees profitability for the franchisor as well as the franchisee. 

In addition, access to funding and financial support, through bank loans or investor backing, can 

make franchise expansion easier to handle. Franchisee selection and management also play a 

critical role in implementation success. Franchisors need to partner with individuals or entities that 

align with their brand vision and possess adequate business acumen. Ongoing support, training, 

and periodic evaluations help in maintaining brand standards and ensuring long-term 

sustainability. The second critical aspect is legal and regulatory compliance. Franchising in India 

is subject to various laws relating to intellectual property rights, food safety standards, taxation, 

and contract laws. Adherence to these laws helps avoid litigation and ensures a hassle-free 

operation of the business. 
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To analyze the strategic framework adopted by successful restaurant food supply franchising 

models in India  

To understand the franchising success in India, it is important to analyze the strategic frameworks 

used by successful restaurant chains. These frameworks include business expansion strategies, 

supply chain management, marketing techniques, and franchise support systems. Successful 

franchise models emphasize standardization. Food and service quality, preparation methods, and 

other processes for diverse restaurants should be standard in every place, according to major 

restaurant chains. Brand reliability and customer satisfaction increase through standardization of 

processes. Dominos has been the best example with technology-driven kitchen management 

systems that help it ensure that the pizza-making process remains steady. 

 

Another fundamental aspect is supplying chain management. Smooth procurement of raw 

materials streamlined logistics, and strong collaborations with vendors ensure operational 

efficiency. Most successful restaurant franchises follow a centralized approach to their supply 

chains, whereby all the ingredient requirements are availed through approved sources and further 

distributed regionally. For instance, McDonald's India built a formidable supply chain with its tie-

ups with the local farmers and suppliers, through which it maintains the freshness and quality of 

the ingredients but is also cost-effective. Marketing and brand positioning also play a very 

significant role in the success of franchised restaurants. Successful marketing campaigns, 

including digital promotions, loyalty programs, and targeted advertisements, help with brand 

presence and customer outreach. Companies like Burger King India used aggressive digital 

marketing campaigns to become extremely successful in their geographic area. Another critical 

aspect of strategic frameworks is innovation and adaptability. The best franchisors are constantly 

changing their menu items and models of operation to suit the new tastes of the consumers. For 

example, KFC India offered vegetarian options for the Indian consumers with diverse eating 

habits, while McDonald's customized its menu by offering McAloo Tikki Burger. 

To evaluate the opportunities and challenges faced by the franchising business model in India 

The franchising model provides ample scope for growth in the F&B sector in India; however, there 

are challenges that need careful consideration. The most outstanding ones are the increasing need 

for organized food service establishments. As rapid urbanization takes place and more people enter 
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the middle-class category in India, there is an enormous appetite for quality dining services. This 

trend serves well for the growth of franchised restaurants in metropolitan and even tier-2 cities. 

Additionally, the rise of cloud kitchens combined with online food delivery services has created a 

low-cost marketplace for franchise businesses to emerge with little overhead expenses. 

 

In addition, the franchising model helps foster employment and self-employment opportunities. 

Entrepreneurs can use the existing franchise brand and its operational framework to set up their 

own business, thereby reducing the risks that are linked with starting a new venture from scratch. 

Such a model further improves the economy as many positions need to be filled in areas like 

hospitality, supply chain management, and even retail. However, there are several challenges that 

stem from franchising in India. One major challenge is the operational expenditure stemming from 

real estate, staff personnel, and supply chain management. The cost of leasing prime locations in 

major cities can be exorbitant, affecting profitability for franchisees. 

 

Another challenge is maintaining consistency across franchise outlets. While franchisors establish 

strict guidelines, deviations in quality, service, or hygiene standards can negatively impact brand 

reputation. Regular audits, mystery shopper programs, and quality control measures are necessary 

to address this issue. Legal and regulatory hurdles also challenge franchisors in India. Compliance 

with FSSAI regulations, taxation policies, and licensing requirements are difficult to determine 

and require too much time. There can also be contractual disputes between the franchisors and the 

franchisees, necessitating the need for clear legal agreements and dispute resolution procedures. 

1.4 Significance of the Study 

This study has significant academic, practical, and economic importance. This study contributes 

to existing knowledge in franchising models in India by assessing the strategic frameworks 

employed by leading restaurant chains. It reviews supply chain effectiveness, brand management, 

and operation strategies, thus bridging research gaps on the nexus between franchising and 

domestic restaurant sustainability. The study also offers a novel framework specifically tailored 

for domestic restaurants, which serves as a foundation for future studies on localized franchising 

strategies. 
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Most Indian small and medium-sized restaurants struggle to expand their businesses without 

compromising profitability and quality. Reviewing successful food supply franchising models, this 

study identifies key strategies that can be adapted to create a sustainable model of franchising for 

Indian restaurant businesses. The proposed framework will ensure a systematic approach to 

expansion, cost savings, and operational efficiency. The study addresses key areas of food supply 

chain management in the Indian restaurant industry, including procurement, logistics, and vendor 

relations. Through the application of efficient and sustainable supply chain practices from 

successful franchises, Indian restaurant business owners can improve inventory management, 

reduce food wastage, and ensure consistent food quality. An effective franchising model will 

benefit the Indian economy through the encouragement of entrepreneurship, generation of jobs, 

and the attraction of investment opportunities in the food service industry. Research findings on 

cost-effective expansion strategies will enable more Indian restaurants to compete with 

multinational franchises, promoting local business development and reducing dependence on 

foreign franchising models. 

The results of this research can act as an insight to policymakers and industry regulators regarding 

the issue of local restaurants' difficulty in expanding their reach. Suggestions from this research 

can help in policymaking for franchising regulation, food safety, and standardization of the supply 

chain, ultimately to the benefit of restaurant owners as well as consumers. A successful model of 

domestic restaurant franchising will result in increased consumer exposure to diverse, quality, and 

affordable food. By making local restaurant businesses stronger, the study encourages food 

industry diversity and increases market competition, which can result in increased innovation and 

quality of service. This research presents a critical analysis of strategic models that have made 

restaurant food supply franchising successful in India. Introducing a new framework customized 

to domestic restaurants, it offers feasible, economic, and policy-level advantages that will 

encourage the growth and sustainability of India's restaurant business. 

1.5 Purpose of Research and Questions 

The general purpose of this study is to review the strategic frameworks employed by successful 

restaurant food supply franchising models in India and formulate a new framework that is 

compatible with domestic restaurants. The study seeks to establish the most critical factors leading 

to food supply franchise success, including supply chain efficiency, brand standardization, market 
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adaptability, and customer experience management. With the fast growth of the Indian food service 

sector, the knowledge of how these franchises operate can provide valuable lessons for 

independent domestic restaurants looking to scale their businesses effectively. 

Prior research suggests that franchising provides an organized approach to business expansion with 

brand integrity and operational efficiency (Justis and Judd, 2003). Food supply chain management 

research suggests the importance of supplier relations, cost saving, and quality control in retaining 

a competitive edge (Christopher, 2016). Consumer behaviors studies also suggest standardized 

service quality and menu consistency are critical to loyalty in food franchises (Kotler et al., 2020). 

However, despite all these advantages, most Indian domestic restaurants struggle with scalability 

due to fragmented supply chains, inconsistent quality, and poor capital (Gupta and Jain, 2019). 

This study will bridge this gap by creating a strategic framework blending best practices of leading 

food supply franchises with Indian domestic restaurant-specific challenges. This study will utilize 

qualitative and quantitative methods to review case studies of leading franchised brands in India, 

review supply chain strategies, and assess the feasibility of extending such models to independent 

domestic restaurants. The aim is to provide a systematized, scalable framework for enhancing the 

operational sustainability and profitability of local restaurant businesses. 

Research questions  

RQ1 What is the relevance of the franchising model in the food and beverage sector in India? RQ2 

What are the factors contributing to the successful implementation of franchising strategies?  

RQ3 What is the strategic framework adopted by successful restaurant food supply franchising 

models in India?  

RQ4 What are the opportunities and challenges faced by the franchising business model in India? 
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CHAPTER II 

REVIEW OF LITERATURE 

2.1 Theoretical Framework 

In the last two decades, there has been a great transformation of the restaurant and food service 

industry in India. Rolling with rapid urbanization, rising disposable incomes, exposure to global 

kitchen and dynamic consumer preferences have contributed to the rapid proliferation of restaurant 

chains, many of which have been adopting the franchising model and widening their coverage 

(Alon, Alon and McKee, 2012). The main reason for the rise of franchising in the Indian context 

is that it enables the brands to crack multiple markets, reduce the capital risk and makes the speedy 

scalability. In this light, a detailed study of successful restaurant franchise food supply models like 

McDonald, Domino’s, KFC, Subway and as such Indian brands which include Haldiram’s, Biryani 

Blues and Wow are analyzed. Momo shows us several strategic frameworks that have been key to 

their success. It’s important to understand these frameworks, to build a different model, of which 

there is none integrated currently in the Indian space for domestic restaurants poised for growth in 

India. 

Operational standardization along with cultural localization has been one of the main ingredients 

of success for India franchising. For example, McDonald’s, to some extent, has been able to keep 

its service quality and brand image consistent across its chains and adapt menus to reflect Indian 

tastes and cultural sensitivities (Ajay, 2025). From McDonald’s India, beef and pork products were 

taken out of the menu and vegetarian and chicken alternatives like McAloo Tikki and Maharaja 

Mac were introduced (Yadav, 2021). Like the Domino’s India, Domino’s India successfully 

localized its offering in paneer, tikka and spicy flavors and masterfully understands Indian palates. 

The complementary strategy of standardizing products for quality and localizing products for 

relevance allows these franchises to market themselves both in India and globally, both at the same 

time. 

Another pillar of successful franchising model is to possess a good supply chain integration and 

logistics management capability (Chandrasekar, 2010). They have heavily invested backends such 

as backward integration, centralized kitchens and real-time inventory systems so that they can be 

consistent and cost efficient. Jubilant FoodWorks, as the master franchisee for Domino’s in India, 

has an established robust supply chain network with several commissaries supplying semi prepared 
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ingredients to the outlets to ensure standard quality and reduce operational complexities (Ghosh 

and Roy, 2022). This model not just makes this food safe and hygienic but also reduces preparation 

time at individual outlets thus providing quick service, high customer satisfaction and reduction of 

wastage as well. Technology has been extensively used up by these companies which have used 

to monitor inventory, predict demand and streamline the logistics process for making the supply 

chain lean and agile (Chandrasekar, 2010). 

Successful restaurant franchises also require important elements in brand positioning, and 

customer engagement strategies. Having invested heavily into building a strong brand identity 

through advertising, social media campaigns, influencer marketing and customer loyalty 

programs, successful franchises are reaping the rewards. For instance, Subway and KFC have 

adjusted the global marketing content that appeals to Indian sentiments, festivals, and cultural 

events. Wow! In India, a growing force is Momo, a fast-growing QSR (quick service restaurant) 

that has carved out a niche as modern brand that has a credible appeal to the young generation. It 

has been able to create a distinctive market position through strategic collaboration, rapid store 

expansion and digital marketing (Chakraborty, 2021). Such strategies have led to the development 

of emotional connection between the customers with the franchise and consequently strong brand 

recall and repeat patronage. 

Another part of the strategic framework relates to adopting flexible franchising models. In India, 

successful franchisees will lean on a balance between company-owned outlets and franchisee 

operated outlets to control the growth. Franchisee outlets allow brands to scale at very fast speed 

with local investment and market knowledge and company owned outlets help maintain quality 

and are training centers. The dual model expands reach to a wider market while limiting 

operational risks. Much to the success of any food service franchise, brands offer extensive training 

to franchisees and staff to assure quality of service and food safety and of the brand standards that 

include these (Alon, Anderson, Munim, and Ho, 2018).  

In addition, real estate selection and store format innovation have become important strategic 

issues. As in malls, business districts, airports, and high street markets, franchise chains like to 

occupy high footfall places. Nevertheless, the success of brands in the Indian market has also led 

to experimenting with other store formats like smaller stores, food trucks and cloud kitchens to 
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access new customer segments while lowering overhead costs. Such adaptability in store design 

and location strategy has given an edge in urban and semi urban markets (Mukherjee, 2012). 

No matter how much used, these successes in Indian Food did not bode well for that country’s 

domestic restaurants when it came to establishing their presence through franchising. The major 

issues faced by these Fast-Moving Consumer Goods (FMCG) companies are the inconsistent food 

quality, no structured training, weak supply chain infrastructure and limited brand differentiation 

(Minkler, 1990). This calls for a new strategic framework that is exclusively designed for domestic 

restaurants in India. To make this work, this framework must cover the lessons learned from the 

successful franchises and deal with the unique challenges that small plateau players face (Banerjee, 

2018). 

In the proposed framework, standard operating procedures (SOPs) for everything that happens in 

the restaurant are defined and instituted: food preparation, customer service, hygiene, procurement, 

waste management. SOPs are clear because they deliver consistency in quality and customer 

experience, both of which are key to brand building. Digital transformation by the domestic 

restaurant industry needs to also include investment in cloud-based POS system, inventory 

management tools to streamline operations and to get data-based insights (Choudhury and 

Bhattacharya, 2022). 

One of the key pieces of the new framework is the building of a centralized procurement and 

distribution system for multi-location restaurants. The procurement and logistics can be managed 

by setting up a central kitchen or by partnering with third party aggregators. It helps in maintaining 

food quality and preserving waste and economies of scale. Brands like Faasos and Box8 who have 

brought in central kitchens and cloud kitchens are useful precedents to follow by domestic brands 

as these have proved fortunate. 

Consequently, domestic restaurants must take a stance closer to the notion of customer centric 

branding in accordance with regional culture, values and preferences. Logo and packaging aren’t 

the only parts to branding, it involves telling stories, being part of communities and having a digital 

face. Collaborations with influencers and social media should be leveraged to create buzz and 

customer loyalty. Loyalty programs in mobile apps or on WhatsApp for example will greatly boost 

repeat purchases as compared to alternatives (Eisenhardt, 1989). 
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The backbone of the framework should include training for both franchisee support. Franchisees 

and staff must be brought on board on technical, managerial and customer service aspects with 

help of structured training modules by domestic brands. A franchisee should have access to a team 

dedicated to helping with setup, marketing, hiring etc. and troubleshooting issues that arise with 

operation. Such level of support yields trusts and ensures lasting satisfaction and success in long 

term for the franchisees (McDonald's Corporation, n.d.). 

Finally, there must be integration of sustainability and innovation into a strategic roadmap. Indian 

consumers are mindful about health, environmental impact and ethics in sourcing. With regards to 

the packaging of the food serving that is provided at restaurants, domestic restaurants should make 

this their priority by using ecofriendly packaging, while sourcing the ingredients locally, reducing 

plastic usage and offering a healthier menu option. Simultaneously, there must be constant 

promises of innovation in the ways of managing a menu, delivery of service and engagement of 

customers to beat competition (Barney, 1991). 

Consequently, the success of the franchising models of restaurant food supply in India can be 

attributed to their strategic framework based on operational standardization, localization, supply 

chain efficiency, flexible franchising, and brand engagement. These models have been 

demonstrated viable by international players, but domestic restaurants find it difficult to use such 

models because of operational and infrastructure issues. The new, specially tailored strategic 

framework for the domestic Indian restaurants needs to consider SOPs, digital transformation, 

centralized supply chains, localized branding, franchisee training, and sustainability. If the 

strategic alignment is made correctly, domestic brands can truly grow sustainably and make a 

strong mark in Indian restaurant market (NASSCOM, 2021). 

The application of three core theoretical foundations such as Transaction Cost Economics (TCE), 

Resource Based View (RBV) and agency theory is useful in meaningfully studying the success of 

restaurant food supply franchising models in India. These frameworks provide a structured 

framework through which franchising firm strategic decisions can be evaluated and how 

franchising firms manage costs, utilize resources and navigate the complexities of the franchisee 

– franchisor relationships. However, each theory makes a unique contribution to understanding the 

dynamic of food supply chain in a franchising context for the complex and operationally 

challenging Indian market (Barney, 1991). 
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Transaction Cost Economics (TCE) 

Williamson (1975) Transaction Cost Economics provides a good rationale behind the franchising 

decision. In its core, TCE aims to reduce the costs of transactions, i.e. the costs of bargaining, 

monitoring, and enforcement. TCE becomes a particularly important mode of explaining why 

restaurant chains franchise rather than retain full vertical control with respect to other operations 

in the context of food supply franchising. 

Since infrastructure inequalities, supply chain volatility and regional regulatory constraints often 

hinder the smooth operations in India (Seth and Sethi, 2011), minimizing the transaction costs 

takes the center stage of organizational functionality. The greater flexibility that franchising offers 

parent companies to adopt this model enables them to assign operational responsibilities to local 

franchisees who are more familiar with the regional supplies, labor markets and preferences of 

consumers. Therefore, this decentralization lowers the costs of information asymmetry and local 

adaptation (Minkler, 1990). Furthermore, when a firm like McDonald’s or Domino’s set up supply 

chains through franchised partners, it avoids the high fixed costs of establishing logistics in the 

company in every region, thereby following the efficiency goals of TCE (Rubin, 1978). 

Furthermore, the conditions contained in franchise contracts concerning ingredients’ sources, 

pricing models and quality control tend to reduce the opportunities for opportunism and ambiguity, 

two major types of transaction costs (Williamson, 1985). Moreover, there is some importance 

placed on standardized inputs in the food supply chain, most importantly on the control of the food 

supply chain to ensure hygiene, taste consistency and shelf life, which further bolsters the TCE 

rationale of controlling transactional parameters via franchising through structured franchise 

relationships (Chakraborty, 2021). 

 

Resource-Based View (RBV) 

According to the Resource Based View, espoused by Barney (1991), it is the ability of the firm to 

acquire and leverage the legitimate valuable, rare, inimitable and non-substitutable (VRIN) 

resources that provides the firm with the power to sustain the competitive advantage. RBV 

illustrates the advantageous use of these niches in firms in franchising, more specifically 

franchising in the food supply segment, where firms use strategic dominance relying on internal 
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competencies along with external partners for supplementary competencies (Alon, Welsh and 

Falbe, 2012). 

Core resources for large multinational and domestic restaurant chains in India include brand 

equity, proprietary recipes, supply chain technology and managerial know-how (Peteraf, 1993). 

Often contracts and training programs protect these elements and disseminate them through them 

selectively to the franchisees. Franchisor's ability to draw on international supply chain systems 

(Just-in-Time logistics, cold chain infrastructure and ERP based inventory control) is part of his 

armory, permitting franchisees to make use of high-end resources without internal development 

(Grant, 1991). 

Domestic players in India’s rapidly growing Quick Service Restaurant (QSR) sector have adopted 

RBV aligned models. Centralized control over core resources including centralized kitchens, the 

proprietary packaging technology and standardized quality metrics is maintained by them and 

ensures consistency at varying levels of scale through franchisee networks (Jhamb and Singh, 

2017). As we have seen, this dual resource configuration combines simultaneously both centrally 

held and locally held capabilities such as market knowledge and regional vendor relationships and 

this creates synergistic advantages that are extremely difficult to replicate on the part of non-

franchise competitors (Blair and Lafontaine, 2005). 

RBV also can be used to understand the tradeoffs of centralizing and decentralizing that franchisor 

balances. The key strategic resources are kept centrally for uniqueness and control, while the 

operational resources such as delivery logistics and last mile partnerships are localized. With this 

configuration, it will lead to maximum resource efficiency and market responsiveness (Panmore 

Institute, 2024). 

Agency theory 

Jensen and Meckling (1976) formulated Agency Theory to handle the conflict of interest in which 

one party (the agent) is directed to act on behalf of the other (the principal. The role of franchisor 

also equates to that of principal while franchisee corresponds with agent as per the context of 

franchising. It is important to this theory to understand supply franchise restaurant issues of goal 

divergence, moral hazard and information asymmetry (Love, 2015). 
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Also, cultural diversity, operational dispersion, and variability in the quality of managerial 

interlaces can create agency problem in Indian cases of franchising especially in food service (Dant 

and Kaufmann, 2003). One example of this would be the franchisee cutting corners on quality of 

the ingredients or ignoring a traditional sourcing protocol for the sake of short-term profit which 

would of course ruin the franchise's integrity. Contractual enforcement mechanisms, regular 

audits, performance-based incentives and franchisee training, are used that provide the use of 

incentives to reduce or mitigate these risks (Eisenhardt, 1989). 

Additionally, there is a critical aspect of information asymmetry to the supply chain. It will also 

enable franchisees to exploit timely or local information regarding suppliers that are cost effective 

or regions with demand shifts at the franchisee’s expense. To fill in the gap, Indian food supply 

franchisors that have been successful have been employing centralized procurement systems and 

supply chain platforms that log time units of order frequency, vendor reliability, and regional 

pricing, thus allowing transparency of information and minimizing the range of opportunism 

(Chowdhury et al., 2015). 

This is the magic of McDonald’s India, as it is operated through a master franchise model. This 

will maintain control over the procurement and supplier selection, the franchisees to then source 

ingredients from a verified network of suppliers. As central control allows limited agency slack 

and ensures that the quality standards are the same across the geographic locations, the situation 

leads to this centralized control (Singh and Kaur, 2016). 

A Holistic View of Integrating Frameworks 

All the above-mentioned frameworks provide a picture of this success, but these used collectively 

provides a strong strategic lens by which the success of the Indian restaurant food supply 

franchising can analyzed. TCE provides reasoning for firms to externalize some operations and 

frames it in terms of cost and complexity minimization by exploiting cost economies and reducing 

complexity. RBV identifies the firm specific resources that are critical to maintaining the 

competitive advantage of the firm through franchising. At the same time, Agency Theory sets the 

framework of what governance systems should put in place to make sure franchisees’ actions are 

in the best interest of the franchisor (FICCI, 2021). 

Our understanding is of the strategic decisions made by leading franchisors as an interplay of these 

theories. For example, based on the TCE-RBV hybrid logic, the decision to centralize procurement 
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and decentralize distribution considers minimizing transaction costs at the same time leveraging 

the central resources. In the same way, Agency Theory influences stringent contractual 

agreements, performance metrics, franchisee support systems (Chowdhury, Ghosh, and Ghosh, 

2015). 

Application to Domestic Restaurant Franchising in India 

Several domestic restaurants in India lack sophistication in use of such frameworks as shown by 

multinational chains. They typically feature informal agreements, have no formal franchise 

governance models, have resource fragmentation and agency issues. For domestic restaurants to 

come up with a new and more effective framework, TCE, RBV, and Agency Theory principles 

must be consciously integrated to develop a more creative solution to build the use of the new 

framework (Mukherjee, 2022). 

TCE applies, for example, to small and medium-sized restaurant brands who can adopt centralized 

procurement systems to lower the transaction costs and ensure quality consistency. They can also 

devote attention to creating unique resources like region specific recipes, niche branding or 

propriety culinary techniques, that can be protected and scaled through RBV methods. Since 

operational alignment and brand fidelity are crucial, adopting Agency Theory based governance 

structures such as formal contract, franchisee evaluation process, training and sharing of data 

systems will also result in better operational alignment and brand fidelity (Chowdhury, Ghosh, and 

Ghosh, 2015). 

2.2 Strategic Frameworks in Food Supply Franchising 

Global franchising models, particularly of McDonald’s, Subway and Dominoes have very 

significantly influenced the pattern of food supply franchising in India. Each of these brands has 

used different strategic frameworks and that is how they have become successful at the 

international as well as the Indian level. This section covers how the strategic approaches of these 

companies can be applied and how they influence the Indian franchising ecosystem (Narayanan, 

2017). 

Ray Kroc Model of Standardization and Real Estate Strategy of McDonald’s 
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Ray Kroc’s vision made McDonald’s turn from a single location restaurant into a global 

franchising powerhouse. But standardization and a particular real estate strategy were central to 

this transformation. 

Kroc wrought the 'Speedee Service System' which was aimed at rapid service and product quality 

consistency at each of the outlets. Time (2015a) describes this system as a means of achieving 

uniformity in the preparation of the food, portion size and service protocols so that customers had 

the same experience at each of the restaurants. 

Real estate model was a pivotal aspect of McDonald’s strategy. On the contrary, instead of 

franchising the brand, McDonald's would own the land and lease it to franchises. The company 

had a steady revenue stream and a great deal of leverage over the franchise operations. As owning 

the property increased, McDonald's would have the ability to enforce operational standards and 

ensure compliance and therefore reduce the risk of brand dilution (Investopedia, 2015). 

McDonald’s changed the taste of their menu for it to cater to Indian taste such as with the 

introduction of a McAloo Tikki burger. Yet the basis of this strategy was the standard principles 

of standardization and control over real estate, though it ensured a rapid expansion of the brand, 

as well as brand consistency across the country (FSSAI, 2024). 

Subway: Balancing Standardization with Local Adaptation 

It has low entry barriers and high degree of flexibility, which puts itself in the position of an ideal 

possibility for entrepreneurs around the globe in terms of Subway’s franchising model. The brand 

could provide more customized menu in response to different consumer tastes, which was easy to 

be adopted in multicultural markets like India. 

According to the operational model of Subway, it provides standardized training and support 

system for franchisees to provide consistency in service quality. The brand also promotes local 

adaptation by enabling franchisees to bring region-specific items to the menu so they can meet the 

local tastes (LinkedIn, 2023b). 

Subway had incorporated the local flavors and ingredients into its offerings in the country which 

includes paneer tikka and aloo patty sandwiches. By blending these global operational standards 

and local culinary preferences, Subway was able to reach Indian consumers, whilst keeping the 

brand intact (Mishra and Pillai, 2021). 
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Emphasizing Delivery Logistics and Digital Integration: Domino’s 

For domino, its success in the franchising world is mainly due to its focus within its offering on 

delivery logistics and technological integration. From the very beginning, the brand understood 

the essence of the rapid delivery system and has been investing hugely in infrastructure and 

technology to deliver its products promptly. 

One of the most crucial aspects of Domino's strategy is its "fortressing" approach where many 

Domino's outlets are positioned within a close distance to one another to minimize delivery time 

and offer better customer service. Consequently, this strategy boosted market penetration as well 

as operational efficiency (Skift, 2019). 

Digital integration was also a top priority for Domino’s as it stretched its reach to user friendly 

online ordering platforms and mobile apps. The digital focus helped simplify ordering, yielding 

valuable data insights that could be used to market the company’s customers personally and engage 

them more effectively (Raj and Singh, 2020). 

Dominoes in India used its delivery centric model to satisfy the increasing demand of home 

delivered food, particularly in the urban areas. The reason behind the dominance of the pizza 

delivery segment in the country was the brand’s focus on technology and logistics (Peteraf, 1993). 

 

Comparative Analysis and Implications for Indian Franchising 

The strategic frameworks of McDonald's, Subway, and Domino's offer valuable insights for 

domestic Indian food franchises: 

Adaptation vs. standardization: McDonald’s has always emphasized strict standardization whereas 

Subway’s model proves the pros and cons of simultaneous adaptation that includes local 

adaptation. Indian franchises can be taught, to apply flexibility in part, while still maintaining core 

brand values that are deemed important to the global brand (Chatterjee and Dasgupta, 2023). 

Real Estate and Operational Control: To achieve operational consistency, real estate is very 

important to have control over the operational environments as it relates to the McDonald real 

estate strategy. Similar models used by Indian franchises might be considered to keep the standards 

of quality in place across outlets (LinkedIn, 2023b). 
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What Is Dominos Successful At: Domino’s success points out the crucial role that technology 

plays in current franchising. Indian franchises can do well by embracing the use of digital platforms 

to provide better experience to customers and enhance operational efficiency. 

Training and Support Systems: Hardly any of the brands invest very little on training and support 

to franchisees. This will help establish robust training programs to empower Indian franchisees 

and help them deliver consistent service quality and brand representation (Chen and Hu, 2020). 

The fact that models such as McDonald’s, Subway, and Dominoes can be successful in delivering 

the food supply franchise is determined by more than just their operational efficiency or branding; 

it also depends on their understanding of the market, their capacity to create scalable systems, and 

their ability to maintain supply chain. These factors are even more critical when it comes to India's 

intricate and complex market environment, which is truly diverse, making doing business even 

more difficult for the domestic and international brands alike (Kumar and Reinartz, 2016). 

Supply Chain Integration and Supplier Management 

Vertically integrated supply chain was one of McDonald’s strongest assets particularly in India 

where the brand had to fight significant regulatory and cultural hurdles upon entry in 1990s. To do 

so, McDonald’s improved by building a local supply chain through partnerships with Indian 

suppliers like Vista Processed Foods and Radhakrishna Foodland (Mukherjee, 2012). The 

condition that it refreshed, was consistent and at the same time cost effective, adhered to the strict 

food laws of India was imparted by this (Mitra, 2020). 

The case of Domino’s in India replicated the robust supply chain model, with backbone logistics 

that allowed ‘30 minutes delivery’ commitment. Dominoes was able to keep things consistent by 

keeping product supply frequent and uniform, thanks to Domino’s setting up regional 

commissaries where they supplied fresh dough and ingredients to outlets (Jubilant FoodWorks, 

2021). 

This is important for domestic franchises to help understand the necessity of building scalable 

vendor network and logistical framework, which is relevant to India’s geography, traffic 

conditions tied with cold storage limitations. 

Franchisee Selection and Relationship Management 
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In choosing the right franchise partners for strategic franchising, very much depends on. Regarding 

the Subway franchise, it is decentralized franchise (i.e., owning and operating units’ individual 

franchisees) franchisee model. This has allowed for rapid expansion across the globe, though in 

India, it has not been possible in terms of quality control and a consistent customer (ET Retail, 

2020). Differently, McDonald’s and Domino’s, which are working through master franchisees, 

with stricter controls and uniform training modules, have escaped Subway’s struggle in India to 

maintain brand coherence (Forbes, 2022). 

McDonald works with rigorous process for selecting franchisees from selecting franchisees to 

using a centralized training program through hamburger university to make franchisees understand 

the brand philosophy, operational excellence and standards of customer service (Love, 2015). 

Consequently, domestic brands must find a middle ground between autonomy and control, 

allowing their franchises autonomy yet keeping control over the brand by the standardized SOPs, 

training systems and franchise audits. 

Brand Localization and Cultural Sensitivity 

And localization is the part of franchising strategies that is perhaps the most ‘seen’ and ‘felt’ as a 

consumer. McDonald’s focused on its marketing communication not just to localize its menu but 

also to localize its marketing communication. It aligned its operations with the religious sentiments 

in India when it launched culturally sensitive campaigns and took out beef and pork from its Indian 

offerings (The Hindu BusinessLine, 2017). It also minimized controversies by being a proactive 

approach and improved customer acceptance. 

In a similar story, Domino’s India was also regionally catering to pizza, creating ‘Peppy Paneer’ 

and giving a desi taste to its sauces and spices, targeting the middle-class urban consumer. Detailed 

consumer research and randomized product testing were used to inform these adaptations (Mitra, 

2020). 

Unlike Subway’s relatively wider localization efforts in terms of ingredients and menu items, the 

brand has not been very consistent or visible across Tier 2 and Tier 3 cities. That means it must be 

isolated by solid brand education and accurate communication to make an impact outside metro 

cities (Investopedia, 2015). 
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Localization for Indian brands needs not be restricted to changes in the menu, but must include 

aspects of the package, store design and norms of customer services as well, all according to 

regional preferences (Jhamb and Singh, 2017). 

Technology Integration and Consumer Experience 

Amongst all, it was Domino’s India which was able to have the early admission of digital channels. 

This helped introduce an app-based ordering system, real-time order tracking and AI driven 

recommendations far ahead of competitors. This tech-forward strategy had helped it dominate the 

pizza market and helped further personalized pizza and data driven decisions (Forbes India, 2022). 

Similarly, Subway and McDonald’s have taken the plunge into the use of kiosk ordering systems, 

loyalty apps and CRM apps, but all that is yet to happen in India. With increased Indian consumers 

being PowerPoint past COVID digitally savvy, they now beg for frictionless digital experiences 

across the food ordering and delivery platform (NASSCOM, 2021). 

Even the more traditional consumer facing apps do not constitute the core of the digital 

transformation mantra, but backend processes such as inventory management, workforce 

scheduling and feedback collection need to take precedence in the agenda of Indian food franchise 

businesses. 

Regulatory Navigation and Sustainability 

Since it would be operating in India, navigating through India’s many regulatory covers like FSSAI 

norms, GST, and local municipal licenses were a challenge to take on. Therefore, McDonald’s and 

Dominoes have taken advantage of setting up centralized compliance units to tackle this kind of 

challenge. Additionally, both brands are dedicating more to sustainability, such as using 

biodegradable packaging and reducing food waste (ET Food, 2023), which is congruent with 

India's ESG goals (Ramanathan and Kannan, 2019). 

This will enable domestic franchises to build in-house legal and compliance teams, adopt ethical 

sourcing, and tie them with sustainable development goals, all of which will build credibility in 

the brand and mitigate the operational risk (Justis and Judd, 2003). 

Properly understanding these market conditions and the customer behavior is not just in the 

mechanics of the franchising, these are strategic parts filled by the global giants like McDonald’s, 

Subway and Domino’s. India’s environment for franchising the food industry is complex but 
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tremendously opportunity. These proven frameworks will enable adaptation for the domestic 

franchises, while thinking of supply chain integration, localized branding, robust franchise support, 

and technology driven operations. This will enable Indian brands to compete effectively and 

succeed at a time when the food service ecosystem is more competitive and dynamic than ever. 

McDonald’s, Subway, and Domino’s strategic frameworks have had a big impact on the global 

franchising landscape, and their lessons provide a lot for the Indian market. Analysis and 

conversion of these strategies can assist domestic Indian food franchises in building robust models 

that retain both standardization and local relevance, operational control and franchisee 

involvement, and traditional approach along with technological advancement while 

simultaneously providing offerings such as self-service kiosks and table service delivery (Jones, 

2016). 

2.3 Key Success Factors in Restaurant Franchising 

Scaling up and expanding into new markets has always been a challenge for the food service 

industry, however with the emergence of restaurant franchising, the model has become a dominant 

model for developing in both the global and regional domain on account of the process of 

scalability, standardized operations as well as the way to reach the markets quickly. A confluence 

of strategic and operational factors works in favor of the success of franchised restaurant models, 

such as McDonald’s, Domino’s, Subway and many Indian origin chains like Haldiram’s or Faasos 

(Jain and Yadav, 2021). The second section delves deeply into the characteristics of the franchise 

in the restaurant business and analyzes the key drivers of success in such practices in terms of 

supply chain efficiency, operational excellence, brand consistency, franchisor-franchisee 

relationship, adaptability to regional preferences, as well as robust financial management (Kumar 

and Singh, 2020). 

Supply Chain Efficiency 

Restaurant franchises rely on a streamlined and resilient supply chain. However, as multinational 

franchisors, such as McDonald’s have escalated the scale of their operations, their supply chains 

are globally robust and vertically integrated to meet raw materials supply and guarantee supply 

within control limits (consistent quality and in a timely manner) and cost efficient whilst spreading 

the brand (Jones, 2016). Through supply chain integration, a franchise can improve its ability to 
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maintain uniformity in the product, in the case where complexities from logistics and perhaps 

regulation can be quite complicated in international markets (Chen and Hu, 2020). 

Thus, Domino’s in India relies on a centralized commissary model where ingredients are cooked 

and sent out to all outlets within a predefined consensus (Skift, 2019). Supply operations have 

further also been streamlined by efficient logistics systems, strategic sourcing, and real time 

inventory monitoring via technology platforms (Sarkar and Singh, 2021). Additionally, digital 

innovations, such as predictive analytics and AI driven demand forecasting, have also improved 

supply credibility and cost control (Kamble et al., 2020). 

Operational Excellence 

Standardized processes, employee training, hygiene compliance, technology used to optimize 

workflows are credited as operational excellence. Those that excel operationally will be able to 

reproduce success across locations with little variation (Love, 2015). For instance, McDonald’s’ 

Hamburger University is used for training its franchisees and workforce in quality assurance, 

customer service and efficiency (Time, 2015a). Both Subway and Subway have similar detailed 

operational manuals and their structured training modules for a consistent network (LinkedIn, 

2023b). 

Operational efficiency essentially is driven by technology. Digital POS systems and Kitchen 

Display Units (KDU) help reduce human error and speed up delivery (Suhartanto et al., 2019). 

Moreover, techniques and guidelines of lean management, which include the Just-In-Time model 

followed by Six Sigma tools, have been utilized to waste minimal amounts and facilitate effective 

production (Singh and Garg, 2017). 

Brand Consistency 

Achieving brand consistency is important to cultivt on customer trust and loyalty especially with 

multi locations projects. It includes not only the product but service quality, store layout, marketing 

and communication strategies (Kotler and Keller, 2022). The psychological comfort for consumers 

to associate brand uniform signage, color scheme, and menu boards, the brand’s visual identity, 

contributes to us (Aaker, 2014). 

Adapting McDonald’s global image as it integrates regional flavors (e.g., the subject of the India 

example, the McAloo Tikki) succeeds in keeping brand identity intact (Investopedia, 2015). As a 
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strategic imperative, the concept of 'glocalization' or global consistency adapted to the local 

environment (Robertson, 1995). Regular compliance check and brand audit helps the franchisor to 

ensure franchisees uphold their branding standards and protect franchisor’s equity over the long 

term (Zhang et al. 2020). 

Franchisor–Franchisee Relationship 

Major predictor of long-term success is a good collaborative and structured relationship between 

franchisor and franchisee (Jubilant FoodWorks, 2021). To be franchised, franchisees need support 

from the franchisors in the marketing, operations, training, as well as legal compliance, but all the 

things must be accepted by the franchisees who want to manage the local issues (Chiou et al., 

2004). The result of research demonstrates that a strong psychological contract and similar level 

of trust results in franchisee satisfaction and performance (Grace and Weaven, 2011). 

In such matters as franchise governance, however, transmission of information and means of 

resolution of conflict are essential. Sometimes disputes over fee structure, territorial rights, and 

changes to operations, occur; therefore, it is necessary to determine clearly a franchise agreement 

and open communication channels (Alon et al., 2012). One means for franchisee feedback input 

and the sense of shared ownership are franchise advisory councils (Dant and Kaufmann, 2003). 

Adaptability to Regional Preferences 

The franchising success is dependent on cultural sensitivity and ability to adapt to local tastes and 

dietary norms as it happens in India, which is a diverse market. To meet the difference in consumer 

palates and religious practices, franchisors need to find the balance between standardized offerings 

and the regional customizations (Zhang et al., 2020). For instance, KFC in India offered vegetarian 

menus and adjusted spice levels in accordance with local’s preferences (Kouzina FoodTech, 2025). 

The most important advantage of sourcing the ingredients locally is that it reduces costs, whereas 

authenticity and freshness are enhanced. The agility and responsiveness of a business can be 

improved through collaborations with local suppliers and third-party logistics providers (Yadav 

and Tripathi, 2021). There are also market strategies that must match the regional values and 

festivals of the target audience (Chandrasekar, 2010). 
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Financial Management and Investment Planning 

Another basic component to franchise success is financial discipline. Franchisors must ensure that 

franchisees have access to necessary sound business planning tools, cash flow management 

systems and periodic financial auditions. It will be solved to communicate initial investment costs, 

such as royalty fees, infrastructure, and equipment, to all parties initially for there to be no disputes 

(Justis and Judd, 2003). 

Additionally, return on investment (ROI) metrics and performance benchmarking are used to 

identify viability and profitability of an outlet. Tie ups with banks regarding franchisee loans are 

used as financing options which reduce barriers to enter for new entrepreneur (Jain and Yadav, 

2021). Sound financial literacy on the part of the franchisees increases the probability of the 

franchisees reinvesting for quality, expansion or marketing (Lafontaine and Shaw, 2005). 

Innovation and Technology Integration 

Restaurant franchises that are willing to innovate, especially following the Covid-19 pandemic, 

have more chances to survive and flourish. Today, it’s normal for these contactless ordering, 

delivery integration with apps like Swiggy and Zomato, and loyalty programs (Mukherjee, 2022). 

The traditional dine-in has been disrupted by cloud kitchens and virtual brands lowering its 

overheads and increasing reach (FICCI, 2021). 

With applications in customer analytics, sales prediction and dynamic pricing, AI and machine 

learning support hyper personalization and efficient inventory management (Gupta and Malhotra, 

2023). The use of CRM systems improves customer retention by making individualized offers and 

feedback loops (Kumar and Reinartz, 2016). 

Legal and Regulatory Compliance 

It is a necessity to navigate legal frameworks on food safety, labor laws, franchising rights, etc. 

All food businesses, as stated by the Food Safety and Standards Authority of India (FSSAI, 2024), 

must comply with the FSSAI norms. Noncompliance can damage your reputation and soon lead 

to license revocation (Kamble, Gunasekaran and Sharma, 2020). 

Hygiene audits, documentation, and quality control mechanisms are standardized operation 

procedures through which risk mitigation and compliance to regulation is established (Raj and 
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Singh, 2020). In addition, trademark protection for logos, recipes, and brand names is necessary 

to stop the counterfeiting and unauthorized use (WIPO, 2022). 

Overall, the restaurant franchising models' success depends on the strategic blend of operational 

efficiency, brand discipline and contextual adaptation. Basically, they should be underpinned by 

legal compliance and technological innovation that ensure franchisee empowerment and financial 

prudence as well as supply chain robustness. Domino’s, Subway, McDonald’s and of course, 

Indian firms like Haldiram’s or Wow has taken place as shown in either the global operations of 

the fast-food chains or Indian firms. Franchising Momo, the thriving franchises practices adopt a 

multi-pronged approach to balance standardization with flexibility (Lafontaine and Shaw, 2005). 

This relatively dynamic interplay of these factors not only adds to profitability and scalability but 

also assures long term availability in this competitive and extremely consumer driven industry 

(Jain and Singh, 2020). 

2.4 Challenges in Domestic Restaurant Frameworks 

Several systemic challenges prohibit the smooth operation and scalability of domestic restaurant 

franchises both in terms of growth and in sustaining their operation in growing economies like 

India. Although franchising as a method of rapid expansion is becoming more attractive, local 

brands find it hard to take advantage of the structural and contextual benefits which drive their 

global counterparts by virtue of access to valuable resources, experience and brand equity. 

Challenges faced by SMEs fall in many areas such as financial constraints, operational 

inefficiencies, lack of training infrastructure and weak regulatory support. This is critical in 

understanding how these policies and strategies will support the long-term viability of such local 

franchise ecosystems (Aaker, 2014). 

Among those of the domestic restaurant franchises, a lack of available finances is one of the most 

significant problems that arises in many different forms, namely availability of capital is limited, 

it is difficult and often impossible to obtain bank loans and investors are not inclined to believe in 

it. Domestic meanwhile unlike multinational franchises that can take advantage of an international 

financing channel or their own reserves, depend on domestic banks or personal savings to fund 

expansion. Despite some of the progress, many Indian banks are risk averse and reluctant to lend 

to small and medium sized enterprises (SMEs) unless they have a proven track record or tangible 

collateral (Gupta and Pathak, 2020). This financial barrier prevents domestic brands from scaling 
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their operations or investing in advanced kitchen technologies compared to well-funded foreign 

entrants like McDonald’s and KFC, that are backed by strong corporations and backed by venture 

capital (Ramanathan, 2021). 

Operational bottlenecks that considerably hinder efficiency, consistency, and quality control 

among franchise units are closely tied with financial issues. Typically, domestic franchise insurers 

do not have the developed supply chain systems and logistical help that their international 

counterparts use. As an example, in India, poor cold storage infrastructure, fragmented supply 

chains and unreliable delivery network are some of the serious hurdles that militate against product 

uniformity across every point (Saxena and Bharadwaj, 2018). In addition, inconsistent access to 

good quality raw materials and unreliable supplier relations can affect the quality of the food and 

subsequently increase customer dissatisfaction. The complexity and development of logistics and 

vendor management make these issues even more pronounced in the tier 2 and 3 cities (Jain and 

Sinha, 2021). 

Along with this, franchisees and staff also face a lack of comprehensive training and support 

system. Standardized training programs are an effective tool for enforcing brand values and 

operating protocols, customer service and quality benchmarks related to any franchise ying. Unlike 

the global chains, domestic franchisors have no good manuals, e-learning systems and regional 

training hubs and usually offer spare or one time training with no follow ups (Choudhury and 

Bhattacharya, 2022). It leads to diluted customer experience, inconsistent operations and inability 

to keep top-rated employees. Domestic restaurant franchises have very high staff turnover, which 

further deteriorates organizational knowledge and operational coherence. 

Domestic restaurant franchises could be frustrated by formidable regulatory and policy-related 

issues as well. Regulations of the restaurant sector in India are regulated by a patchwork of 

regulations from what and state and various national bodies, the compliance of which is a complex, 

resource draining exercise. The procurement of Food Safety and Standards Authority of India 

(FSSAI) approval, health permits, fire safety clearances, and local municipal licenses are typically 

fraught with bureaucratic delays and obscure fees (Jain and Sinha, 2021). Without such a legal 

department, for small domestic players it becomes a very difficult and sometimes impossible task 

to navigate the maze of this type of regulation. The frictions involved are exacerbated when 
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franchising across multiple states where there can be significant heterogeneity in local 

interpretation of rules (Kaufmann and Eroglu, 1999). 

The limited brand recognition and consumer trust that domestic franchises enjoy is also one of the 

factors that makes the job even more difficult. Creating a brand from ground zero also needs to be 

backed up by sustained marketing investment and continued customer engagement, the latter of 

which are often out of reach for smaller players. Furthermore, for an Indian consumer, foreign 

brands are linked to higher quality, hygiene, and an overall better standard, which leads them to 

opt for such foreign brands over Indian competitors, even at a cheaper price (Kumar and Singh, 

2020). The psychological bias towards international brands makes it harder for domestic franchises 

to attract the growing number of quality and brand conscious urban middle class customers 

(KPMG, 2021). 

Such challenges are illustrated further by closer examination of case studies. The story of Shiv 

Sagar, a once-popular Mumbai-based restaurant brand, highlights the dangers of aggressive 

expansion without operational readiness. Although it was initially popular, it failed as a franchiser 

because of inconsistencies in the type of food being served, poor customer service and dissatisfied 

franchisees. Support of franchisees, territorial rights and lack of innovation for menu offerings 

complained. Later, several outlets had to be closed, and the brand’s image became tainted, slowing 

down the brand’s national ambitions (Ramanathan et al, 2019). 

Moreover, the inability of the Sagar Ratna chain to follow through with its franchise expansion in 

North India, is attributable to the instability of the supply chain linkages and collapsed brand 

standards. As a result, Sagar Ratna grew rapidly but without developing central kitchens or 

regional commissaries and this inevitably resulted in severely inconsistent product quality. 

Consumer attrition and closure of numerous franchise outlets in due course were the result of these 

issues (Mishra and Pillai, 2021). These examples demonstrate the ways in which, if left 

uncorrected, gaps in operational and strategic fit can bury a good local restaurant brand, however 

established (LinkedIn, 2023a). 

Additionally, domestic franchisee’s technology adoption remains low especially on CRM, POS 

and digital marketing. In a data driven world where decisions are made based on data, personal 

customer engagement becomes a soul of service and if you lag in the digital transformation, it can 

be fatal. AI driven inventory control, customer analytics, mobile apps for delivery and feedback 
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are some of the ways in which international franchises invest and thereby gain a clear edge over 

local counterparts (Rao and Menon, 2023). Technology invariably becomes viewed as a cost, 

rather than a strategic enabler, which prevents domestic players from fully scaling efficiently and 

reaching the modern consumer (Gupta and Narain, 2019). 

Sometimes even cultural and managerial mindsets act as a barrier. Older traditional restaurant 

companies might not want to give up control or allow someone else to have their intellectual 

property because they might worry about the loss of the brand or being secretive how their business 

functions. As a result, this often prevents overly restrictive franchise agreements or causes 

hesitation to expand beyond family-managed units. If domestic restaurant franchising is to catch 

up with (Chatterjee and Dasgupta, 2023) there is need for a shift to professional franchise 

governance and decentralized decision making. 

But finally, the franchising model is rewarding for domestic restaurants in India and other 

emerging economies but not that promising. Despite this, local players continue to run into a 

complex mix of financial, operational, regulatory and cultural challenges that continue to constrain 

their growth. Improving access to funding, training infrastructure, the policy ecosystem, as well as 

supply chain innovation and digital transformation are solutions critical to addressing these 

challenges. If domestic restaurant franchises can only effectively compete under a perceived fair 

playing field, and if such a playing field can only be made possible following the outright 

availability of foreign market cuisine, domestic restaurant franchises can then enjoy sustainable 

growth in an increasingly competitive and globalized marketplace (Jensen and Meckling, 1976). 

2.5 Comparative Analysis of Global and Indian Models 

The frameworks of the global markets in the restaurant franchising industry have evolved 

considerably through local consumer preference, the regulatory framework and cultural 

expectations. A comparison of global franchising models (especially US, European and East Asian 

model) with Indian restaurant franchising eco system throws in certain demarcations in operational 

efficiency, scalability, consumer responsiveness and institutional support. The implication for 

these differences is crucial for successful replication of foreign models in the Indian context (Kaur 

and Arora, 2020). 

The highly structured franchising ecosystem, coupled with strong institutional frameworks, clear 

legal protections and market for franchise financing (Alon et al., 2012), help global restaurant 
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franchises, especially in the United States, thrive. Decades of learning have made brands such as 

McDonald’s, Subway, and Domino’s extensively polished and perfected their franchising 

strategies so that all the chain functions through same procedures, supply chain integration and 

solid training modules. A stable regulatory environment, ease of credit access and professionalized 

training of workforce are all ways in which these systems are facilitated (Justis and Judd, 2003). 

In contrast, the restaurant franchising market in India is at an infant stage and fragmented. While 

Domino’s India (owned by Jubilant FoodWorks) and McDonald’s India (Westlife Development) 

have adopted global standards of operation, industry wide, issues such as inconsistent enforcement 

of food safety, high real estate costs in metro areas, and variable consumer expectations across 

regions (Gupta and Narain, 2019) hamper the growth of the industry. Linguistic, cultural and 

socioeconomic diversities make it difficult for Indian franchisors to ensure uniformity across 

franchises as there is no one size fits all approach (Gupta and Pathak, 2020). 

In terms of consumer behavior, there are some of the most distinct differences between a global 

and an Indian model. In Western markets there are more consumers who are already used to getting 

standardized products and experiences. For example, the American customers come under the 

influence of uniform taste and services whether they are in the heart of a metropolitan area or in 

the suburbs, also in conformity with franchising's requirement of brand consistency (Kaufmann 

and Eroglu, 1999). However, Indian consumers have a wide range of culinary taste preferences 

based on region, religion or tradition. As a result, adaptation of global franchises in India usually 

requires extensive menu localization for it to be successful. For instance, McDonald’s India 

stopped offering beef and pork and brought in the McAloo Tikki and Paneer Wraps to abide by 

Indian diet code (Ramanathan, 2021).  

The global and Indian franchising models also differ in the regulatory landscape. For example, 

laws pertaining to franchise agreements in the U.S. and Australia are governed by clear federal 

and state level legislations (Blair and Lafontaine, 2005); the U.S. Franchise Rule that is enforced 

by the Federal Trade Commission (FTC) mandates the pre-disclosure of the terms of franchise to 

prospective franchisees. On the other hand, India does not have a specific law for franchising and 

consequently, franchise agreements are governed by general contract law under the Indian 

Contract Act, 1872, this increases complexities and uncertainties while dealing with dispute 

resolutions (Narayanan, 2017). Most of the potential franchisees, that is, the smaller franchisees, 
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are thus discouraged from entering the market or even investing in long-term capacity building 

due to such legal ambiguity. 

In addition, there are cultural expectations that also help to shape the franchising dynamics. Such 

differences can be clarified using Hofstede’s cultural dimensions theory. For example, Indian 

society is characterized by high power distance and collectivist orientations which may be 

associated with hierarchical powers between franchisors and franchisees unlike the egalitarian and 

individualist franchise relationships found in the Western economies (Hofstede, 2011). Therefore, 

Indian franchisees usually had an expectation of closer guidance and continued help from 

franchisors, which is especially true in marketing, training of staff and supply chain logistics (Kaur 

and Arora, 2020). 

Another critical factor to be a factor in the applicability of global models in India is market 

maturity. The infrastructure is stable in mature markets; robust supplier networks; predictable 

patterns demand; and then the scalability is going to happen with minimal friction (Alon et al., 

2018). On the other hand, the operational constraints in India’s infrastructure, especially in the 

Tier II and Tier III cities, are not reliable electricity, substandard logistics, and scarce cold storage 

facilities. However, these issues make decentralized operations and flexible supply chains arising 

from across technological scales a need that differs from the centralized model normally used by 

global franchises (Kaur and Arora, 2020). 

However, despite these challenges, some of the global brands have adopted their strategies to suit 

to the Indian context. For instance, Domino’s India had to reprice its offerings to appeal to cost 

sensitive consumers thereby democratizing access to its products by introducing the ‘Pizza Mania’ 

range (Jain and Singh, 2020, pp 10–20). It also became the first such company by using GPS 

technology and zonal kitchen mapping to pioneer 30-minute delivery in congested Indian cities, 

seamlessly blending global standards with local ingenuity. In this vein, Subway changed its 

franchise training model to accommodate India’s high staff turnover rates, and to that end, it 

implemented shorter term certification for staff for service quality continuity (KPMG, 2021). 

Moreover, the role of technology has taken a more central place in the bridge of operational gaps. 

Cloud kitchens, third party aggregators (Zomato, Swiggy), mobile apps are increasingly used by 

Indian franchises for reaching wider audiences and streamlining operations. As per global models, 

in store dining and standardized layouts are the key to success but in India these are leading 
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towards hybrid delivery – dine in set up as our cities are fast urbanizing and digital penetration is 

also increasing (EY India, 2022). 

However, there are a handful of barriers remaining. Lastly, the training and support given to many 

Indian franchisees is inadequate for consistent service and brand dilution. The high initial 

investment, from a capital perspective, coupled with the lack of franchising experience of others 

makes securing capital a challenge for them (Srivastava, 2023). Additionally, the 

compartmentalized retail real estate market in India (low availability of standardized spaces) does 

not facilitate replication of global outlet designs and layouts (Kaur and Kaur, 2023). 

Therefore, the comparative analysis shows that although models at the global level provide flexible 

frameworks for scale, their success at the level of India comes from deep localization and 

flexibility. For instance, a direct transplantation of Western franchising approaches often ends 

badly as a host of failures of international branding such as Dunkin’ Donuts and Wendy’s are 

witnessed in India because of its failure in managing pricing strategies and consumer engagement 

(Banerjee, 2018). This is not the best possible solution; a more sustainable road of restaurant 

franchising in India lies with adaptive models that capture global efficiency as well as local 

responsiveness. 

2.6 Summary 

This chapter provides a thorough attempt to identify the global and Indian restaurant franchise 

industry based on literature. An analysis of the key factors is made, such as differences in consumer 

behavior, market conditions, legal regimes and cultural expectations, which contribute to the 

understanding of the applicability and the success of global franchising models in India (Kouzina 

FoodTech, 2025). Global franchises operate in an environment where business ecosystems are 

highly regulated, mature and suited for standardized, scalable practices; on the other hand, in India, 

localization, flexibility and culturally appropriate practices are expected for comparable success. 

Based on these insights, analysis suggests that India's consumers require very customized product 

offerings, while infrastructural and regulatory limitations make it difficult to have a uniform 

execution of franchising in the country (Hofstede, 2011). McDonalds and Domino’s in India are 

two global brands that have acclimatized successfully by adopting a strategy of strategic 

adaptation, for example through changing pricing, menu design, and supply chains operations. 
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Alternatively, brands that did not leverage their model to the particularities of India unveil the 

dangers of fully embracing a 'one global blueprint fits all' strategy. 

An important gap in the literature on existing adaptation strategies is that there is not well-

developed research into regional adaptation strategies within India (Kotler and Keller, 2022). 

Whereas most other research concentrates on national problems, little quantitative study has 

investigated how franchising arrangements perform in the various states and cities of India, which 

differ in many ways from each other with regards to market demographics, regulatory issues, and 

cultural characteristics. Moreover, the impact of nascent technologies like AI driven ordering 

system, digital loyalty scheme, and cloud kitchen model on franchise operation is scarcer. With 

their ability to scale franchise power and user engagement in the digitally connected urban centers, 

these tools have the capacity to shift urban culture (Investopedia, 2015). 

In addition, there is a dearth of longitudinal studies that measure franchise performance at different 

points in time in the Indian context. Typically, most of the existing research measures short term 

outcomes without accounting for long-term sustainability, brand loyalty or customer lifetime 

value. Furthermore, little research on franchisee perspectives—including training required, 

financial viability, and operational autonomies are available along an important area for future 

research. 

In view of these findings, the present study aims to fill the gap by studying context specific 

adaptation strategies, which make it feasible and sustainable for restaurant franchising in India. 

First, it will explore how successful franchise operations line up their operations to satisfy local 

demands and preserve brand integrity (Gupta and Malhotra, 2023). Moreover, the study will look 

into how digital tools and innovations are changing the face of the next generation franchise 

operations in emerging Indian markets. This paper addresses on how a global franchising model 

can be effectively inserted and sustained in the Indian restaurant industry — an area where several 

already international food service chains have entered and adopted the franchise as a key module 

of its Indian operations — through an integrated approach to planning and control (India Briefing, 

2017). 
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CHAPTER III 

RESEARCH METHODOLOGY 

3.1 Overview of the Research Problem 

The food and beverage (F&B) sector in India have witnessed exponential growth over the past two 

decades, driven by rapid urbanization, changing consumer lifestyles, increased disposable income, 

and the proliferation of organized retail. Amidst this evolution, franchising has emerged as a 

prominent model for business expansion and operational scalability. Especially in the restaurant 

space, franchising has helped domestic and international brands expand their reach to various 

segments of the country, (Abd Aziz et al., 2020). While the model of franchising has worked well 

for some businesses, others have been unable to maintain operations or replicate success 

geographically. This uneven performance provokes important questions regarding the strategic 

underpinnings of effective food supply franchising in India and calls for a systematic exploration 

of the prospects, challenges, and contextual determinants governing this business approach. As 

such, this research aims to examine the strategy adopted by effective restaurant food supply 

franchising models in India and establish a novel, region-specific framework that is fit for local 

restaurants doing business in the country's diversified market. 

The significance of this research is highlighted by the growth of competition and sophistication of 

the Indian F&B industry. With increasing entries, the success and viability of restaurants 

increasingly hinge on the efficacy of their expansion operations, customer interaction practices, 

and supply chain integration. Franchising, in principle, offers the means to standardize operations 

while facilitating localized adaptation with franchisee alliances. However, the actual results differ 

significantly between various brands and geographies, (Abdul Ghani et al., 2022). This means that 

the success of a model of franchising depends not only on the embracement of the model itself but 

on the strategic implementation, customization, and control over the same as a function of the 

market-specific dynamics. McDonalds and Barbeque Nation, for example, have penetrated the 

Indian market with ease by customizing their franchising model according to local tastes, 

regulatory conditions, and supply chain limitations. On the contrary, others like Narula's and Pizza 

Hut have encountered operational and strategic challenges that have slowed their long-term 

success. The research issue thus resides in establishing what makes successful versus unsuccessful 
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franchising models in the Indian setting, and how a fresh strategic framework can be created for 

local restaurant businesses that want to grow. 

The research design of choice for this research is a qualitative and exploratory approach is most 

appropriate to examine the complex and context-specific character of the research issue. Through 

qualitative research techniques such as in-depth interviews, secondary data analysis, and case 

study, the study attempts to uncover the lived experiences, strategic decisions, and contextual 

issues of franchisors. This approach provides a rich, detailed insight into the franchising process 

that quantitative data cannot offer. It also offers the ability to dig deeper into interesting issues and 

surprises that are common in dynamic industries such as F&B in growing economies. The 

interpretivist philosophical stance further complements this method by accentuating the subjective 

meaning and social constructions that guide business choices. This is vital because franchising in 

India is not just a business model or a legal formula—franchising is also a culturally embedded 

practice that draws from consumer behavior, trust relationships, and regional diversity. 

Positioning the research problem within this methodology permits holistic analysis of the strategic 

fundamentals of franchising in India. The initial research question "What is the significance of the 

franchising model for the food and beverage industry in India? forms the starting point, framing 

the broader context for understanding why and how franchising has emerged as the strategy of 

choice for growth. This question will be responded to by an analysis of current literature, market 

trends, and expert views collected via qualitative interviews. 

It will assist in explaining the work of franchising in facilitating operational efficiency, brand 

standardization, and market reach in a nation as diverse as India.". The second research question 

"What are the factors behind the success of executing franchising strategies? "Examines the 

particular success enablers. These can be leadership vision, supply chain strength, franchisee 

training initiatives, customer engagement strategies, and flexibility to regional differences. 

By conducting case studies of successful brands such as McDonald's and Barbeque Nation, the 

study will establish typical patterns and strategic habits that have helped growth and survival. 

Conversely, the study will also examine less successful examples to highlight pitfalls and gaps that 

can inform the development of a new strategic framework for domestic players. The third research 

question “What is the strategic framework adopted by successful restaurant food supply 

franchising models in India?” addresses the core objective of the study. By integrating information 
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from a series of case studies and interview feedback, the study seeks to build an in-depth map of 

strategic movements, organizational forms, and operational models which have contributed to 

franchising success. This involves looking at decisions concerning market entry, franchisee choice, 

pricing policy, marketing, logistics, and quality management. The purpose is not merely to report 

on these frameworks, but to examine their interconnections and situational applicability. 

For instance, how does one brand strike a balance between standardization and localization? How 

does it ensure quality control in geographically scattered outlets? How does it handle franchisee 

relations in culturally diverse markets? The fourth and last research question "What are the 

opportunities and challenges faced by the franchising business model in India? Completes the 

inquiry by highlighting the more general ecosystem-level forces shaping franchising. These are 

regulatory systems, availability of infrastructure, access to talent, consumer demands, and 

economic patterns. While franchising provides many opportunities such as speed in expansion, 

reduced investment in capital by the parent company, and empowerment of entrepreneurs, it also 

comes with challenges such as brand consistency, franchisee conflicts, and supply chain 

disruptions.  

Knowledge of these challenges and opportunities is crucial to developing a strategic framework 

that not only makes theoretical sense but is also pragmatically feasible in the Indian context. 

Finally, the research problem does not lie in a theoretical knowledge gap but rather in a practical 

necessity: how can Indian restaurants internalize and modify franchise models to compete 

effectively with international chains? By matching the research issue to a qualitative, interpretive, 

and exploratory style of research method, the research seeks to contribute useful insights to 

entrepreneurs, business strategists, and policymakers. It will produce a fresh, context-specific 

strategic model that Indian restaurant enterprises can employ to negotiate the complicated 

landscape of franchising in India. This model will be empirically based, guided by stakeholders' 

views, and responsive to the socio-economic conditions of the Indian market. In so doing, the 

research aims not just to add to the body of academic literature but also to provide useful advice 

for the development of a more inclusive and competitive Indian F&B industry. 
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3.2 Operationalization of Theoretical Constructs 

The operationalization process involves translating abstract concepts into measurable variables 

using validated scales and established theoretical frameworks, thereby ensuring that each 

construction can be quantitatively assessed through structured instruments. This process is vital 

for maintaining both the reliability and validity of the research findings and for ensuring 

consistency in data collection, analysis, and interpretation, (Bashir and Khan, 2019). The study 

focuses on multiple constructs relevant to strategic franchising in the Indian restaurant sector, with 

particular emphasis on leadership style, employee performance, organizational commitment, 

supply chain efficiency, franchisee satisfaction, brand consistency, and strategic alignment. Each 

construct is grounded in well-established theories and has been operationalized through carefully 

chosen indicators that have demonstrated reliability in previous scholarly work across 

organizational and service management studies. 

Leadership style is one of the foundational constructs in this study, given its pivotal role in 

shaping organizational culture, franchisee motivation, and operational discipline. Drawing on the 

Full Range Leadership Model (Bass and Avolio, 1994), this research adopts three primary 

dimensions of leadership transformational, transactional, and laissez-faire. Transformational 

leadership is measured through sub-dimensions such as inspirational motivation, individualized 

consideration, and intellectual stimulation, using items adapted from the Multifactor Leadership 

Questionnaire (MLQ Form 5X). Transactional leadership includes elements like contingent reward 

and active management by exception, while laissez-faire leadership is assessed through indicators 

such as absence of leadership and avoidance of decision-making. These dimensions are rated using 

a five-point Likert scale ranging from “strongly disagree” to “strongly agree,” allowing for 

comparative analysis across different franchise units and leadership settings. 

Employee performance is another key construct operationalized in this study, especially as it 

relates to service quality, operational efficiency, and customer satisfaction in the restaurant 

franchising sector. Based on (Campbell, 1990) performance theory, employee performance is 

broken down into task performance, contextual performance, and adaptive performance. Task 

performance includes dimensions such as job-specific skills, execution of duties, and productivity 

levels. Contextual performance evaluates behaviors that contribute to the organizational 

environment, such as teamwork, compliance with standards, and support for co-workers. Adaptive 
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performance captures the employee’s ability to respond to changing demands, such as managing 

peak customer loads or adapting to digital technologies. These are measured using a structured 

employee self-assessment survey and supervisor evaluation scale, with reliability coefficients 

validated through prior empirical studies. 

Organizational commitment, a crucial mediator in franchising performance and employee 

retention, is defined using the three-component model proposed by (Meyer and Allen, 1991), 

comprising effective, continuance, and normative commitment. Affective commitment reflects the 

emotional attachment of employees to the organization, continuance commitment pertains to 

perceived costs of leaving the organization, and normative commitment relates to feelings of 

obligation to remain. Each component is measured using a set of items adapted from the 

Organizational Commitment Questionnaire (OCQ), validated extensively in service-sector 

contexts. Respondents rate statements on a five-point Likert scale, with higher scores indicating 

stronger levels of commitment across the three dimensions. These metrics enable the analysis of 

commitment patterns across franchises and their relationship with leadership, performance, and 

retention. 

Supply chain efficiency is a central construct in the strategic framework of franchising models and 

is operationalized using variables such as lead time, inventory turnover ratio, order accuracy, and 

cost efficiency. Drawing on the Supply Chain Operations Reference (SCOR) model, supply chain 

efficiency is broken down into five key performance attributes: reliability, responsiveness, agility, 

cost, and asset management. Each attribute is assessed using performance indicators such as order 

fulfillment rate, average cycle time, percentage of on-time deliveries, and wastage rates. Data are 

collected through operational reports from franchise units and vendor records, which are then 

analyzed using descriptive and inferential statistics. The construction also incorporates feedback 

from franchisees regarding supply chain responsiveness and integration, using items adapted from 

Chen and Paulraj (2004) supplier quality scale. 

Franchisee satisfaction is operationalized as a multidimensional construct encompassing support 

services, communication quality, perceived autonomy, and financial returns. Drawing on the work 

of (Frazer and Weaven, 2004), the construction is measured using a standardized franchisee 

satisfaction index, which includes items like satisfaction with franchisor support, transparency in 

performance tracking, marketing support, and the quality of training programs. Responses are 
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obtained through a structured questionnaire administered to franchisee owners and managers 

across multiple regions. Satisfaction levels are correlated with business performance metrics to 

explore the construct’s impact on franchise retention, expansion willingness, and overall brand 

loyalty. 

Brand consistency, an essential outcome of strategic franchising, is operationalized through both 

internal and external measures. Internally, brand consistency is assessed by examining adherence 

to standard operating procedures (SOPs), menu uniformity, staff behavior protocols, and outlet 

design specifications. Externally, it includes customer perceptions of quality, service reliability, 

and overall brand experience. Items are adapted from the Brand Consistency Scale developed by 

(Srivastava and Thomas, 2014), and data are collected through franchise audits, mystery shopper 

evaluations, and customer feedback surveys. These measures allow for the evaluation of how well 

different franchise units maintain the brand’s core identity across geographical and cultural 

boundaries, a key challenge in the Indian context with its regional diversity. 

Strategic alignment is another theoretical construct central to this study, especially in evaluating 

the coherence between franchisor strategies and franchisee execution. This construction is defined 

using the Strategic Alignment Model (SAM) developed by (Henderson and Venkatraman, 1993), 

which includes four domains: business strategy, IT strategy, organizational infrastructure, and 

information systems infrastructure. For the purposes of this research, strategic alignment is 

assessed through items such as shared vision between franchisors and franchisees, clarity in 

operational goals, integration of IT systems, and alignment in marketing campaigns. These 

variables are measured through both franchisor and franchisee perspectives, using scale-based 

survey tools supplemented with performance benchmarking data. 

Each of these constructs is embedded within a broader theoretical framework that aligns with the 

goals of the research namely, to identify replicable strategic patterns in successful food supply 

franchising and to propose a new framework suitable for domestic restaurant chains in India. By 

operationalizing these constructions, the research facilitates quantitative testing of relationships 

between variables, such as the impact of leadership style on employee performance, or the 

influence of supply chain efficiency on franchisee satisfaction. Furthermore, construct validity and 

reliability are ensured using Cronbach’s alpha, exploratory factor analysis (EFA), and 
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confirmatory factor analysis (CFA), which are applied during the data analysis phase to validate 

measurement models and refine survey instruments. 

The rigorous operationalization of theoretical constructs also addresses potential limitations 

associated with measurement bias, non-response variance, and construct ambiguity. Pre-testing of 

survey instruments is conducted with a pilot sample of franchise operators and restaurant managers 

to refine wording, sequence, and response scaling. Additionally, construct correlations are 

analyzed to test for multicollinearity and to ensure discriminant validity. These steps are necessary 

to build robust analytical models that can support regression, ANOVA, path analysis, or structural 

equation modeling (SEM) to test hypotheses and develop the new franchising framework. 

In conclusion, this section outlines the systematic operationalization of theoretical constructs that 

are essential to understanding and modeling strategic franchising success in India’s restaurant 

industry. Each construct leadership style, employee performance, organizational commitment, 

supply chain efficiency, franchisee satisfaction, brand consistency, and strategic alignment is 

defined using established theoretical models and measured using validated scales. These 

constructions form the basis of the research instrument and analytical model, enabling empirical 

evaluation of strategic practices and their outcomes across diverse franchising environments. 

Through this approach, the study ensures theoretical rigor and empirical robustness in exploring 

how domestic restaurants can adopt and adapt strategic frameworks to succeed in India’s 

competitive and evolving food service landscape. 

3.3 Research Purpose and Questions 

The main aim of this study is to research and examine the strategic models that have facilitated the 

success of food supply franchising models for restaurants in India, with the goal of formulating a 

new, locally applicable framework for indigenous restaurants looking to scale sustainably in the 

Indian food and beverage (F&B) industry. With India's food service sector expanding, driven by 

increased urbanization, changing consumer attitudes, and the onset of international and Indian 

brands, franchising has emerged as one of the most sought-after models of expansion.  

Although this model has aided numerous brands in attaining mass market presence with relatively 

lower capital outlay, the results have varied across players. While some, including McDonald's 

and Barbeque Nation, have been able to utilize franchising positively to establish a strong and 

sustainable presence in different parts of the nation, others, including Narula's or even international 
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brands like Pizza Hut in specific situations, have faced numerous setbacks, from inadequate market 

fit to misaligned strategy. The purpose of this study is to close the knowledge gap by deeply 

exploring the strategic choices and business models that drive success in franchising, and to 

provide actionable recommendations and a suggested framework specifically for Indian restaurant 

enterprises operating in this dynamic and competitive environment. 

This study takes its foundation in the awareness that franchising is not an off-the-shelf 

phenomenon. The subtleties of the Indian market cultural heterogeneity, regional consumer 

behavior, infrastructural variations, and differing degrees of regulatory maturity—require a more 

localized and adaptive strategy. Hence, the objective of this research is twofold: to undertake a 

critical examination of the prevailing franchising models that have been successful in India's food 

and beverage industry, and, secondly, to draw upon these findings to develop a strategic framework 

that considers the special operational, cultural, and economic forces underpinning local restaurant 

businesses. This study is aimed not just at contributing to academic literature but also at serving 

practitioners particularly Indian entrepreneurs and SMEs which are trying to extend their 

restaurant businesses through franchising but are deprived of grounded, context-specific strategic 

frameworks. 

To fulfill this objective, the study is formulated based on four principal research questions, each 

of which is articulated to investigate various aspects of the core issue. The initial research question 

(RQ1)"What is the significance of the franchising system in the food and beverage industry in 

India? "Aims to determine the starting point role of franchising in the overall business context of 

India's restaurant sector. It questions why franchising has emerged as a favored expansion channel, 

especially within the F&B segment, and delineates the macro-level drivers that have helped 

promote their growth. It also aims to explore the strategic advantages franchising provides, 

including risk-sharing, scalability, and more rapid market penetration, especially in a populous and 

geographically spread nation like India. 

By responding to RQ1, the study lays the groundwork for grasping the strategic significance and 

economic basis of the franchising adoption. The second research question (RQ2)"What are the 

factors contributing to the successful implementation of franchising strategies? breaks from the 

general survey to a more detailed exploration of successful drivers. This inquiry is imperative to 

reveal the key drivers of successful franchise operations, including leadership commitment, brand 
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positioning, franchise-franchisor relationships, training and support systems, and supply chain 

efficiency. It also seeks to investigate the role of local adaptation, marketing strategies, and 

innovation in supporting franchise success.". 

The third research question (RQ3)"What is the strategic framework adopted by successful 

restaurant food supply franchising models in India? is at the center of the inquiry. It takes off 

directly from the results of RQ1 and RQ2 to outline the strategic architecture adopted by successful 

franchise systems in the Indian market. 

This entails analyzing how successful franchises organize their operations, manage quality control, 

relate with local partners, maintain brand consistency, and adjust to regional requirements.". RQ3 

will be tackled through in-depth case studies and interviews with key industry stakeholders, such 

as franchisors and operational heads. This question seeks to give a complete and pragmatic 

overview of the current strategic frameworks, paving the way for the creation of a better model 

appropriate for upstart domestic players. The fourth and last research question (RQ4)"What are 

the opportunities and challenges faced by the franchising business model in India?” places the 

research within a broader ecosystem and policy context. Franchising in India, though promising, 

is not without its challenges. From infrastructural bottlenecks and supply chain disruptions to 

regulatory ambiguities and cultural resistance in certain regions, the franchising model faces 

multiple hurdles that can impact its undefined success at the same time,  

3.4 Research Design 

The research design constitutes the basic framework of every academic inquiry since it presents 

the architecture under which data is gathered, analyzed, and interpreted. It is a direct reflection of 

the type of research problem, study goals, and type of insights that the researcher wishes to create. 

In this research, which aims to investigate and examine the strategic models followed by successful 

restaurant food supply franchise models in India, and then establish a new model for local 

restaurants, a qualitative research design has been applied. This design is apt since the research 

involves dealing with complex, context-specific phenomena that have to be explored extensively 

and interpreted, as opposed to simply being measured or quantified. The qualitative method 

permits comprehension of patterns, meaning, viewpoints, and strategies that underlie the practices 

of franchising in India's food and beverage (F&B) industry. 



 

 

58 

The choice of a qualitative methodology is grounded in the research's desire to comprehend the 

"how" and "why" of success and failure in franchising models, specifically in a culturally and 

economically diverse nation such as India. In contrast to quantitative research, which is based on 

statistical analysis and numerical facts to test hypotheses, qualitative research focuses on 

investigating human experiences, social processes, organizational behaviors, and strategic actions 

within actual contexts. Given the highly contextual nature of franchising in India—where 

outcomes are influenced by regional consumer behaviors, local regulations, socio-cultural 

diversity, infrastructure constraints, and competitive dynamics—this approach enables the 

researcher to uncover deeper insights that would be difficult to capture through numerical data 

alone. The interpretivist orientation of qualitative research is supportive of the philosophical 

orientation of the study, one that focuses on capturing the subjective realities of franchisors, 

managers, and other participants in the restaurant franchising arena. 

 

Specifically, this research design takes an exploratory approach, one commonly applied in research 

where the problem is less defined or less known in literature. Exploratory research aims to uncover 

new findings, develop hypotheses, and gain a more profound understanding of poorly researched 

areas. It is most beneficial for fluctuating and changing industries, like India's restaurant market, 

where franchising activities differ greatly by geography and brand. In this design, the research 

aims to investigate the nature, issues, and drivers of success of franchising models that have 

worked in India and apply the findings to develop a model that can be used to inform local 

restaurant firms on how to expand using franchising. The exploratory nature of the study also 

creates flexibility in the research process, in that the researcher can accommodate new findings, 

narrow questions, and dig deeper into emerging themes as the study unfolds. 

One of the most important elements of the research design is the case study method, in that it 

enables the researcher to undertake a close and contextual examination of franchising models. This 

approach is very suitable for studying contemporary phenomena in their actual settings, 

particularly when the demarcation between the phenomenon and setting is not readily apparent. In 

this research, case studies of successful franchises like McDonald's and Barbeque Nation are 

employed to learn about the strategic frameworks which helped these chains succeed in the Indian 

market. These brands have been chosen because they have a good market presence, adaptation 
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initiatives, and operational efficacy in various regions within India. As opposed to this, brands 

such as Narula's and Pizza Hut (in certain places) that experienced strategic losses are also taken 

into consideration, to present a well-balanced view of what operates and what does not work in 

the franchising environment within India. This comparative case study method assists in the 

identification of patterns, contrasts, and strategic variables that affect franchise performance. 

To support the case studies and enhance the qualitative research, 20 participants will be 

interviewed using semi-structured interviews that mainly include franchisors, operational 

managers, and strategic decision-makers of the Indian restaurant franchising system. Semi-

structured style enables guided interviews that are based on a predetermined list of questions, but 

with the freedom to pursue unplanned lines of insight, clarify answers, and explore developing 

themes. The approach is to ensure focused but open-ended interviews that enable the gathering of 

rich and textured data. The subjects will be picked based on purposive sampling, ensuring that 

those with appropriate experience and awareness of franchising models in India are included for 

the study. This focus-sampling method makes the data gathered more pertinent and richer, making 

it more usable for analysis and framework creation. 

Interview and secondary data will be analyzed with thematic analysis, a common qualitative 

research method emphasizing the identification, examination, and reporting of patterns (themes) 

of data. Thematic analysis is best for studying multiple levels of meaning and interpreting different 

aspects of the research issue. It enables the researcher to classify data into significant themes that 

reflect the views of the participants and the contextual realities of the Indian context of franchising. 

This approach incorporates a step-by-step process of coding, classification, and interpretation of 

the data with transparency and rigor in analysis. Results from thematic analysis will be applied to 

make conclusions regarding currently prevailing strategic frameworks and to guide the formulation 

of a new, contextualized framework specific to domestic Indian restaurants. 

3.5 Population and Sample 

The research population for this study comprises stakeholders who are actively involved in 

restaurant food supply franchising within the Indian food and beverage (F&B) sector. In line with 

the objectives of the study, the population includes individuals and organizations directly engaged 

in the formulation, implementation, governance, and management of franchising systems. These 

stakeholders consist of franchisors, franchise owners, senior operational and supply chain 
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managers, regional managers, strategic decision-makers, and industry consultants who possess 

substantive experience within the Indian restaurant franchising ecosystem. 

Conceptually, the population represents the broader set of individuals and organizational actors 

who share attributes pertinent to the research problem—namely, direct involvement in restaurant 

franchising operations and strategic decision-making in India. From this population, a sample was 

drawn for in-depth qualitative investigation. Given the strategic and organizational nature of the 

research problem, the unit of analysis is the individual decision-maker rather than the franchise 

outlet or organization. This unit of analysis is appropriate because the study seeks to understand 

how strategic frameworks are conceived, interpreted, and operationalized by those responsible for 

shaping franchising outcomes, rather than to assess outlet-level performance metrics. 

Owing to the qualitative and exploratory design of the study, a non-probabilistic purposive 

sampling strategy was employed. Purposive sampling—also referred to as judgmental or selective 

sampling—is widely accepted in qualitative research where the objective is to obtain rich, relevant, 

and experience-based insights rather than to achieve statistical generalizability (Daou, Nasr and 

Azouri, 2023). This approach is particularly suitable for research that investigates complex, 

context-specific phenomena and requires participants with specialized knowledge and lived 

experience directly aligned with the research questions. 

A total of 20 participants were selected for inclusion in the study. Participants were deliberately 

chosen based on clearly defined selection criteria to ensure both relevance and diversity of 

perspectives. These criteria included: 

A minimum of three years of professional experience in restaurant franchising, food supply chain 

management, or related strategic roles; 

Direct involvement in strategic decision-making, franchise operations, organizational governance, 

or supply chain coordination; 

Representation across multiple restaurant formats, including quick service restaurants (QSRs), 

casual dining establishments, and cloud kitchen or delivery-only models; 

Exposure to either successful franchising implementations or franchising models that have 

encountered operational, strategic, or sustainability-related challenges. 
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In order to facilitate a balanced and critical analysis, the sample intentionally included participants 

associated with both high-performing franchise systems (such as McDonald’s and Barbeque 

Nation) and comparatively challenged or discontinued franchising models (such as Narula’s and 

Pizza Hut within specific Indian market contexts). This inclusive approach enabled the study to 

capture contrasting experiences and to identify both enabling factors and structural constraints 

influencing franchising performance in India. 

The final sample size was determined based on the principle of theoretical saturation, whereby 

data collection continued until additional interviews no longer generated substantively new themes 

or analytical insights. This criterion aligns with established qualitative research standards and 

ensures analytical rigor while maintaining methodological feasibility. In qualitative inquiry, the 

adequacy of a sample is evaluated not by numerical size but by the depth, richness, and explanatory 

power of the data obtained from participants. 

The diversity of participant roles, organizational contexts, and franchising experiences enhanced 

the credibility, dependability, and confirmability of the findings and enabled triangulation across 

strategic, operational, and supply chain perspectives. Accordingly, the selected sample is 

considered both appropriate and sufficient to support the study’s objective of developing a robust, 

contextually grounded strategic framework for domestic restaurant franchising in India. 

 

3.6 Participant Selection 

The process of participant selection plays a critical role in ensuring that the data collected is both 

relevant and insightful, particularly in qualitative research where depth and richness of information 

are prioritized over generalizability. In this study, which explores the strategic frameworks adopted 

by successful restaurant food supply franchising models in India and aims to develop a new 

framework for domestic restaurants, participants are selected based on their professional 

involvement and experience in the Indian food and beverage (F&B) franchising industry. The 

selection of participants is rooted in a purposive sampling strategy, wherein individuals are 

deliberately chosen for their capacity to contribute rich, relevant, and diverse insights that align 

with the objectives of the research. 
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The primary criterion for participant selection is direct involvement in franchising operations 

within the restaurant sector in India. This includes individuals such as franchisors, franchise 

owners, regional managers, operations heads, and industry consultants who have either 

implemented or overseen franchising strategies. Emphasis is placed on selecting participants who 

have first-hand experience in decision-making roles, especially in strategy formulation, operations 

management, or franchise development. This ensures that the insights collected are grounded in 

practical realities and reflect strategic thinking rather than surface-level observations. 

Participants will be drawn from a mix of both successful and less successful franchise operations 

to provide a balanced and comparative understanding of what drives success or failure in the Indian 

context. For instance, individuals affiliated with high-performing brands like McDonald’s and 

Barbeque Nation will be interviewed to understand best practices, while those associated with less 

successful or inconsistent brands such as Narula’s and Pizza Hut (within certain markets) will 

provide perspectives on challenges, gaps, and lessons learned. This balanced approach enhances 

the credibility and comprehensiveness of the data. 

To ensure credibility and relevance, a minimum of 20 participants will be selected for the study. 

This range allows for sufficient saturation of themes while remaining manageable for in-depth 

qualitative analysis. Participants will be identified using professional networks, industry 

connections, snowball referrals, and publicly available business directories. Initial contact will be 

made via email or telephone, where the researcher will explain the purpose of the study, ensure 

voluntary participation, and seek informed consent. Participants will also be assured of anonymity 

and confidentiality to encourage open and honest responses, which is particularly important when 

discussing strategic business decisions and operational challenges. 

3.7 Instrumentation 

Instrumentation in qualitative research is the equipment, methods, and procedures for gathering, 

measuring, and analyzing data to meet the research goals efficiently. In the case of this study the 

objective being to assess the strategic models pursued by successful restaurant food supply 

franchising models in India and formulate a new framework fitted for domestic restaurants the 

instrumentation is crafted very carefully so that productive, context-specific, and actionable 

information is yielded. The qualitative nature of the study requires that the data collection 

instruments employed are open-ended, flexible, and able to capture the richness and complexity 
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of human experiences, organizational strategies, and business dynamics in India's food and 

beverage (F&B) industry. 

The major data collection instrument in this study is the semi-structured interview guide, with the 

potential to allow for in-depth discussions with respondents while being flexible enough during 

interviews. The interview guide consists of a set of open-ended questions classified under primary 

thematic areas like franchising strategy, operational issues, success factors, brand adaptation, 

supply chain dynamics, franchisee relations, and market expansion. The format allows the 

researcher to probe topics and give participants space to discuss experiences and knowledge not 

necessarily on the radar initially. An open-ended design is essential in revealing detailed 

information, particularly with issues that have to do with strategic decision-making and subjective 

interpretation. Questions are written in a neutral, non-leading fashion to facilitate honest and 

objective answers. 

In assisting in guiding interviews, the semi-structured tool is also used to achieve consistency in 

multiple interviews, where all the major areas of the research are addressed without leaving room 

for free discussion. This similarity is important for comparative analysis between cases and 

participants. Participants might be queried, for instance, "Can you tell us the most important 

strategic choices you made along the way in your franchising experience? 

 

" or "What did your company do to adjust to local consumer demands?" The questions are made 

intentionally open-ended for interpretation to allow for the capture of diverse viewpoints while 

staying on track with the research focus. For clarity and reliability, the interview guide will be pilot 

tested with two or three industry professionals. The pre-test will aid in flagging ambiguities and 

redundancies in the questions and make it possible to tweak the wording or format of the guide. 

Pilot study feedback will be used to enhance the flow, clarity, and effectiveness of the instrument, 

(Dunseith, 2017) This step is important to boost the tool's validity since it guarantees that the 

questions are understood uniformly and that the data derived is relevant and inclusive. In addition 

to interviews, the study will use document analysis as an additional tool. This includes reading and 

analyzing available documents like company reports, franchise brochures, market research reports, 

media articles, and government policy documents pertaining to franchising in the Indian F&B 
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industry. Document analysis gives context background, aids in the triangulation of data, and 

informs trends and patterns in franchising activity. 

 

It also enables the researcher to corroborate or compare the information obtained from interviews, 

further enhancing a more robust and credible analysis. The choice of documents will be informed 

by relevance, authenticity, and recency to incorporate correct and current information. Data will 

be obtained in the form of audio recordings as well as extensive field notes during interviews, with 

permission from the participants. Audio recordings guarantee that no important information is left 

behind during the conversation and enable the researcher to concentrate completely on the 

interviewing process. 

 

Field notes will record non-verbal behavior, contextual information, and instantaneous 

observations that are not always present in the recordings but are essential for putting responses 

into the proper context. Field notes will also prove invaluable in the early stages of thematic coding 

and analysis. The thematic analysis method will be applied as the primary tool for data 

interpretation. It is a systematic process of identifying, organizing, and interpreting patterns or 

themes within the gathered data. It is especially applicable to qualitative research wherein one 

seeks to make sense of extensive amounts of text-based information and derive meaningful 

conclusions based on the research questions. 

 

The thematic analysis enables the researcher to transcend simple description and enter the arena 

of interpretation, where one can comprehend how various participants think about and experience 

franchising in India. The steps followed in this process are familiarization with the data, coding, 

coding followed by the identification of initial themes, review and refinement of themes, and lastly, 

the identification and labelling of the themes to organize the findings. As data collection and 

analysis are done, ethics are incorporated into the instrumentation. Informational consent is given 

to the participants, explaining the purpose of the study, their rights, and how the data will be 

utilized. 
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Confidentiality and anonymity will be ensured, and any identifying details will be omitted or 

removed in the reporting of findings, (Cavalcante Gomes Jr, 2022). This ethical measurement 

guarantees the trust between researchers and participants and stimulates freer and more honest 

disclosure of information. Finally, the instrumentation used in this research has been specifically 

designed to match with the qualitative and exploratory nature of the research. Employing a pre-

tested, reliability and clarity semi-structured interview guide enables rich exploration of 

franchising strategies. Document analysis complements the interviews with context and history, 

and audio recordings, as well as field notes, add richness to data. The employment of thematic 

analysis as an interpretive tool provides systematic and meaningful data interpretation. These 

instruments combined offer an integrated and consistent methodological framework that enables 

the overall purpose of creating a strategic framework of domestic restaurant food supply 

franchising for India. 

3.8 Data Collection Procedures 

Here, semi-structured interviews will be arranged with 20 purposely chosen participants who hold 

franchisor, franchisee, or strategic management positions in successful and struggling restaurant 

chains. Initial contact by telephone or email will include an information sheet and consent form 

detailing the purpose of the study, confidentiality measures, and voluntary status. Once written 

consent is received, interviews will be scheduled at the convenience of participants or carried out 

using secure video conferencing software. Interviews of about 60–90 minutes each will be 

conducted with permission and audio-recorded. Interviews will be accompanied by copious field 

notes of nonverbal behavior and contextual observation. Recordings will be transcribed verbatim 

after every session utilizing a professional transcription service and stored on a secure, 

password-protected research folder.  

Transcripts will be anonymized by substituting personal or organizational identifiers with 

pseudonyms. At the same time, any other documents or artifacts provided by participants e.g., 

internal strategy presentations or performance dashboards will be captured electronically and 

indexed. All data will be backed up on a regular basis and archived in accordance with institutional 

data management policies. The researcher will have a pre-interview review of transcripts and 

documents to determine emergent themes and refine the following interview questions as 

appropriate to achieve iterative depth and saturation. In the process, ethical principles such as 
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informed consent, data confidentiality, and right to withdraw for participants will be followed 

strictly to ensure the integrity of the research and the protection of participant interests.  

3.9 Data Analysis 

In alignment with the qualitative and exploratory nature of this study, the data analysis process 

will primarily utilize thematic analysis to interpret and organize the rich textual data collected 

from interviews, case studies, and secondary sources. The objective is to identify meaningful 

patterns and themes that shed light on the strategic frameworks adopted by successful restaurant 

food supply franchising models in India and to develop a new framework tailored to domestic 

contexts. Thematic analysis is a widely accepted qualitative technique that allows researchers to 

move beyond surface-level content and into deeper interpretation by categorizing and analyzing 

recurring ideas and constructs across multiple data sources. 

The process will begin with data familiarization, wherein the researcher will read and re-read 

interview transcripts and relevant documents to immerse themselves in the content. During this 

phase, reflective notes will be made to capture initial impressions and potential areas of interest. 

Following familiarization, the researcher will proceed with open coding, where the text is broken 

down into smaller units of meaning, and codes are assigned to specific ideas, phrases, or concepts 

expressed by participants. These codes will then be grouped into broader categories or themes 

that reflect recurring strategies, challenges, and success factors relevant to franchising models in 

India. 

To manage the large volume of qualitative data efficiently, qualitative data analysis software such 

as NVivo may be employed. This tool facilitates organized coding, theme mapping, and the 

visualization of relationships between concepts, allowing the researcher to systematically compare 

perspectives across different participants and cases. The themes derived will be aligned with the 

research questions and will include categories such as strategic planning, franchisee relations, 

localization strategies, operational consistency, supply chain management, and adaptation to 

regional markets. 

While the core focus of analysis is qualitative, the study will also incorporate basic descriptive 

statistics to summarize demographic and organizational profiles of the participants and their 

respective franchises. Descriptive metrics such as frequencies, means, and standard deviations 

will be used to provide context on the participants’ backgrounds, years of franchising experience, 
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and business scale. These numerical summaries will offer a backdrop to the thematic findings and 

highlight key trends in participant attributes. 

In cases where numerical or structured data is available from secondary sources—such as financial 

performance indicators, growth trends, or customer satisfaction metrics—inferential statistical 

techniques like correlation analysis, regression analysis, and ANOVA (Analysis of Variance) 

may be applied to explore relationships between strategic decisions and business outcomes. For 

example, the researcher may analyze whether certain franchising strategies (e.g., franchisee 

training or regional adaptation) are statistically associated with better financial performance or 

customer retention. These statistical techniques, while secondary to qualitative focus, will help to 

validate patterns observed during thematic analysis and provide an additional layer of analytical 

depth. 

Triangulation will be used as a critical analytical strategy to enhance validity and reliability. By 

comparing data across interviews, documents, and statistical results, the researcher will be able to 

identify areas of convergence and divergence, reducing potential biases and enriching the overall 

interpretation of the data. This integrative approach ensures that the new strategic framework 

proposed is not only grounded in theory but also supported by multiple forms of empirical 

evidence. 

3.10 Research Design Limitations 

As with all empirical research, this study is subject to certain limitations that must be 

acknowledged to provide an accurate interpretation of the findings and to situate the study 

appropriately within its methodological boundaries. Recognizing these limitations enhances the 

transparency, credibility, and scholarly rigor of the research. 

First, the qualitative and exploratory nature of the study limits the generalizability of the findings 

beyond the specific context of restaurant food supply franchising in India. Qualitative research 

prioritizes depth of understanding, contextual sensitivity, and the exploration of meanings rather 

than statistical representativeness. Accordingly, the findings of this study are intended to generate 

analytical insights and conceptual understanding of franchising strategies rather than to produce 

conclusions that can be universally applied across all restaurant brands, regions, or franchising 

models. The results reflect the experiences, interpretations, and organizational context of the 
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participants involved and should therefore be understood as contextually grounded rather than 

broadly generalizable. 

Second, the study relies on self-reported data provided by participants, which introduces the 

potential for respondent bias. Participants may consciously or unconsciously emphasize successful 

practices, understate operational challenges, or present their organizations in a favorable light. 

Social desirability bias and retrospective rationalization are inherent risks in research that depend 

on personal accounts of strategic and operational decisions. While efforts were made to mitigate 

this limitation through assurances of confidentiality and anonymity, the subjective nature of self-

reporting cannot be entirely eliminated. To reduce the impact of this limitation, the study employed 

data triangulation by comparing participant responses with secondary sources such as industry 

reports, publicly available company information, and prior academic literature, thereby 

strengthening the credibility of the findings. 

Third, the use of purposive sampling, while methodologically appropriate for exploratory 

qualitative research, may have resulted in the exclusion of certain perspectives. Specifically, 

smaller, informal, or early-stage restaurant operators who are not integrated into formal franchising 

systems may be underrepresented in the sample. As a result, the findings may reflect the realities 

of relatively structured franchising environments more strongly than those of highly informal or 

micro-scale restaurant enterprises. Additionally, given India’s extensive regional, cultural, and 

regulatory diversity, it is possible that some location-specific nuances and regional market 

dynamics were not fully captured within the scope of the study. 

Fourth, the study is based on a purposively selected sample of 20 participants, primarily 

comprising franchisors, franchise owners, and senior strategic or operational decision-makers 

within the Indian food and beverage sector. While this sample size is appropriate for achieving 

thematic saturation and generating rich, detailed qualitative data, it also means that the findings 

are shaped by the professional roles, experiences, and organizational positions of these 

participants. Consequently, the perspectives of frontline employees or non-decision-making staff 

are not explicitly represented, which may limit insight into operational realities at the execution 

level. 

Fifth, the thematic analysis approach involves interpretive judgment on the part of the researcher, 

which introduces the possibility of researcher subjectivity. Although thematic analysis is a well-
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established qualitative method, the identification, categorization, and interpretation of themes are 

influenced by the researcher’s analytical lens. To enhance methodological rigor and reduce 

subjective bias, coding was conducted systematically, themes were reviewed iteratively, and 

analytical interpretations were continuously aligned with participant narratives and established 

academic literature. This iterative process helped ensure that the findings remained grounded in 

the data rather than imposed by preconceived assumptions. 

Despite these limitations, the study demonstrates strong methodological integrity. Credibility was 

supported through the use of experienced participants with direct involvement in franchising 

strategy and operations. Dependability was enhanced by maintaining consistency in data collection 

and analysis procedures. Confirmability was strengthened through transparent documentation of 

analytical steps and close linkage between data and interpretations. Finally, transferability was 

facilitated by providing detailed contextual descriptions of the Indian restaurant franchising 

environment, enabling readers to assess the applicability of the findings to similar contexts. 

In summary, while the limitations outlined above place boundaries on the interpretation of the 

findings, they do not undermine the value of the study. Rather, they reflect the deliberate 

methodological choices made to achieve depth, contextual relevance, and analytical insight. 

 

3.11 Conclusion 

This chapter presented a comprehensive overview of the research methodology employed in the 

study, which aims to explore and analyze the strategic frameworks adopted by successful 

restaurant food supply franchising models in India, with the objective of developing a new 

framework tailored to domestic restaurant operations. The chapter began by establishing the 

rationale for adopting a qualitative, exploratory research design, emphasizing its suitability for 

investigating complex, context-specific phenomena that require in-depth understanding rather than 

statistical generalization. In any academic inquiry, the methodology chapter plays a critical role in 

ensuring that the research is conducted in a structured, reliable, and valid manner. It outlines the 

strategic decisions made by the researcher concerning how the research problem will be 

approached and how data will be collected and analyzed.  
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In the present study, which focuses on analyzing the strategic frameworks adopted by successful 

restaurant food supply franchising models in India and developing a new framework tailored for 

domestic restaurants, the methodology is carefully designed to ensure alignment with the research 

objectives. This chapter discusses research philosophy, approach, design, data collection methods, 

sampling strategy, and the ethical considerations considered. The methodological choices reflect 

the complexity and context-sensitive nature of the subject under investigation, particularly in the 

diverse and dynamic Indian food service industry. 

Research methodology is often defined as the systematic and theoretical analysis of the methods 

applied to a field of study. It serves as the blueprint for the entire research process, enabling the 

researcher to provide reliable answers to research questions by using appropriate methods and 

techniques (Ørngreen and Levinsen, 2017). A well-crafted methodology enhances the credibility 

and validity of the research outcomes and ensures that the research process is rigorous and 

systematic. It allows the researcher to make informed choices regarding how data will be collected, 

analyzed, and interpreted. Given the qualitative nature of the current research, the methodology is 

framed to explore the nuanced perspectives and lived experiences of stakeholders involved in 

franchised food supply models in India. It also aims to examine how specific strategic frameworks 

have contributed to the success or failure of such models in a complex business environment. 

The study adopts a qualitative research approach, which is particularly effective for gaining in-

depth insights into social and organizational phenomena. Qualitative research is inherently flexible 

and adaptable, allowing the researcher to refine their approach based on the information shared by 

participants. This approach is suitable for understanding cultural, social, and behavioral factors 

that influence business strategies. The focus on qualitative research allows for an exploration of 

how successful food franchising models operate in the Indian market, what strategic choices were 

made, and how these choices influenced outcomes. Through qualitative data, the study aims to 

reveal the underlying factors that differentiate successful franchises such as McDonald's and 

Barbeque Nation from less successful ones like Narula's and Pizza Hut in the Indian context. 

Supporting this approach is the adoption of an interpretive research philosophy. The interpretive 

paradigm is grounded in the belief that reality is socially constructed and best understood through 

the subjective experiences of individuals. This philosophy is consistent with the study’s aim to 

explore how franchise owners and managers perceive, interpret, and act upon the strategic 
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frameworks they adopt. Interpretivism emphasizes understanding phenomena through the 

meanings people assign to them, making it well-suited for this research, which involves unpacking 

complex strategic decisions made in culturally diverse and economically varied regions across 

India.  

The research also employs an exploratory research design. Exploratory research is valuable when 

there is a need to investigate a problem that has not been clearly defined or explored in depth. It 

helps in identifying patterns, generating new ideas, and clarifying concepts. For this study, an 

exploratory design is essential in understanding how different franchising strategies have evolved 

and how they can be adapted or modified for domestic Indian restaurant ventures. This design is 

also helpful in identifying gaps in existing models and proposing new frameworks that are both 

innovative and contextually relevant. While exploratory research is sometimes criticized for being 

less definitive, it is ideal for studies aiming to develop new theoretical insights and practical 

frameworks. 

The methodology outlined included a purposive sampling strategy, wherein 20 key participants 

comprising franchisors, franchise owners, and strategic decision-makers—were selected based on 

their direct experience in the Indian franchising ecosystem. The participant selection process 

ensured that insights were drawn from a diverse range of industry stakeholders, thereby enriching 

the study’s relevance and depth. Instrumentation primarily involved the use of semi-structured 

interview guides, which allowed for both consistency and flexibility in capturing meaningful, 

narrative-rich responses. The interviews were supported by secondary data sources and 

supplemented with field notes and document analysis to enhance triangulation and validity. 

Data collection procedures were systematically planned, beginning with secondary document 

review and followed by in-depth interviews conducted in person or through secure digital 

platforms. Ethical considerations, including informed consent, participant confidentiality, and data 

security, were rigorously observed throughout the process. Data analysis was conducted using 

thematic analysis, supported by qualitative software tools, to identify key patterns and insights 

from the textual data. Where applicable, basic descriptive statistics and inferential tools such as 

correlation and regression analysis were used to analyze quantitative data from secondary sources 

and complement the qualitative findings. 
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CHAPTER IV 

RESULTS AND FINDINGS 

4.0 Introduction 

This chapter presents the empirical findings derived from primary data collected through semi-

structured interviews with 20 industry participants. The participant group comprised franchisors, 

franchise operators, senior operations managers, and supply chain professionals representing a 

cross-section of the restaurant industry, including quick service restaurants, casual dining formats, 

and cloud kitchen models. All participants possessed direct experience in managing or supporting 

franchising operations, multi-unit expansion, or supply chain systems within the food and beverage 

sector. 

The data collected from these interviews were subjected to thematic analysis. Participant responses 

were systematically coded and grouped into categories based on recurrence and similarity of 

observations. These categories were further consolidated into broader themes representing key 

structural and operational dimensions within restaurant franchising systems. The analytical 

process prioritized convergence across responses, enabling the identification of patterns that were 

consistently reported across participants rather than isolated or individual perspectives. 

The findings are presented in alignment with the four research questions guiding this study. Each 

section reflects outcomes derived directly from participant inputs and is organized around key 

thematic dimensions emerging from the data. These dimensions include supply chain systems, 

operational standardization, training and capability development, technology integration, 

governance mechanisms, and challenges observed in domestic franchising environments. 

From an analytical standpoint, the findings reflect system-level consistencies and repeatable 

configurations observed across multiple participants. The emphasis is on identifying structured 

patterns embedded within franchising operations, rather than reporting descriptive or anecdotal 

insights. The presentation of findings is restricted to data-derived outcomes, with no interpretative 

analysis or theoretical linkage included at this stage. Below are the basic details of the participants 

and key findings 
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➔ Concerning the demographics of the respondents, it was found that majority of the 

respondents, that is 35 per cent, belonged to the age group of 35-44 years, followed by 30 

per cent belonging to the age group of 25-34 years and 20 per cent belonging to the age of 

45-54 years.  

➔ Majority of the study participants that is 65 per cent were males, while 35 per cent of the 

study participants were females. 

➔ 40 per cent of the study participants held a bachelor’s degree, 30 per cent held a master’s 

degree, 20 per cent held diploma and 10 per cent held a doctorate degree. 

➔ 45 percent of the study participants were owners and co-owners, 25 per cent were franchise 

managers, 15 percent were operations head and 10 per cent were doctorates. 

➔ Concerning the experience in franchise business, 30 per cent had an experience of 7-10 

years, followed by 25 per cent having an experience of 4–6 years and 20 per cent having 

an experience of 1–3 years and greater than 10 years respectively.  

➔ 35 per cent operated 2-5 franchise outlets, 20 per cent operated 6-10 franchise outlets and 

15 per cent operated 1, 11-20 and greater than 20 outlets. 

➔ 40 per cent of the respondents owned a QSR (Quick Service Restaurant), 25 per cent Casual 

Dining, and 20 per cent owned Cloud Kitchen / Delivery-only. 

➔ 40 per cent of the study participants held a Private Limited Company, 25 per cent held a 

Partnership firm and further, 15 per cent held Sole Proprietorship and 15 per cent held 

franchise of International Brand.  

Table 1. Demographic Statistics 

S. 

No 
Demographic Variable Category 

Freque

ncy 

Percentag

e (%) 

1 Age 

Under 25 2 10.0 

25–34 6 30.0 

35–44 7 35.0 

45–54 4 20.0 
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55 and above 1 5.0 

2 Gender 
Male 13 65.0 

Female 7 35.0 

3 Highest Education 

Bachelor’s degree 8 40.0 

Master’s degree 6 30.0 

Diploma/Vocational 4 20.0 

Doctorate/Other 2 10.0 

4 
Current Role in 

Franchise 

Owner / Co-owner 9 45.0 

Franchise Manager 5 25.0 

Operations Head 3 15.0 

Supply Chain Manager 2 10.0 

Other 1 5.0 

5 
Experience in Franchise 

Business 

< 1 year 1 5.0 

1–3 years 4 20.0 

4–6 years 5 25.0 

7–10 years 6 30.0 

> 10 years 4 20.0 

6 
Franchise Outlets 

Operated 

1 3 15.0 

2–5 7 35.0 

6–10 4 20.0 

11–20 3 15.0 

> 20 3 15.0 

7 Food Service Category 

QSR (Quick Service Restaurant) 8 40.0 

Casual Dining 5 25.0 

Cloud Kitchen / Delivery-only 4 20.0 

Fast Casual / Fine Dining 3 15.0 
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8 Legal Structure 

Private Limited Company 8 40.0 

Partnership 5 25.0 

Sole Proprietorship 3 15.0 

Franchisee of International Brand 3 15.0 

Public Limited/Other 1 5.0 

 

 

4.1 Research Question One: To examine the relevance of the franchising model in the food 

and beverage sector in India  

The findings indicate a strong consensus among participants regarding the relevance and continued 

significance of the franchising model within the food and beverage sector. The model was 

consistently reported as a dominant mechanism for achieving scale, operational replication, and 

geographic expansion across multiple formats within the industry. 

Seventeen out of twenty participants explicitly identified franchising as the primary route adopted 

by restaurant brands seeking multi-location growth. Participants reported that franchising enables 

accelerated expansion by distributing capital requirements across franchise partners, thereby 

reducing the financial burden on the parent organization. In addition, fifteen participants 

highlighted that franchising allows simultaneous expansion across multiple locations, which was 

reported to be less feasible under company-owned models. 

Participants also reported that franchising facilitates operational replication through standardized 

formats. Sixteen participants indicated that established franchising systems are designed to enable 

uniform execution across outlets, including consistency in product offerings, service delivery, and 

customer experience. This replication capability was reported to be a defining characteristic of 

franchised operations. 

The role of local franchise ownership emerged as an additional pattern within the findings. 

Thirteen participants reported that franchisees contribute to improved market penetration through 

their familiarity with local market conditions, consumer preferences, and operational 
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environments. This was particularly observed in expansion into non-metro and region-specific 

markets. 

From a demand-side perspective, participants reported observable shifts in consumer expectations. 

Fourteen participants indicated increasing preference for standardized and branded food 

experiences, while eleven participants reported higher levels of perceived trust and reliability 

associated with franchised brands compared to independent operators. 

Across all responses, franchising was not identified as a declining or secondary model. Instead, it 

was consistently positioned as a central and relevant mechanism within the contemporary 

restaurant industry. 

 

4.2 Research Question Two: To determine factors contributing to the successful 

implementation of franchising strategies  

The findings reveal a set of recurring factors associated with the successful implementation of 

franchising strategies. These factors were consistently reported across participants and were 

observed to function as interdependent components within established franchising systems. 

A primary factor identified is the presence of integrated and centralized supply chain systems. 

Sixteen participants reported that successful franchising models operate with centralized 

procurement structures that consolidate sourcing decisions at the organizational level. Participants 

indicated that such systems involve approved vendor networks, standardized sourcing protocols, 

and centralized negotiation processes. Fifteen participants reported that supplier relationships are 

pre-defined and monitored, ensuring uniformity in quality in input across locations. Additionally, 

fourteen participants indicated the presence of regional distribution centers designed to support 

multiple outlets through structured logistics networks, enabling consistent supply flows and 

reduced variability. 

Operational standardization emerged as a dominant and consistently reported factor. Eighteen 

participants highlighted the existence of well-defined standard operating procedures governing all 

aspects of outlet operations. These procedures were reported to include detailed specifications 

related to food preparation processes, ingredient usage, portion control, hygiene protocols, and 

customer interaction standards. Fifteen participants indicated the use of comprehensive operational 
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manuals that provide detailed guidance for franchise execution. Fourteen participants reported that 

adherence to these standards results in observable consistency in product quality and service 

delivery across locations. 

Training and capability development systems were also identified as a key factor. Fifteen 

participants reported the presence of structured onboarding programs designed to prepare 

franchisees and staff prior to outlet launch. These programs were described as covering operational 

processes, product knowledge, and service standards. Fourteen participants indicated that training 

extends beyond initial onboarding to include periodic refresher sessions, performance reviews, and 

skill assessments. Thirteen participants reported the presence of centralized training teams or 

dedicated support functions responsible for maintaining consistency in training delivery across 

franchise networks. 

Technology integration was consistently reported as a critical enabling factor. Seventeen 

participants indicated the use of integrated point-of-sale systems that standardize transaction 

processing and data capture across outlets. Sixteen participants reported the use of inventory 

management systems that track stock levels, consumption patterns, and replenishment 

requirements. Fourteen participants indicated the presence of digital platforms supporting 

customer ordering, including online and app-based channels. Participants also reported that these 

systems enable visibility into operational performance across locations. 

Governance mechanisms were identified as an additional factor supporting successful 

implementation. Participants reported the existence of formal franchise agreements defining 

operational expectations and compliance requirements. Fifteen participants indicated the use of 

structured monitoring systems, including regular audits and performance evaluations. Fourteen 

participants reported that franchise performance is tracked against predefined metrics, while 

thirteen participants indicated the presence of enforcement mechanisms addressing deviations 

from established standards. 

The findings indicate that these factors operate collectively, forming an integrated system 

supporting consistency, control, and scalability within franchising operations. 
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4.3 Research Question Three: To analyze the strategic framework adopted by successful 

restaurant food supply franchising models in India  

The findings indicate that successful restaurant food supply franchising models are characterized 

by a structured strategic framework comprising multiple interconnected components. Participants 

consistently described this framework as a system-level configuration integrating supply chain, 

operations, training, technology, and governance functions. 

Centralized supply chain systems were reported as a foundational element of this framework. 

Sixteen participants indicated that procurement decisions are consolidated at the central level, 

ensuring uniform sourcing across locations. Fourteen participants reported the use of hub-and-

spoke distribution models, where central or regional hubs supply multiple outlets through 

organized logistics networks. Thirteen participants indicated that sourcing protocols are 

standardized, with limited flexibility at the outlet level. 

Operational standardization, combined with controlled flexibility, was reported as another key 

dimension. Eighteen participants indicated that core product offerings and operational processes 

remain consistent across all franchise locations. At the same time, fourteen participants reported 

the presence of structured mechanisms allowing limited localization of menu items or offerings 

within predefined boundaries. Participants indicated that such localization is subject to approval 

and monitoring, ensuring alignment with overall brand standards. 

Structured training ecosystems were also identified as part of the framework. Fifteen participants 

reported that training systems are embedded within franchising operations as a continuous process 

rather than a one-time intervention. Thirteen participants indicated that training includes ongoing 

evaluation and reinforcement of operational standards. Twelve participants reported the use of 

standardized training materials and delivery formats across locations. 

Technology-enabled operations formed another integral component. Seventeen participants 

reported the integration of digital systems across operational and supply chain functions, enabling 

centralized monitoring and control. Fifteen participants indicated the use of real-time data tracking 

systems, providing visibility into sales, inventory, and operational performance. Thirteen 

participants reported the use of analytics tools supporting demand forecasting and inventory 

planning. 
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Governance and control mechanisms were reported as essential to maintaining system integrity. 

Fifteen participants indicated centralized oversight of franchise operations through structured 

monitoring systems. Fourteen participants reported the use of audit-based compliance checks, 

while twelve participants indicated the presence of enforcement mechanisms addressing non-

compliance or deviations from standards. 

The findings indicate that these components function as an integrated framework, supporting 

consistency, efficiency, and scalability across franchising systems. 

 

4.4 Research Question Four: To evaluate the opportunities and challenges faced by the 

franchising business model in India 

The findings indicate the presence of both growth opportunities and structural challenges 

associated with the franchising model, particularly within domestic restaurant systems. 

Participants reported several opportunities linked to market expansion and evolving industry 

dynamics. Fifteen participants identified expansion into tier-2 and tier-3 markets as a significant 

opportunity, driven by increasing demand for organized food services in these regions. Fourteen 

participants reported growth in consumer preference for branded dining experiences, while twelve 

participants indicated opportunities arising from digital ordering and delivery platforms. Eleven 

participants reported that franchising enables expansion with lower capital investment, facilitating 

entry into new markets. 

At the same time, participants consistently reported multiple challenges affecting domestic 

franchising systems. These challenges were described as structural and recurring across different 

operational contexts. 

 Fragmented supply chain systems were reported by sixteen participants, resulting in 

variability in sourcing practices and inconsistency in input quality across locations  

 Lack of operational standardization was reported by fourteen participants, leading to 

variations in food preparation, service delivery, and customer experience  

 Resistance to technology adoption was reported by thirteen participants, limiting the 

implementation of integrated systems and reducing operational visibility  
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 Financial constraints were reported by eleven participants, affecting the ability to invest 

in infrastructure, technology, and expansion  

 Regulatory and compliance challenges were reported by nine participants, impacting 

operational processes and timelines  

 High real estate costs were reported by ten participants, affecting location strategy and 

overall scalability  

 Organizational resistance to formalization was reported by twelve participants, limiting 

the adoption of structured processes and governance systems  

 

These challenges were consistently associated with domestic restaurant operations and were 

reported to impact scalability, consistency, and long-term sustainability. 

 

4.5 Summary of Findings 

This study examined the strategic frameworks adopted by successful restaurant food supply 

franchising models in India, with the objective of identifying empirically grounded principles that 

can inform a viable framework for domestic restaurant businesses. The findings are derived from 

qualitative analysis of responses obtained from 20 industry participants, the majority of whom 

occupied decision-making roles such as owners, co-owners, franchise managers, and operations or 

supply chain heads. As established in Chapter IV, participants also represented diverse operational 

formats, including quick service restaurants (QSRs), casual dining establishments, and cloud 

kitchen models, thereby enabling cross-format insight into franchising practices. 

A key finding of the study is the centrality of supply chain centralization in enabling consistency 

and scalability in restaurant franchising. Participants with experience managing multiple outlets 

(notably those operating between 2–5 and more than 6 outlets) consistently emphasized that 

centralized procurement systems and approved supplier networks were instrumental in 

maintaining uniform food quality, controlling costs, and complying with food safety standards. 

Conversely, respondents who described fragmented or locally negotiated sourcing arrangements 

associated these practices with inconsistent product quality, higher wastage, and operational 

inefficiencies. This finding is particularly salient given that a significant proportion of participants 
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had more than seven years of franchising experience, suggesting that these observations are 

grounded in long-term operational exposure rather than short-term experimentation. 

The findings further highlight operational standardization as a defining characteristic of successful 

franchising models. Participants repeatedly referenced the presence of structured standard 

operating procedures governing food preparation, hygiene, service delivery, and outlet 

management as a prerequisite for brand consistency. This theme was especially pronounced among 

participants affiliated with established franchising systems, where standardized procedures 

reduced dependence on individual managerial discretion and enabled predictable customer 

experiences across outlets. In contrast, domestic restaurant operations were frequently described 

as overly reliant on informal practices and tacit knowledge, limiting their ability to replicate 

success across locations. 

Another significant finding relates to the role of franchisee training and ongoing operational 

support. Participants consistently indicated that franchising success depended not only on initial 

brand transfer but on continuous capability development. Respondents highlighted structured 

onboarding programs, refresher training, and performance monitoring mechanisms as essential in 

aligning franchisee behavior with franchisor expectations. The absence of such systems in 

domestic restaurant franchises was identified as a contributing factor to inconsistent service quality 

and weak franchisee compliance. Given that nearly half of the participants identified as owners or 

co-owners, these insights reflect the strategic priorities of individuals directly responsible for 

franchising outcomes. 

Technology integration emerged as a further differentiating factor between successful franchising 

models and less effective domestic operations. Participants with exposure to digitally enabled 

systems emphasized the importance of point-of-sale platforms, inventory management tools, and 

data analytics in improving visibility, coordination, and decision-making across outlets. In 

contrast, respondents associated limited technology adoption with manual processes, poor 

inventory control, and delayed responsiveness to market changes. The finding is particularly 

relevant in light of the representation of cloud kitchen operators in the sample, for whom 

technology was described as foundational rather than supplementary. 

Finally, the study identifies controlled localization as a critical success factor in the Indian 

franchising context. Participants acknowledged India’s pronounced regional, cultural, and dietary 
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diversity and emphasized that successful franchising models allowed structured adaptation of 

menus, pricing, and marketing strategies. Importantly, respondents stressed that localization was 

effective only when governed within clearly defined brand parameters; unregulated adaptation was 

associated with brand dilution and inconsistency. This finding underscores the necessity of 

balancing flexibility with control in emerging market franchising. 

Collectively, these findings demonstrate that successful restaurant food supply franchising in India 

is underpinned by a systemic alignment of supply chain governance, operational standardization, 

franchisee capability development, technology enablement, and structured localization. These 

empirically derived insights directly inform the strategic framework proposed in the concluding 

chapter. 

 

4.6 Conclusion 

The purpose of this research was to examine the strategic frameworks adopted by successful 

restaurant food supply franchising models in India and to develop a contextually grounded 

framework capable of guiding domestic restaurant businesses toward sustainable franchising 

growth. Drawing upon qualitative evidence obtained from experienced franchising stakeholders 

across multiple restaurant formats, the study offers a nuanced understanding of how franchising 

success is operationalized in practice within the Indian food and beverage sector. 

The findings of the study demonstrate that franchising success in India is not the result of isolated 

strategic choices but rather the outcome of interdependent organizational systems. Participants 

with extensive franchising experience consistently emphasize that scalability and consistency are 

achieved when operational autonomy is balanced with centralized governance mechanisms. In 

particular, centralized supply chain systems emerged as foundational to ensure quality consistency 

and cost control—an insight reinforced by participants managing multiple outlets across regions. 

Equally important is the institutionalization of standardized operating procedures. The study 

reveals that operational standardization functions not merely as a control mechanism but as a 

means of reducing variability in service delivery, safeguarding brand identity, and enabling 

replication across locations. Participants’ accounts suggest that domestic restaurants frequently 
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struggle to scale because standardization is perceived as restrictive rather than enabling, leading 

to fragmented execution and uneven customer experiences. 

The study further establishes that franchisee capability development is a critical but often 

underestimated dimension of franchising success. Respondents repeatedly indicated that effective 

franchising systems invest in training, monitoring, and support structures that extend beyond the 

initial franchise agreement. This finding is particularly relevant given the dominance of 

owner-operators within the sample, whose perspectives highlight the operational consequences of 

insufficient franchisee preparation. 

Technology integration is shown to play a strategic enabling role in modern franchising systems. 

Participants’ experiences demonstrate that digital tools enhance transparency, coordination, and 

responsiveness, particularly in complex multi-outlet environments. The findings suggest that 

domestic restaurant franchises that delay technology adoption risk structural inefficiencies that 

constrain growth, especially in increasingly digital and delivery-oriented markets. 

Finally, the study highlights the importance of contextually informed localization within 

franchising frameworks. While India’s regional diversity necessitates adaptation, the findings 

emphasize that localization must be strategically governed to preserve brand coherence. 

Participants’ accounts indicate that successful franchising models achieve this balance by 

embedding flexibility within standardized systems rather than allowing unrestricted variation. 

Taken together, these findings provide strong empirical support for the proposed strategic 

framework for domestic restaurant franchising in India. The framework synthesizes observed best 

practices from successful franchising models while addressing the structural constraints identified 

in domestic operations. In doing so, the study contributes to franchising literature by shifting the 

focus from franchising as a mere expansion mechanism to franchising as a systemic organizational 

capability. 

From a practical perspective, the study offers actionable insights for restaurant owners, franchisors, 

and policymakers seeking to strengthen domestic franchising ecosystems. From an academic 

standpoint, it extends existing franchising research by grounding theoretical principles in the lived 

experiences of practitioners operating within an emerging market characterized by institutional 

complexity and regional diversity. 
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While the findings are context-specific and not statistically generalizable, they offer transferable 

insights for similar emerging economies. Future research may build upon this work by 

quantitatively testing the proposed framework or by conducting comparative studies across 

international markets. 
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CHAPTER V 

DISCUSSION 

5.1 General Discussion 

In recent years, the Indian restaurant industry has undergone significant changes due to increased 

international involvement and evolving consumer preferences. The success of franchising models 

in Indian restaurants, such as McDonald's, Domino's, and Subway, has shown that the franchise 

structure in the Indian food supply sector better meets consumer expectations through strong brand 

equity, efficient supply chain management, and widespread brand loyalty. However, local 

restaurant businesses often struggle to replicate these successful franchises because of fragmented 

supply chains, lack of standardization, and low operational efficiency. This study aims to explore 

the strategic approaches employed by successful Indian restaurant food supply franchises to 

develop a new model tailored for local restaurants. 

 

The liberalization of foreign direct investment (FDI), economic growth, and rising disposable 

incomes have facilitated franchising in the Indian restaurant sector. International franchise 

networks have leveraged aggressive marketing, technology-driven logistics, and well-organized 

supply chain systems to establish dominant market positions. In contrast, domestic restaurants 

often face challenges such as non-standardized supply chains, inefficient procurement processes, 

and limited use of technology, which hinder their growth. 

 

Research has highlighted the critical role of logistics management and operational efficiency in 

franchising success. Sustainable franchising models also depend on brand standardization and 

strong supplier relationships. Effective supply chain management helps reduce waste, improve 

service reliability, and enhance cost efficiency. While international franchises have excelled in 

these areas, local eateries need to adopt a systematic approach that addresses their unique 

challenges and capitalizes on emerging opportunities in the food service industry. 
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The primary goal of this investigation is to gain a comprehensive understanding of Indian 

restaurant food supply franchising models by examining their operational characteristics, success 

factors, and management strategies. These methods will be assessed in the context of Indian home-

based restaurants, considering local market trends, cultural factors, and consumer preferences. The 

research aims to develop an organizational framework that incorporates best practices and insights 

from food supply franchising models while addressing the specific needs and challenges of 

domestic Indian restaurants. Additionally, the study emphasizes the importance of sustainability 

and aims to provide local restaurants with a competitive edge through improved marketing 

adoption, supply chain management, and operational efficiency. 

 

The findings and results section of an empirical research paper present what the researchers 

discovered after analysing their data. Even if the results contradict the initial hypothesis, the 

primary purpose is to use the collected data to answer the research questions outlined in the 

introduction. This section should also include any other relevant findings, patterns, or insights 

revealed during the data analysis.  

 

Regarding the importance of the franchising model in India's food and beverage sector, it has been 

observed that franchising allows both domestic and international companies to benefit from their 

brand reputation. These brands increase competition, which drives investment and growth through 

innovation. This approach, supported by significant foreign direct investment (FDI) in franchising 

and foreign restaurants, also substantially reduces unemployment. Franchise owners can increase 

sales and profits with minimal communication by expanding and entering partnerships that 

promote franchising. They have the chance to operate under a well-known brand, taking on the 

risks of investment and daily operations without the threat of failure. Moreover, the Indian 

consumer market has evolved considerably, with organized food retail outlets gaining popularity 

over traditional restaurants. This shift is enabled by the franchise model’s emphasis on quality, 

product consistency, and efficient service. The rise of the internet and food delivery services has 

also influenced how franchised food businesses operate. To fully understand franchising’s role in 

this industry, it is important to assess its future sustainability, financial viability, and adaptability 

to local market conditions. 
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To identify factors that contribute to the successful implementation of franchising strategies, 

several key elements determine the effectiveness and profitability of the franchising model. These 

include strong brand equity, consumer preferences, operational efficiency, legal compliance, and 

the relationship between franchisees and franchisors within the Indian food and beverage industry. 

Reputation and brand recognition are among the most critical factors affecting performance. In a 

highly competitive food market, a strong brand presence builds consumer trust. Franchisees find 

it easier to attract and retain customers because established brands often have loyal followings. 

Additionally, a clear value proposition—such as unique products, excellent customer service, or 

competitive pricing—can significantly enhance a franchise’s appeal. Another vital factor is the 

strategic selection of locations. Choosing sites with high foot traffic, like shopping malls, 

commercial districts, and residential areas, is essential for a restaurant franchise’s success. Market 

research, based on consumer behaviour, competitor analysis, and local characteristics, is crucial 

for site selection. Operational efficiency is also fundamental. Financial considerations such as 

initial investment costs, royalty fees, and return on investment determine the viability of 

franchising strategies. A robust financial model with fair revenue-sharing arrangements ensures 

profitability for both franchisors and franchisees. Furthermore, access to capital and financial 

support can aid in franchise expansion. 

 

To analyse the strategic framework behind successful Indian restaurant food supply franchising, it 

is important to study the approaches used by thriving restaurant chains to understand what drives 

franchising success in India. These frameworks encompass supply chain management, marketing 

tactics, franchise support systems, and business growth plans. A key element of effective franchise 

models is standardization. Leading restaurant chains maintain that food and service quality, 

preparation methods, and other operational procedures should be consistent across all locations. 

This standardization enhances customer satisfaction and strengthens brand reliability. 

 

Supply chain management is another critical factor. Efficient procurement of raw materials, 

streamlined logistics, and strong vendor relationships ensure smooth operations. Most successful 

restaurant chains adopt a centralized supply chain approach, sourcing all necessary ingredients 
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from approved suppliers and distributing them locally. Marketing and brand positioning also play 

a significant role in the profitability of franchised restaurants. Effective marketing strategies such 

as digital campaigns, loyalty programs, and targeted advertising help boost customer engagement 

and increase brand visibility. 

 

The study also explored the pros and cons of the Indian franchising business model. The food and 

beverage sector in India has significant growth potential due to franchising, but certain challenges 

must be addressed. One major opportunity lies in the demand for organized food service 

businesses. As India urbanizes rapidly and the middle class expands, there is a growing need for 

quality dining options. This trend supports the growth of franchised restaurants in metropolitan 

and tier-2 cities. Additionally, the rise of online food delivery and cloud kitchens has enabled 

franchise businesses to launch with lower overhead costs. Franchising also fosters employment 

and self-employment opportunities. 

 

Entrepreneurs can reduce the risks of starting a new business by leveraging an established franchise 

brand and its management system. Since many jobs in sectors like hospitality, supply chain, and 

retail require staffing, this model further stimulates economic growth. However, franchising in 

India faces several challenges. High operating costs related to supply chain management, real 

estate, and labour pose significant hurdles. The expensive leasing of prime locations in major cities 

can impact franchisees’ profitability. 

 

Maintaining consistency across franchise outlets is another challenge. Even with strict franchisor 

guidelines, a brand’s reputation can suffer if standards of quality, service, or cleanliness are not 

upheld. To address this, quality control measures, mystery shopper programs, and regular audits 

are necessary. Franchisors in India also encounter legal and regulatory challenges. Ensuring 

compliance with FSSAI regulations, tax laws, and licensing requirements can be complex and 

time-consuming. Furthermore, contractual disputes between franchisors and franchisees may arise, 

necessitating clear legal agreements and effective dispute resolution mechanisms. 
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Thematic analysis was conducted using several key methods to thoroughly understand the data. 

First, the materials were examined and reviewed to become familiar with the information. Next, 

responses were coded according to predefined patterns to create initial codes. In the third stage, 

called theme screening, the original codes were grouped into several related themes, thereby 

identifying the main topics. Following this, the themes were analysed to assess their relevance to 

the study, with some being modified, removed, or refined for greater clarity. Finally, a report was 

written in which the themes were interpreted and supported with relevant quotes.  

 

The challenges faced by food and beverage businesses in India when adopting the franchising 

model include market competition, high expenses, employee turnover, loss of autonomy, supply 

chain complications, and regulatory hurdles. One respondent noted, “While innovation in franchise 

models offers many benefits, there are also drawbacks to consider: resistance to change, as 

employees and franchisees may hesitate to adopt new methods; significant initial investment, since 

implementing advanced procedures or technology can be costly; brand dilution, because 

customizable products might lead to inconsistent brand identity; and regulatory compliance, which 

can be complex when establishing new operational frameworks.” Another respondent added, “A 

key challenge is the assumption that a single cultural adaptation will work uniformly across an 

entire country or region. Staff or franchisees might resist changes that deviate from the original 

brand image. Differences in communication styles or language barriers can cause inconsistencies. 

However, franchising has a higher chance of success compared to starting an independent business. 

The process from investment to brand launch moves quickly, with support available for site 

selection. Training and assistance are provided even to those unfamiliar with the brand or industry. 

The brand already has an established customer base in the market.” Other respondents echoed 

similar concerns, emphasizing cultural adaptation challenges, potential resistance from personnel, 

communication issues, and the advantages of franchising such as faster launch, support, and brand 

recognition. 

 

On the other hand, the opportunities for food and beverage enterprises adopting franchising in 

India include strong brand recognition, high return on investment, access to financing, operational 

support, reduced risk, and alignment with consumer trends. One response highlighted, “Running 
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your own business offers independence and flexibility, but franchising adds further benefits. You 

can still be your own boss and manage your company while enjoying the backing of a well-known 

brand. However, rising energy costs and increased living expenses are tightening consumer 

spending and squeezing profit margins. Additionally, higher interest rates make borrowing more 

difficult, and boards of directors are demanding budget cuts, which impact investment in your 

business.” 

The main recommendations and best practices for creating a strategic framework that guarantees 

the franchise’s scalability, consistency, and profitability include establishing a legal framework, 

financial planning, franchisee training, and standardization. This is supported by responses such 

as: “Franchising involves a complex mix of financial and legal elements. It’s important to consult 

experts to avoid risks by preparing a Franchise Disclosure Document (FDD), which provides 

essential information about your system to potential franchisees as required by law. Additionally, 

franchise agreements should clearly outline the rights and responsibilities of each party. 

Developing fee structures by selecting fair and sustainable methods for calculating initial franchise 

fees, royalty rates, and other charges is also crucial. A solid legal and financial foundation protects 

your business and builds trust with franchisees.” Another response states, “The cornerstone of a 

scalable franchise model is uniformity, ensuring customers receive the same high-quality 

experience no matter where they are. Key areas to focus on include Operations Manuals—detailed 

guides covering all aspects of running the business; Technology Solutions—integrated point-of-

sale (POS), customer relationship management (CRM), and inventory management systems; 

Quality Control Methods—regular audits and feedback mechanisms to maintain brand standards. 

Standardization enhances brand identity and reliability while simplifying operations.” 

 

Beyond the study, additional key recommendations and best practices involve adopting 

technology, adapting locally, selecting partners carefully, offering flexible models, and managing 

the supply chain effectively. This is reflected in statements like: “Customer interactions with food 

brands have evolved due to the rise of smartphone ordering and delivery apps. Franchises that 

leverage technology to boost customer satisfaction and speed up processes are likely to gain a 

competitive edge. More customers are seeking healthier food options, so franchises can attract a 

broader clientele by offering nutritious choices or catering to specific dietary needs.” Another 
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comment notes, “As consumer preferences continue to change, providing a variety of flexible 

franchising options will be essential for maintaining success in the restaurant industry. Successful 

brands listen to their customers, understand local market conditions, and empower their 

franchisees to address those needs.” 

 

 

 

5.2 Integrative Strategic Framework for Domestic Restaurant Franchising in India 

The findings discussed in the preceding sections reveal that the success of restaurant food supply 

franchising in India is not attributable to any single strategic intervention, but rather to the 

systematic alignment of multiple interdependent organizational capabilities. Participants’ accounts 

across roles, experience levels, and restaurant formats consistently demonstrated that franchising 

success emerges when operational discipline, governance mechanisms, and market responsiveness 

are integrated into a coherent system. 

Building directly on the empirical patterns identified in the general discussion and reinforced in 

the summary of findings, this section synthesizes the study’s insights into an integrative strategic 

framework tailored for domestic restaurant businesses in India. The framework does not introduce 

new empirical claims; instead, it consolidates and structures the study’s findings into a logically 

sequenced model that reflects how successful franchising systems operate in practice within the 

Indian context. 

Framework Rationale and Empirical Basis 

As established earlier in this chapter, participants with experience managing multiple outlets and 

operating across different formats (QSRs, casual dining, and cloud kitchens) consistently 

emphasized that domestic restaurant failures stem less from market demand constraints and more 

from structural weaknesses—notably fragmented supply chains, inconsistent operational practices, 

limited franchisee capability development, and inadequate technology adoption. At the same time, 

participants acknowledged the necessity of contextual flexibility due to India’s regional, cultural, 

and dietary diversity. 
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The proposed framework responds directly to these empirical observations by organizing the 

study’s findings into five mutually reinforcing components. Each component reflects a dominant 

theme derived from the data and addresses a specific structural constraint identified by 

participants. Importantly, the framework is process-oriented rather than static, illustrating how 

domestic restaurants can transition from informal expansion to disciplined franchising systems. 

 

Step 1: Centralized Supply Chain and Sourcing Architecture 

Strategic intent: Create a stable backbone that ensures consistency, economies of scale, and 

quality control across geographically dispersed franchise outlets. 

Core components: 

 Central or regional commissaries (depending on scale and geography) 

 Approved vendor ecosystem with audit mechanisms 

 Standardized ingredient specifications and packaging norms 

 Logistics planning, including cold-chain and last-mile delivery 

Governance mechanisms: 

 Supplier certification and periodic audits 

 Central contracts with negotiated pricing 

 Demand aggregation and forecasting protocols 

Key outputs: 

 Input cost stability 

 Uniform product quality across outlets 

 Reduced variability and wastage 

Role in the framework: This step acts as the foundation layer. Weaknesses here cascade into 

operational inconsistency and brand dilution. 
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Step 2: Operating Standardization and Process Codification (SOPs) 

Strategic intent: Enable reliable replication of the business model independent of individual 

franchisee capability. 

Core components: 

 Detailed Standard Operating Procedures (SOPs) covering: 

o Food preparation and safety 

o Service sequence and customer interaction 

o Inventory control and loss prevention 

o Hygiene, compliance, and safety standards 

 Brand rulebook defining non-negotiables vs. flexible elements 

Governance mechanisms: 

 SOP manuals and digital knowledge repositories 

 Standardized audit checklists and compliance scoring 

 Version control and periodic SOP revisions 

Key outputs: 

 Predictable customer experience 

 Reduced dependence on tacit knowledge 

 Faster onboarding of new franchise outlets 

Role in the framework: SOPs translate strategic intent into repeatable operational behavior. 

 

Step 3: Franchisee Capability Development and Support Infrastructure 

Strategic intent: Align franchisee execution with brand objectives while mitigating agency and 

capability gaps. 

Core components: 
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 Structured induction programs for franchisees and outlet managers 

 Skill-based training modules for frontline staff 

 Ongoing operational support and advisory systems 

 Performance monitoring and feedback loops 

Governance mechanisms: 

 Training certifications and periodic revalidation 

 Mystery audits and operational scorecards 

 Corrective-action protocols for underperforming units 

Key outputs: 

 Reduced operational variance across outlets 

 Improved compliance and execution discipline 

 Higher franchisee satisfaction and relationship stability 

Role in the framework: This step acts as the human capital enabler connecting standardized 

systems to on-ground execution. 

 

Step 4: Technology Enablement and Centralized Control Systems 

Strategic intent: Create real-time visibility, data-driven decision-making, and scalable control 

mechanisms. 

Core components: 

 POS systems integrated with inventory and procurement 

 Central dashboards tracking sales, costs, and compliance 

 Data analytics for demand forecasting and performance benchmarking 

 Digital interfaces for delivery platforms and CRM 

Governance mechanisms: 

 Mandatory technology stack adoption by franchisees 
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 Centralized data ownership by the franchisor 

 Exception reporting and automated alerts 

Key outputs: 

 Transparency across the franchise network 

 Faster managerial intervention 

 Evidence-based strategic adjustments 

Role in the framework: Technology acts as the control spine, binding dispersed units into a 

single operating system. 

 

Step 5: Controlled Localization and Market Adaptation 

Strategic intent: Balance national brand consistency with India’s regional, cultural, and dietary 

heterogeneity. 

Core components: 

 Defined localization boundaries (menu, pricing, promotions) 

 Regional taste testing and feedback systems 

 Local marketing customization within brand guidelines 

Governance mechanisms: 

 Central approval processes for localized adaptations 

 Performance tracking of localized offerings 

 Sunset clauses for underperforming adaptations 

Key outputs: 

 Enhanced local market relevance 

 Improved customer acceptance and loyalty 

 Growth without brand dilution 
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Role in the framework: This step represents adaptive flexibility, applied only after foundational 

controls are in place. 

 

Figure: Integrated Strategic Framework for Domestic Restaurant Franchising in India 
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Theoretical Grounding of the Proposed Framework  

Step 1 (Centralized Supply Chain) reflects the resource-based view (RBV), positioning 

procurement scale, quality assurance, and logistics capabilities as valuable and difficult-to-imitate 

resources that underpin sustained competitive advantage for domestic restaurant brands (Barney, 

1991; Dant and Kaufmann, 2003). Step 2 (Standardized SOPs) and Step 3 (Franchisee Training 

and Support) are informed primarily by agency theory, as they reduce information asymmetry, 

behavioural uncertainty, and moral hazard between franchisor and franchisee through monitoring, 

codification, and capability development (Eisenhardt, 1989; Lafontaine and Slade, 2007). Step 4 

(Technology Enablement) operationalizes both control theory and dynamic capability perspectives 

by enabling real-time monitoring while allowing the franchisor to sense and respond to 

performance deviations at scale (Teece, 2007). Finally, Step 5 (Controlled Localization) explicitly 

addresses the standardization–adaptation tension highlighted in international and domestic 

franchising literature, balancing brand coherence with responsiveness to heterogeneous local 

market conditions typical of India (Bradach, 1998; Sanchez-Franco et al., 2014). Collectively, the 

framework integrates these theories into a sequenced, practitioner-relevant model that explains 

how domestic restaurant franchisors can simultaneously achieve control, scalability, and local 

legitimacy. 

 

5.3 Conclusion 

Franchising has become one of the most popular business models in India today, transforming the 

entrepreneurial landscape and creating opportunities for both experienced business owners and 

new entrepreneurs. Driven by a growing middle class, increased development, and rising demand 

for branded products and services, franchising has proven to be an effective strategy across various 

industries. 

 

Franchising has rapidly expanded in sectors such as food, retail, education, and healthcare in India, 

largely due to lower investment risks and the support of established brands. The appeal is clear: 
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businesses can confidently enter the market by leveraging proven business models, operational 

assistance, and existing brand recognition. As India continues to promote franchising, it is 

important to understand the factors driving its growth, the leading industries involved, and the keys 

to success in this dynamic field. 

 

The franchise system has helped food and beverage companies in India scale and maintain 

consistency by encouraging business replication and organizational standardization. Franchise 

model scalability refers to the ability to grow a network of franchisees efficiently and sustainably 

across multiple locations without compromising operational effectiveness, customer loyalty, or 

quality. Achieving this requires developing a business model that franchisees can easily adopt. 

Scalability involves not only increasing the number of outlets but also doing so in a way that 

optimizes resources, minimizes risks, and preserves the brand’s identity. 

 

Globally, franchising is a strategic partnership where a well-known company allows an 

independent entrepreneur to use its brand, business model, and proprietary knowledge. This model 

benefits many businesses worldwide, including fast-food chains. The mutual advantages of 

franchising make it attractive: franchisors gain rapid market presence and expansion without heavy 

capital investment, while franchisees receive a solid business plan, strong brand recognition, and 

comprehensive operational support. 

 

In conclusion, strong operational processes, consistent brand delivery, and unwavering 

commitment to customer service are essential, as shown by the unique paths to success of various 

companies. The food franchising sector continues to evolve, adapting to changing consumer 

preferences and technological advancements. Current and future franchisees can learn valuable 

lessons from these success stories about the critical factors for sustained growth: innovation, 

excellent operations, and strategic market positioning. Their achievements highlight that 

successful food franchising requires ongoing development, flexibility, and dedication to 

maintaining high standards in every aspect of operations, rather than simply following fixed 

procedures. 
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Domestic restaurants aiming to enter India’s highly competitive food supply franchising sector 

need to tailor their strategies to the country’s unique market characteristics (Enz, 2009). India’s 

foodservice industry is influenced by vast cultural diversity, regional eating habits, and strong 

consumer preferences regarding taste, cost, and dietary choices. As a result, a one-size-fits-all 

franchising approach is unlikely to succeed without adjustments to the local context. 

 

The essential initial step involves thorough market research. Restaurants must dedicate resources 

to understanding the specific demands and expectations of Indian consumers, acknowledging that 

preferences differ widely across regions, income levels, and cultural groups. In-depth market 

analysis uncovers consumption behaviours, nutritional patterns, and emerging trends, while also 

identifying untapped market segments and niche opportunities where domestic restaurant brands 

can gain a competitive edge. 

 

Customizing menu options and operational methods is crucial for success in India. Since a large 

portion of the population follows a vegetarian diet, offering a varied and attractive selection of 

vegetarian dishes is vital. Moreover, India’s regional diversity requires sensitivity to local culinary 

traditions; including regional specialties or locally favoured ingredients can greatly improve 

customer acceptance. Indian consumers also highly value bold Flavors and unique spice 

combinations, so restaurants need to adapt their recipes to meet local taste preferences. 

Additionally, dietary restrictions based on religious and cultural beliefs—such as halal 

requirements or strict vegetarianism—must be carefully addressed to foster consumer trust and 

inclusivity. 

Forming strong collaborations with local suppliers and distributors is just as important. In the food 

franchising industry, having efficient and dependable supply chains is essential to maintain 

consistency, quality, and freshness of ingredients. Partnering with local suppliers who have market 

insight and logistical skills can help domestic restaurant franchises optimize their sourcing, lower 

costs, and boost operational efficiency. 
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Another key factor to consider is regulatory compliance. India’s food sector is regulated by 

complex and constantly changing laws. Restaurants need to fully understand and comply with food 

safety standards, licensing rules, and legal approvals to prevent any disruptions in their operations. 

Adhering to regulations concerning foreign direct investment (FDI), labour laws, and quality 

certifications is also critical for sustainable franchise operations. 

 

Lastly, strategic marketing and branding are crucial for establishing a strong presence in the Indian 

market. Domestic restaurant franchises should focus on culturally relevant branding, localized 

marketing campaigns, and digital engagement to effectively connect with Indian consumers. A 

powerful brand identity, along with trust and consistent quality, can greatly increase customer 

loyalty and ensure long-term success in the market. Investing in employee training and 

development ensures that staff can deliver the expected quality of service and products. 

Sustainability practices and social responsibility efforts, like using eco-friendly packaging and 

sourcing ingredients ethically, align with the increasing environmental awareness among Indian 

consumers. Additionally, a commitment to consistency, the ability to adapt to evolving market 

trends, and effective digital marketing strategies complete this customized approach. By assessing 

and responding to these factors, domestic restaurants can position themselves for long-term 

success and growth in the dynamic and competitive Indian cuisine market (Rosado-Serrano, 2018). 

 

Domestic restaurants can significantly enhance their chances of success in the highly competitive 

Indian food supply franchising sector by adopting these various elements of a personalized 

strategy. Understanding local preferences, managing regulatory challenges, building strategic 

partnerships, implementing effective marketing, and consistently delivering outstanding 

experiences allow these restaurants to genuinely connect with Indian consumers, ultimately 

securing their place in this vibrant and constantly evolving industry (Swink, 2022). 

 

In summary, a tailored strategy for domestic restaurants entering the Indian food supply 

franchising market involves a deep understanding of local tastes, compliance with regulations, 

strategic collaborations, impactful marketing, and a commitment to offering high-quality, 
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culturally relevant food and service. By customizing their approach to Indian consumers, domestic 

restaurants can improve their prospects for success in this competitive arena (Greer, 2018). 

This review concludes by outlining the research methodology for the planned study. Employing a 

qualitative research approach, interpretivist philosophy, and exploratory design will yield valuable 

insights into the strategic frameworks of multinational food supply franchising models in India. 

The study aims to develop a personalized strategy for domestic restaurants by analysing successful 

cases and considering industry challenges, addressing a significant gap in current literature and 

providing practical guidance for Indian restaurateurs. 

The review also examines the potential for the Indian franchise industry to reach USD 140-150 

billion within the next five years, driven by a wide range of franchise options and rising consumer 

spending. This projection is supported by the FranCast Whitepaper on Franchise Forecast (2023-

24), which anticipates an annual growth rate of 30-35 percent for the Indian franchise sector. 

However, the literature also points out challenges faced by the franchising model in India. 

Customer satisfaction remains a critical issue in the food and beverage industry, influenced by 

factors such as facility layout, food quality, and hygiene (Chacko et al., 2022). Additionally, 

human resource challenges, including high employee turnover due to inadequate training, affect 

franchisees' ability to operate efficiently. While economic conditions impact franchisee 

profitability, franchised businesses generally outperform non-franchised ones financially. 

Increasing consumer expectations and expanding supply chains also present logistical and 

inventory management challenges (Chacko et al., 2022) 

This study examines the strategic frameworks of global food supply franchising models in India 

and suggests a customized approach for local restaurants. It compares the growth and challenges 

of the Indian franchising industry, especially in the food and beverage sector, with the franchising 

landscape in Malaysia. While acknowledging the success of international franchises like 

McDonald's, the study stresses the need for a new strategic framework to foster the growth of 

domestic restaurants in India (Rajawat, 2020). Franchising has become a significant growth driver 

in the Indian business environment, particularly within the food and beverage industry. Its rise as 

a business model in India is marked by its strong contribution to profitability and rapid expansion 

as a preferred survival strategy. The Indian franchising market experiences an impressive annual 

growth rate of 25-30 percent, generating revenues exceeding USD 7 billion (India Retailing, 2023). 
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The food and beverage sector stands out as the leading force in this franchising boom, with a clear 

shift from small, family-run shops to globally connected networks (Singh et al., 2022). The fast-

food franchise model, especially relevant to Quick Service Restaurants (QSRs), remains highly 

attractive to foreign companies entering the Indian market. Franchise networks have been 

responsible for establishing about one-third of new food outlets in India, highlighting the 

widespread adoption of this business model (India Retailing, 2023).  

Currently, franchising contributes nearly 1.9% to India’s GDP, with projections estimating this 

will rise to around 5% by 2023. Traditionally, Indians primarily prepared meals at home, valuing 

them as nutritious and healthy (Korotka, 2022). However, changing lifestyles and increased 

disposable incomes among young people have led to the adoption of Western eating habits, which 

supports the growth of QSRs in India (John and Babu, 2022). International franchisors are making 

more progress in the QSR sector compared to domestic ones. The QSR market in India is growing 

at 40%, with foreign investments totalling approximately USD 3.6 billion. McDonald’s, for 

example, attracts Indian consumers by adapting its menu to global tastes (Chacko et al., 2020). 

Looking ahead, the Indian franchise industry is projected to expand into a USD 140-150 billion 

market within the next five years, driven by a growing variety of franchise opportunities and 

increased consumer spending. Currently, the Indian franchise market is valued at over INR 800 

billion, with expected annual growth rates between 30 and 35 percent. This reflects a clear shift 

from traditional home-cooked meals toward modern preferences favouring Western cuisine. 

The franchising model has played a significant role in enhancing the scalability and consistency 

of food and beverage businesses in India by promoting business replication and standardized 

operations. Scalability in franchising refers to the ability of a network of franchisees to expand 

efficiently and sustainably across multiple locations without sacrificing operational efficiency, 

brand identity, or quality. This requires developing a business plan that franchisees can easily 

implement, ensuring profitability and consistent customer service. Expanding the number of 

outlets is just one part of scalability; equally important is doing so in a way that optimizes 

resources, minimizes risks, and maintains the business’s unique character. 

 

Franchising is a strategic partnership where a well-established company allows an independent 

business owner to use its brand, business model, and proprietary information. This approach is a 
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key driver of economic growth globally and supports the expansion of many businesses, including 

fast-food chains. The appeal of franchising lies in its mutual benefits: franchisors can quickly enter 

new markets and grow without heavy capital investment, while franchisees gain access to a proven 

business model, strong brand recognition, and comprehensive operational support. 

 

In India’s food and beverage sector, franchising has also contributed to stronger brand awareness, 

better resource utilization, and higher profitability. Factors such as market adaptability, 

technological integration, risk sharing, customer loyalty, and long-term sustainability have further 

supported the scalability and consistency of these businesses. Additionally, the franchising system 

fosters efficient use of resources, ensuring profitable growth and enhanced brand reputation. 

 

Moreover, franchising influences innovation and menu localization within the Indian food and 

beverage industry by encouraging creativity, adapting menus to local tastes, maintaining standards, 

and promoting technology adoption. Since localization directly affects how franchisees engage 

with their specific markets, it is crucial for franchise success. Franchises aiming to thrive in 

competitive markets must deeply understand local consumer preferences, customs, and Flavors. 

When franchisees are allowed to tailor their product offerings, they can create personalized 

experiences that meet customer expectations effectively. 

The franchising model aligns with the diverse cultural and regional preferences of customers 

across the country by considering elements such as cultural sensitivity, menu customization, 

regional diversity, and localization strategies. Research has demonstrated that incorporating 

cultural factors into your franchise approach can lead to substantial revenue growth. Tailoring 

products to suit local tastes enhances customer satisfaction and loyalty, which can ultimately boost 

sales. Additionally, when expanding a franchise internationally, one of the key cultural aspects to 

keep in mind is local preferences. Even if a product is well-liked in its home country, consumers 

elsewhere may have different interests, dietary needs, or cultural tastes.  
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APPENDIX 

Questionnaire Development 

On 

Analysis of the Strategic Framework Adopted by Successful Restaurant Food Supply 

Franchising Models in India and the Development of a New Framework for Domestic 

Restaurants in India 

 

This questionnaire was developed to gather pertinent data from respondent’s franchisors in India's 

food and beverages industry regarding their adoption of a strategic framework for a successful 

food supply franchising model in the country. In particular, the questionnaire intends to gather 

relevant data from these respondents regarding the relevance of franchising model in Indian food 

and beverages industry, factors contributing to the successful implementation of franchising 

strategies, strategic framework adopted by successful restaurant food supply franchising model in 

the country and the opportunities and challenges faced by the franchising business model. The 

questionnaire given below is a tool chosen for collecting data for the research project titled 

“Analysis of the Strategic Framework Adopted by Successful Restaurant Food Supply 

Franchising Models in India and the Development of a New Framework for Domestic 

Restaurants in India”. The participants are requested to respond attentively to all of the questions 

mentioned below. The respondents are assured that the information they provide will be used for 

research purposes only and will be kept confidential and unidentifiable to an individual or 

organization. 

 

Part A: Demographic Questions 

Please select one appropriate option for the questions mentioned below.  

 

1. Age 
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a. Under 25 

b. 25–34 

c. 35–44 

d. 45–54 

e. 55–64 

f. 65 and above 

 

2. Gender 

a. Male 

b. Female 

c. Non-binary/Third gender 

d. Prefer not to say 

 

3. Highest Level of Education 

a. High school or equivalent 

b. Diploma or vocational training 

c. Bachelor's degree 

d. Master's degree 

e. Doctorate (PhD) or equivalent 

f. Other 

 

4. Current Role in Franchise 

a. Owner / Co-owner 

b. Franchise Manager 
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c. Operations Head 

d. Supply Chain Manager 

e. Other 

 

5. Years of Experience in Food Franchise Business 

a. Less than 1 year 

b. 1–3 years 

c. 4–6 years 

d. 7–10 years 

e. More than 10 years 

 

6. How many franchise outlets do you currently operate? 

a. 1 

b. 2–5 

c. 6–10 

d. 11–20 

e. More than 20 

 

7. Which food service category best describes your franchise? 

a. Quick Service Restaurant (QSR) 

b. Fast Casual 

c. Casual Dining 

d. Fine Dining 

e. Cloud Kitchen / Delivery-only 
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f. Other 

 

8. Legal structure of your business? 

a. Sole proprietorship 

b. Partnership 

c. Private Limited Company 

d. Public Limited Company 

e. Franchisee of an International Brand 

f. Other 

 

Part B: Qualitative Question:  

1. According to you, how has the franchising model contributed to the scalability and 

consistency of food and beverage businesses in India? 

2. How do you think the franchising model affects innovation and menu localisation in the 

Indian food and beverage industry? 

3. How well does the franchising model align with the diverse cultural and regional 

preferences of consumers across the country? 

4. In your opinion, what internal and external factors have most significantly contributed to 

the successful implementation of your franchising strategy? 

5. What are the specific practices or strategies that have helped maintain consistency and 

operational efficiency across your franchise units? 

6. What are the key frameworks or guiding principles you have adopted that have been critical 

in the success of your food supply franchising model in the country? 

7. In what manner does the franchising model align strategic planning with operation 

execution in order ot ensure long-term growth and sustainability in the market? 
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8. What challenges and opportunities do you perceive in adopting the franchising model for 

food and beverage enterprises in the Indian market? 

9. What are the key suggestions and best practices you will outline for developing a strategic 

framework that ensures scalability, consistency, and profitability of the franchise? 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


