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ABSTRACT ARTICLE HISTORY

The purpose of this paper is to explore two questions: how do Received 1 December 2020
institutions affect knowledge transfer in social franchises in Africa, Accepted 29 November 2021
and does training help social franchises respond to these

challenges? Despite advances in the knowledge management :ST:S:S'BLE GUEST
IiteratL_Jre, our understanding of the role of training in social Dr David Littlewood
franchising remains inadequate. Using the qualitative induction

methodology, we examine a social franchise network operating in KEYWORDS

Africa. Our findings suggest that differences in formal and social franchising; training;
informal institutions affect knowledge transfer within the social institutions; Africa
franchise network. However, social franchises that understand the

institutional environment have been successful in adapting their

training strategies to scale up their social impact across African

countries. We provide valuable insights into the expansion of a

rapidly growing business model within social entrepreneurship,

social franchising, and show how a successful social franchise

managed to replicate its knowledge across different institutional

frameworks in Africa.

1. Introduction

Franchising has been globally acknowledged as an engine for entrepreneurial growth in
Western economies. It involves a contractual agreement between two independent
parties to use the proven technical knowledge, brand name and operational routines
from the franchisor for a monetary fee paid by the franchisees (Alon, 2001). Knowledge
transfer is critical in the franchising relationship because the success of a franchise
network depends on the technical knowledge and business standards of the franchisor
(Paswan et al,, 2014). To identify the local market’s needs, the franchisee also shares
local knowledge (Altinay & Wang, 2006). Although the knowledge transfer in each direc-
tion is essential for the franchise’s success, the knowledge flow from franchisor to franchi-
see is the key to ensuring the transfer of proven business concepts (Paswan et al., 2014).
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Recently, social enterprises have adapted the concept of franchising, creating the
approach known as social franchising to scale up their social impact (Crawford-
Spencer & Cantatore, 2016; Giudici et al., 2020; Tracey & Jarvis, 2007). Social franchising
is the use of commercial franchising principles by social enterprises (Tracey & Jarvis,
2007). Its unique aspect lies in the franchisor's motive to provide social solutions
rather than collecting profits from franchisees (Christensen et al., 2010). Given that
social franchises provide solutions to social problems, the institutional voids in emer-
ging markets justify their prevalence especially in Africa (Cumberland & Litalien, 2019;
Naatu & Alon, 2019). Social franchises are knowledge intensive organizations (Granados
et al., 2017) largely dependent on tacit knowledge (Weerakoon et al., 2020). Therefore, a
sense of social mission is the basis for inspiring franchisees to engage in training pro-
grams. Research has suggested that training is the only successful knowledge transfer
mechanism for conveying tacit knowledge from franchisor to franchisee (Dominguez-
Falcon et al., 2021).

However, social franchises are constrained by their lack of resources and the insti-
tutional barriers of the countries where they are created to solve social problems.
Given that most social franchises operate in developing countries (Kistruck et al.,
2011) where institutions are weak, social franchisors may be hesitant to transfer pro-
prietary knowledge (Chliova & Ringov, 2017). Therefore, social franchises that grow
by replicating knowledge struggle to protect their unique knowledge to ensure their
competitive advantage (Ringov et al.,, 2017). Additionally, the limited knowledge
stock of developing countries makes it difficult for franchisors to find franchisees
with the absorptive capacity for successful knowledge replication (Paswan &
Rajamma, 2016).

To date, researchers have demonstrated the role of strong institutions in promoting
the spread of franchising in developed countries. Little is known about how social fran-
chises operating in emerging economies, particularly in Africa, manage to expand and
protect their knowledge. While it can be easier to generalize some of the contextual
characteristics across Africa (Zoogah & Nkomo, 2013), research exploring country-
specific factors needs further attention. Our study, therefore, seeks to answer two ques-
tions. First, how do institutions affect knowledge transfer in social franchises? Second,
does training help social franchises respond to these challenges?

We find that social franchises that expand successfully in African countries respond
differently to the countries’ institutions by adjusting the intensity of the franchisor’s train-
ing. Some African countries have shown improvement in the formalization of laws and
regulations, yet informal institutional frameworks still prevail to a large extent. As a
result, we underscore the importance of examining the country-specific institutional
environment and how it affects organizational practices. We contribute to the literature
on the barriers to knowledge transfer by expanding the range of these barriers to
include institutional barriers. We also add to the social franchising literature by arguing
that the failure to adapt training strategies to the existing formal and informal institutions
will undermine a social franchise’s growth strategy.

The following section presents the literature review, followed by the methodology
used in this study. Then, we report our findings and contributions. Lastly, the conclusion
section discusses the implications of the study, its limitations, and areas for future
research.



AFRICA JOURNAL OF MANAGEMENT (&) 349

2. Literature Review
2.1. Social Franchising

Social franchising is the use of commercial franchising principles in social enterprises (Chris-
tensen et al., 2010; Crawford-Spencer & Cantatore, 2016). Social franchising involves transfer-
ring knowledge to replicate the social impact of a well-established social solution (the social
franchisor) to another individual or enterprise (the social franchisee) with the same social
goals (Cumberland & Litalien, 2019; Ziélkowska, 2018). Franchising enables social enterprises
to combat social problems, while making social entrepreneurs financially sustainable on a
large scale (Alon & Misati, 2011; Christensen et al., 2010). Unlike commercial franchising,
social franchisors help social franchisees with financial capital (Smuts et al., 2019). Although
some social franchises started operation in developed countries, studies report the success-
ful adaptability of the social franchising model in the bottom-of-the-pyramid (BOP) market
(Giudici et al., 2020; Kistruck et al., 2011; Maciejewski et al., 2018), particularly in the health
sector (Cumberland & Litalien, 2019; Naatu & Alon, 2019). Evidence from the Rosenberg Inter-
national Franchise Center (“Franchise Indices,” 2020) indicates that African countries rank
high in the potential of social franchises and low in commercial franchises.

Social franchises offer a viable business approach to achieving the dual missions of
having a social impact and making a profit (Alon et al., 2014; Chliova & Ringov, 2017).
The business model allows social franchisors to combine resources from donors and
investors (Ciambotti & Pedrini, 2021). Resources collected from donors help social franchi-
sors share knowledge and co-invest with social franchisees who are also beneficiaries
(McBride, 2015) and generate a profit. Thus, social franchising is an innovative business
model within social entrepreneurship that helps scale up social impacts (Pratono et al.,
2018). However, although social problems look similar in most countries in the BOP
market, their institutional settings can yield different outcomes when replicating business
templates in different countries (Chliova & Ringov, 2017).

Compared to commercial franchising, social franchising is unique in various aspects. First,
in social franchising, social franchisors are inspired by social solutions rather than resource
investments from franchisees (Giudici et al., 2020). Therefore, when choosing a social franchi-
see, the social franchisor must ensure that the candidates recognize and agree to the serious
need for the social mission (Cumberland & Litalien, 2019). Second, given that social franchis-
ing balances social and business objectives, social franchisors receive funds from donors who
want to fund the social cause and investors who are interested in the business objectives
(Christensen et al.,, 2010). Third, as social franchises largely operate in low-income areas
with the primary goal of meeting social needs, lack of resources is more persistent in
social franchising than for-profit small businesses (Cumberland & Litalien, 2019).

Notwithstanding its focus on solving social needs, social franchises face several chal-
lenges. First, they must deal with conflicting logics (Doherty et al., 2014). For example,
investors may emphasize the protection of their knowledge to retain a competitive
advantage, whereas donors insist on knowledge sharing to scale up the social impact.
Second, given that social franchises cover institutional voids in developing countries,
they often tend to ignore the institutional factors surrounding them (Chliova & Ringov,
2017). Most social franchises ignore the critical implications of local politics for their oper-
ations. Third, social franchising also affects knowledge management. If the social
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franchisors loosen the requirements for the franchisees to join the network, resulting in
more potential participants, the likelihood that the donors will fund the program
increases (Crawford-Spencer & Cantatore, 2016; Cumberland & Githens, 2012). Fourth,
given that social franchises operate in a population that lacks a business mindset and
has a low level of education, they lack clear established standards for franchisee selection
(Cumberland & Litalien, 2019).

2.2. Institutions in Africa

Institutional theorists categorize institutions into formal and informal structures (Morgan &
Quack, 2005; North, 1990), which are the terms adopted in this study. Formal and informal
institutions include the political system, the legal system, and social and cultural beliefs
(North, 1990). Formal institutions are comprised of regulatory elements that have legal
authority and guide the legal framework and economic activities of society. Informal struc-
tures, on the other hand, are comprised of cognitive and normative elements, which are
unwritten codes of conduct (traditions, norms, culture, and customs) accepted by society
to shape business activities (Scott, 2001). As North (1990) noted, organizations are con-
strained by either the formal or informal structures of institutions. These structures,
however, tend to complement or substitute for each other (Estrin & Prevezer, 2011).
Where informal and formal institutions are not incompatible, firms must deal with insti-
tutional misalignment (de la Chaux & Haugh, 2020; Williams & Vorley, 2015) or weak insti-
tutions when informal institutions dominate or substitute for formal ones (Estrin & Prevezer,
2011), as in the case of Africa and other developing countries (Zoogah, 2018).

Developed countries are characterized as having strong institutions due to well-estab-
lished written rules and regulations that govern society (North, 1990). In contrast, emer-
ging economies are considered as having weak institutions because of unstable and
unpredictable laws and regulations (Zoogah et al., 2015). Institutions in emerging
markets are not only unstable, but also differ by country (Rottig, 2016). Therefore, the
findings from China and India, which are the most studied emerging market countries,
might not apply to all emerging economies (Nielsen et al., 2018). More research is
needed from other emerging countries to provide context-specific solutions for franchis-
ing companies operating in emerging countries.

Studies in Africa and other emerging markets have shown that the weak rule of law, the
lack of business regulations and labor regulations, and the failure to protect property
rights have a negative effect on a firm’s performance (Rottig, 2016; Zoogah, 2018).
Failure to enforce contracts, lack of transparency, and corruption have led organizations
to prefer business arrangements such as equity joint ventures (Kamoche & Harvey, 2006;
Nkakleu & Biboum, 2019) or low control governance modes such as master franchising
(Rosado-Serrano et al., 2018; von Koch et al,, 2020). In addition, most business arrange-
ments in Africa require political connections with top government officials (Li et al,,
2021), which has consequences for overall performance in general (Jibir et al., 2019;
Katz-Lavigne & Kiggundu, 2019; Liedong & Frynas, 2018; Liedong & Rajwani, 2018) and
knowledge transfer in particular (Monteiro et al., 2008; Su & Kong, 2020).

Corruption and poverty are still major problems in Africa. The UNDP reports that
almost all countries in sub-Saharan Africa suffer from extreme poverty. In 2018, Transpar-
ency International stated that 10 out of the 20 most corrupt countries worldwide are from
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sub-Saharan Africa. Corruption (Zoogah, 2018) and tribalism influence the recruitment
process in sub-Saharan African organizations, factors that have a strong impact on the
effectiveness of knowledge transfer (Parboteeah et al., 2014).

Poor education systems in many African countries add to the challenges firms face in
transferring knowledge (Osabutey & Jin, 2016). Lack of access to quality education and
training programs in Africa create challenges in finding competent managers with man-
agerial experience (Yessoufou et al., 2018; Zoogah et al., 2015; Zoogah et al., 2020). Like-
wise, given the lack of employment opportunities, many young people engage in
informal businesses that are not formally registered with the legal authorities. While cor-
ruption influences the quality of judicial procedures and contract enforcement (Dixit,
2015; Knott & Miller, 2006; Zoogah et al., 2015), the failure to register businesses with
the authorities limits the extent to which contract terms can be legally enforced
(Chliova & Ringov, 2017). Overall, unstable government laws concerning business
(Baena & Cervino, 2014) and lack of societal and economic support reduce entrepreneurial
activities by prompting people to seek income from formal employment rather than
becoming self-employed (Estrin et al., 2016; Luo, 2020).

Although there are 54 countries on the African continent, the degree of formalization
across them differs. African countries are characterized by different formal and informal
rules and regulations that govern business operations (Zoogah et al., 2015). Therefore,
a proven business template that is successful in one market might not work effectively
in another market (Rottig, 2016).

2.3. Training in Social Franchising

Training involves the acquisition of knowledge and continuous development of skills
through learning activities that enable franchisees and their employees to perform
their duties to improve the franchise network’s performance (Tharenou et al., 2007).
This form of knowledge transfer is the core practice in franchising (Gorovaia & Windsper-
ger, 2013). It involves the transfer of the tacit knowledge that is crucial for a social fran-
chise’s performance (Granados et al., 2017). Training is offered to franchisees and their
employees not only about the franchise’s practices but also to improve their skills and
increase their capabilities (Wang et al., 2004).

Given that social franchising relies on tacit knowledge, training is a critical element for
the survival of social franchising (Granados et al., 2017). Social franchisors ensure that fran-
chisees understand the value of their social mission and acquire the knowledge necessary
to deliver solutions to their society (Dominguez-Falcon et al., 2021). For example, in a
study conducted in Myanmar, Ghana and Kenya, the findings indicate that training was
the main motivation for the franchisee in a subsistence economy to join the social fran-
chise network (Huntington et al., 2012; Sieverding et al., 2015). Recently, Iddy (2020) the-
orized that training can be modeled to help franchisees with different market needs and
experience within a social franchise network.

One challenge a social franchise faces is the regular changes in the franchise program
to become the beneficiary of a donor’s funding. As the Social Sector Task Force of the
International Franchise Association reported, frequently conflicting opinions from
donors and investors may disrupt the social franchise’s scheme. These changes also
affect training activities. For example, donors and investors may have conflicting opinions
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about knowledge protection and knowledge sharing, especially in countries with weak
institutions. Nevertheless, to date we still do not know how social franchises strike a
balance between protecting knowledge and sharing it in order to have an impact on
the societies in which they work, or how they teach other franchisees to do so.

2.4. Institutions, Social Franchising and Training

Institutional theory is becoming an important perspective in research on Africa due to the
distinct aspects of institutions in African countries. However, the extant literature about
knowledge management in Africa lacks an institutional perspective (Chliova & Ringov,
2017; Littlewood & Holt, 2018; Rivera-Santos et al., 2015; Zoogah et al., 2015).

Franchising principles were originally built in countries with strong institutions that
support the protection of proprietary knowledge (Caves & Murphy, 1976). Operating a
franchise business in countries with weak institutions limits knowledge transfer
because the franchisor may be worried that the franchisee will steal the franchisor’s
patented knowledge (Gaur et al., 2019). Despite the evidence that informal institutions
weaken franchising firms (Aliouche et al., 2015; Kastner et al., 2019), we still find examples
of social franchises that thrive and expand in Africa. How do they do so?

In countries with strong institutions such as the US, franchise regulations are established to
guide and shape franchise contracts. However, enacting franchising regulations in countries
that do not enforce the law is impractical. While large social enterprises may respond by trying
to lobby the government to change some of the regulations (Chliova & Ringov, 2017) or bribe
politicians to establish strong social networks (Zoogah, 2018), Jibir et al. (2019) suggest the
need for institutional reforms of business policies in sub-Saharan Africa. However, institutional
reformation may take many centuries. In contrast, Dominguez-Falcon et al. (2021) highlight
the vital role of training in solving challenges in settings where there is a franchisor-franchisee
relationship. In this regard, franchisors may need to establish strategies to protect their core
knowledge while expanding (Gorovaia & Windsperger, 2013).

The existing literature agrees that franchisors must adopt different modes of governance
based on the institutional environment in which they operate. However, researchers differ
in the formats they recommend. For instance, while Jell-Ojobor and Windsperger (2014)
proposed using master franchising in countries with weak institutions, (Alon, 2006) main-
tained that this format is well suited for countries with strong institutions. Master franchis-
ing is an agreement between a franchisor and a master franchisee, whereby the franchisor
gives the master franchisee the right to use the business format to recruit and train franchi-
sees in a specified territory (Alon, 2006; Brookes, 2014). Given the finding that training
increases emotional control and metacognitive activity, which improve the ability to
cope with new issues as they arise (Weerakoon et al, 2020), master franchisors may
adapt their training according to the institutional challenges they face.

Additionally, passive ownership patterns prevalent in emerging economies may also
be a major barrier to knowledge transfer in social franchising. Passive ownership franchis-
ing occurs when the franchisee owns the franchised unit but employs a manager to run
the daily operations (Paswan et al., 2014). As Shane (2001) theorized, in such situations the
knowledge shared will be affected as it passes through different ranks.

In emerging economies, it is difficult to generalize research findings due to the varia-
bility of the countries’ institutions (Zoogah et al., 2015). Recent studies have started to
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recognize the diversity of African countries with different traditions, languages, and pol-
itical, economic, and legal structures (Nkakleu & Biboum, 2019; Zoogah, 2018). Under-
standing the institutional parameters of each country and how they affect knowledge
management in social franchising is of particular interest to franchises seeking to enter
the African market (Aliouche et al., 2015). Although the literature has documented mul-
tiple barriers to knowledge transfer in social enterprises, little is known about how insti-
tutions impede the replication of knowledge in social franchising. Thus, we take our lead
from (Kistruck et al., 2011) by investigating the institutional challenges to knowledge
transfer in social franchises operating in Africa, and the responses to these challenges.

3. Method
3.1. Research Design

To investigate the institutional challenges to knowledge transfer we used a grounded
theory methodology based on qualitative data. Grounded theory is a general method-
ology that can be used with a qualitative or quantitative approach or a combination of
the two (Glaser, 2005). The emphasis is on new discoveries that emerge from the
study, constant comparisons, and theoretical sampling (Glaser, 1978). Additionally,
grounded theory can facilitate any philosophical assumptions that the researcher uses,
including interpretivist, positivist, and realist (Charmaz, 2000). We adopted an interpreti-
vist research design to allow new concepts to emerge from the data.

To develop a deeper understanding of the effect of institutions and the role of training
in social franchising, we studied a single case due to the unexplored nature of social fran-
chising in Africa (Dyer & Wilkins, 1991; Yin, 1989). As shown above, social franchising is
increasing in Africa, but academic research lacks knowledge of the franchising practices
and institutional challenges that social franchises face in the region. The uniqueness of
the case study in expanding into various countries in Africa successfully where many
social franchises are struggling, prompted us to use it to explore our research questions
(Siggelkow, 2007).

We chose social franchising for this study because it offers a new frontier for research
from an emerging market perspective (Zoogah et al., 2015). Additionally, training is the
most crucial element in the success of the performance and growth of social franchising.
Regarding our chosen social franchise, it is one of the few franchises with origins in Africa
(Camenzuli & McKague, 2015; Smuts et al., 2019) that is successfully expanding into other
African countries.

3.1.1. Case Selection

The selection of the case study was purposeful and theoretically based (Corbin & Strauss,
2015; Seawright & Gerring, 2008). Theoretical sampling helped us select a case study that
included the relationship between training, institutions, and the context of social franchis-
ing (Eisenhardt & Graebner, 2007; Goffin et al., 2019). The selection process started with
the Social Sector Task Force made up of members of the International Franchise Associ-
ation (IFA) that helps social enterprises and other non-government entities scale up their
social impact through franchising rules. All of the authors are members of the IFA Social
Sector Task Force and one is also a consultant for the Alpha social franchise, which is our
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case study. During Social Task Force meetings, Alpha was identified as a well-performing
social franchise that was originally established in Africa, making it a unique exemplar for
our research questions (Eisenhardt & Graebner, 2007). Of the eight franchised stores
(embedded cases) we considered, four represent stores operated by a franchisee
(owner-manager), while four represent stores operated by managers (employee-
manager).

Most social franchises operating in Africa deal with healthcare and have many years of
experience as non-government entities. Examples include Child and Family Wellness
clinics, Marie Stopes International and Living Good. Others began their operations in
North America or Europe and spread to Africa. Among the social franchises included in
the Social Sector Task Force, Sidai is a non-healthcare social franchise but operates only
in Kenya. We chose one company (here known as Alpha) because it was established in
Africa as a social franchise in 2014 and has expanded to seven countries.

As Table 1 indicates, Alpha uses direct franchising in Kenya, Uganda, DRC-Goma, and
Rwanda. It expanded to Tanzania, Zimbabwe, Burundi, and DRC-Bukavu through area
master franchising (AMF) where one franchisee is given the right to recruit franchisees
in a certain territory (Jell-Ojobor & Windsperger, 2017; Rosado-Serrano et al., 2018). We
collected and analyzed data from Uganda and Rwanda because the company uses the
same governance mode in both countries. In addition, Alpha began operations in
Rwanda and Uganda at the same time, in 2014.

3.1.2. The Alpha Social Franchise
Alpha is a social franchise network in Africa that provides safe drinking water to under-
served populations and business opportunities to local entrepreneurs. The company

Table 1. Data about the institutional factors related to doing business in the countries where Alpha
operates.

Uganda Rwanda Kenya Tanzania Zambia Burundi DRC
Started franchise 2014 2014 2017 2019 2020 2020 2018
Entry mode Direct Direct  Direct AMF AMF AMF Bukavu = AMF
Goma = Direct
Overall ease of doing Index 60 76.5 732 54.5 66.9 46.8 36.2
business Rank 116 38 56 141 85 166 (Below 183 (Below
(Medium)  (Easy) (Easy) (Medium) (Easy) average) average)
Ease of starting a business Index 71.4 93.2 82.7 74.4 84.9 92.9 91.6
Rank 169 35 129 162 117 44 54
Contract enforcement Index 60.9 69.1 58.3 61.7 50.8 43 333
Rank 77 32 89 71 130 158 178
Corruption Index 28 53 28 37 34 19 19
Rank 137 51 137 96 113 165 165
Literacy rate 76.5% 73.2% 81.5% 77.8% 86.7% 68.3% 77%
Urbanization 23.4% 173% 275 34.5% 44% 13.4% 45%
Unemployment rate 1.84 1.03 2.6 2 1.4 1.4 4.2
Population (mid-2020) 46 mil 126 mil  51.3 56.3 17.3 11.2 84
Number of franchisees 28 47 21 21 3 3 1
Number of franchised 30 52 21 21 3 3 1
units
Number of company- 3 1 0 1 1 1 2
owned units
Total units 33 53 21 22 4 4 13

Sources: Compiled from company archives, the World Bank, Transparency International, UNESCO Institute for Statistics,
United Nations Population Division, and the OECD.
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uses the franchise model to stimulate economic growth and create economic indepen-
dence, while addressing the fundamental problems of unemployment and unsafe drink-
ing water. To help many small entrepreneurs become social franchisees, Alpha co-invests
with them by providing a water purification machine and guaranteeing them a start-up
loan from micro-credit banks. It is currently operating in seven countries with 122 franchi-
sees and at least 2000 retail points. The more water Alpha sells, the more it reaches a large
population, while increasing sales. In doing so, it achieves its social and financial objec-
tives. However, between 2017 and early 2019, Alpha started experiencing a stagnation
in performance. In an interview with the founder, he partly attributed this situation to
inadequate training for franchisees.

As part of its support incentives, Alpha provides on-going monthly training to franchisees
and periodically to other employees using the same modules in all countries. Monthly train-
ing in Alpha is designed for franchisees. This is because the Alpha franchise contract, like any
other franchise contract, requires a franchisee to supervise the store’s daily operation. For
stores operated by a manager, it is the franchisees’ responsibility to pass on the information
to the manager after the meeting. The manager then communicates this information to the
rest of the team members. Franchisees should gather information from managers and
provide feedback to the franchisor (trainer) during the next meeting.

Although the empirical focus here is on the institutional environment of Rwanda and
Uganda, Table 1 provides an overview of the institutional environment of the seven
countries in which Alpha operates. The table indicates how the company is expanding
(the number of franchised units) in an improved institutional setting such as Rwanda
and a poor institutional environment such as the DRC in terms of corruption, contract
enforcement, and ease of doing business. Additionally, the table also shows the rapid
improvement in Tanzania with medium scores of ease-of-doing businesses through
area master franchising.

Since 2014, when the company started its first franchisees in Rwanda and Uganda,
there has been a difference in performance. Growth in Rwanda in terms of the number
of franchisees and franchised units has increased compared to Uganda. The difference
in performance might be influenced by, but not limited to, the quality of the countries’
institutions. The ease of doing business index, which considers regulatory factors such
as the quality of judicial processes, and the costs and time involved in resolving commer-
cial disputes in a local first-instance court, positions Rwanda as the second-best country in
sub-Saharan Africa (“Market Overview,” 2020). In 2019, the country’s commercial guide for
US companies and the International Trade Administration reported that since 2014,
Rwanda'’s business environment has improved due to reductions in corruption, crime,
and political conflicts. According to the Transparency International report of 2019,
Rwanda listed as the least corrupt country in East Africa and the only country to score
above the global average in that region.

In contrast, in Uganda, corruption is still a severe problem. There is little political will to
fight it to encourage a business-friendly environment. Transparency International’s 2019
corruption index ranked Uganda as the third-most corrupt country in East Africa, follow-
ing South Sudan and Burundi. In addition, the country’s commercial guide for US compa-
nies reports that unregistered economic businesses and the sale of smuggled counterfeit
products, especially from China, hinder foreign and local producers of consumer goods in
Uganda.
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The improvement in legal enforcement, low corruption levels, and formal registration
of businesses in Rwanda might be some of the reasons that Alpha permitted the growth
of the company through multi-unit ownership there (Clarkin & Rosa, 2005; Hussain et al.,
2018; von Koch et al.,, 2020).

3.2. Data Collection

To answer our research questions, we used different sources to collect qualitative data.
Utilizing an inductive approach after collecting the data allowed insights to develop
from the data rather than beginning with the preconceived notions of a particular frame-
work (Corbin & Strauss, 2015; Gioia et al., 2012). We conducted interviews with the top
management level in the franchisor’'s headquarter and the franchisees in Uganda and
Rwanda. Additionally, we interviewed the franchisees and managers separately to high-
light the different perspectives of the franchisees, employed managers, and other
employees. Doing so allowed us to compare the statements of the owner-managers
and employee-managers. Interviews and field visits were conducted between 2018 and
2019. If clarifications were needed, we contacted the interviewees online. Table 2 provides
a description and summary of each data source.

Semi-structured interviews. We conducted 14 interviews with the founder, national direc-
tors, franchisee relationship managers, a training director, general managers, and eight fran-
chisees. All interviews were conducted in English. Franchisees were selected based on who
operated the franchise store on a daily basis and who employed a manager recommended
by the training director. The Uganda country director connected us to the country director
of Rwanda for more interviews. In addition, after interviewing the franchisee relationship
managers of Uganda, she recommended us to Rwanda'’s franchisee relationship managers
for more details about operations in Rwanda. Interviews in Uganda were face-to-face but in
Rwanda were conducted digitally via Zoom. We discontinued the interviews after no new
information emerged from them (Bowen, 2008; Eisenhardt, 1989; Saunders et al., 2018). The
average time for the interviews was approximately 42 min.

The semi-structured interview questions started with general questions for the training
director at Alpha such as: How do you prepare training modules? Who do you target for
training? What factors affect training practices? Franchisees, store managers and other
employees were asked questions such as: Who attends the training? Who attends the
monthly franchisee training? How does the training relate to what you do? We then
linked the training and social franchise objectives by asking questions such as: Do you
set performance targets for the franchisees? Do these monthly meetings and other train-
ing provided help the franchisees and/or employees achieve their targets?

Observations. We used both participant and non-participant observations in Uganda.
Participant observations were conducted through field visits where the consultant
allowed us to question the franchisees and unit managers. First, we listened to the con-
versation between the consultant and the informants and later asked questions regarding
the topic being discussed. In particular, we asked the informants about the importance of
the training they received from headquarters and how important it was in the operations
of the units. The director also allowed us to participate in the franchisees’ annual meeting
but only as observers. We were able to watch how the training was conducted, observe
the training content and how the franchisees shared their local knowledge.
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Table 2. Overview of data collection sources.

Data Source Informant Time Data collected
Interview Founder Al 23min Understand training practices in
Semi-structured Training director- Uganda A3 18min both countries.
National Directors A2- 38min Understand factors affecting
Uganda knowledge sharing in the
Franchise Relationship A4- 24min network.
Managers (both countries) Rwanda
A5- 64min Obtaining insight into the
Uganda company's response to the factors
A6- 59min affecting knowledge sharing
Rwanda
Franchisees (8) (ZA to ZH) ZA 35min Understand socio-cultural attributes
ZB 56min that affect business engagement.
zC 56min
ZD 3Tmin Understand how training affects
ZE 43min their performance
ZF 43min
G 49min
ZH 47min
Participant Franchisees, managers of Four To understand the importance of
observation- Field franchised and company- meetings training in their daily activities
visit owned units, and company
consultant
Non-participant- Franchisees, Franchisor One meeting  To observe how training is
Franchisees’ (training director, National conducted, participation of
annual meeting director, and Founder), and franchisees in knowledge sharing,
consultant and training content.
Archives Franchise contract, Training programs, contractual
promotion document, terms and conditions
training modules Performance records
Secondary data Company'’s website, media Organizational performance
reports

Archives, media reports and the company’s website. Given that Alpha is among the social
enterprises that has used the franchising model from the inception, it has received cover-
age in a number of news sources as an example of a successful expansion model. Some of
these sources include the IFA’s Social Sector Forces, Global Franchise Magazine, the World
Food Bank, BBC News, Global News Wire, Digest Africa, The Guardian, and Forbes. The com-
pany’s website describes the origin of the company and the revolutionary changes it has
made in the franchising model. Following a special request to the founder, we were able
to obtain additional information from the company’s archival records, such as franchise
contracts, promotion documents, and training modules. The company archives also
revealed the growth of franchised stores in Rwanda where the majority of franchisees
own and operate their stores. Thus, the owner-manager stores perform well compared
to the employee-manager stores.

Data triangulation from different sources helped us validate our construct. In addition,
we sent a draft of this paper not only to the key informants to ensure the accuracy of the
reported findings but also to academics in the international business and franchising field
to compare our results with those in already established theoretical frameworks (Gibbert
& Ruigrok, 2010). During the data analysis, internal validity was ensured by constant com-
parison between findings in each stage and the existing theoretical frameworks that
guided this research (Yin, 1994). Moreover, collecting data from different franchisees in
the same franchise network and different respondents at the franchisor level enhanced
the study’s external validity (Yin, 1994).
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3.3. Data Analysis

All interviews were recorded and then transcribed. The first stage involved importing the
interview transcriptions and other sources of data into the NVivo 12 software program.
We then identified and grouped the themes that emerged from the interviews for refer-
ences to the institutional effects on knowledge transfer. Second, guided by grounded
theory techniques and Gioia et al.’s (2012) extended coding template, we categorized
the excerpts from the interviews into first-order categories. The process was iterative
between the raw data to make sure that the categories were comprehensive and mutually
exclusive. The result was 12 first-order categories.

We then compared and contrasted the first-order categories and grouped the inter-
related interview quotes into second-order categories, which we labeled using terms
from the existing literature (Eisenhardt, 1989; Gioia et al., 2012). As a result, we had five
second-order categories: different formal procedures for registering businesses, countries’
informal business regulations, social behavior and business culture, training attendance
and outlet management, and outlet ownership and business growth.

We constructed the final two aggregate themes from the second-order theoretical
codes: the differing effects of formal and informal rules on knowledge transfer, and the
effect of passive ownership on knowledge transfer. Doing so involved an iterative
process between the first-order empirical data and the second-order theoretical codes
to establish a link between existing theory and the data. Arriving at two aggregate
themes that explained the institutional effects on knowledge transfer involved creating
and rejecting several ideas. The data structure is presented in Figure 1.

4, Findings

Figure 2 provides a visual illustration of the analysis of our findings. First, we identify
the institutional barriers to knowledge transfer in our case study. Then, we present a
narrative account of the responses to the institutional effects based on our findings
of how Alpha adapted its training strategies to overcome institutional challenges. By
linking our empirical data and the literature, and from our grounded theory data analy-
sis, we identified three approaches to responding to the institutional barriers to knowl-
edge transfer: copying, adaptation of the business format, and flexibility in training
programs.

4.1. The Effects of Institutions on Knowledge Transfer

Our interviewees indicated that both formal and informal institutions posed challenges to
the transfer of knowledge needed to replicate the success of social franchises. They
pointed to the different formal procedures for registering businesses, informal business
regulations, and societal behavior and the business culture as creating obstacles that
they had to overcome.

4.1.1. Different Formal and Informal Rules Effects to Knowledge Transfer
Different formal procedures for registering businesses. When establishing the
business in Rwanda, the country’s regulations supported the company through its
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@ Everything is forbidden unless allowed.

® Once we opened, it was a success.

® There is no way you could have set up the
business without going through the right
channels.

® By the time we were proven, now we
built in a shaky foundation.

Different formal procedures
for registering business

Different
formal and
informal rules
effect on KT

Countries' informal business

® Everything is allowed unless it is stated regulations

otherwise.
® We should have strict rules.

Societal behavior and business
culture

® Business culture in that country supports
us.
® Population doesn't trust you.

® The meetings are really for the owner of
the business.

® No one attends the training if the owner
is not around.

o | pick what is necessary and tell them.

Training attendance and outlet
management

Passive

ownership

effect on KT
Outlet ownership, and business
growth

Figure 1. Institutional effects on knowledge transfer in social franchises.

e Performance dropped when | stepped
down.
® Most franchisees operate their business.

[ LI

formal authority and business regulations. Companies are not allowed to start business
operations until receiving the approval of the government that they meet the country’s
requirements. The national director explained that, “In Rwanda, culturally, everything is
forbidden unless it is allowed. Once we opened Alpha, it was safe. So, people trusted us”
(A2).

Contrary to Rwanda, in Uganda businesses are allowed to operate while waiting for
formal approval. Alpha acknowledged that starting operations without endorsement
from the formal authority was socially accepted and not illegal. Taking the risk of
signing franchisees into the network was risky because Alpha had little protection in
the case of a contract dispute. The national director from Uganda explained:

Now, in contrast to Rwanda, in Uganda, everything is allowed unless it is forbidden. So, ...
there are all kind of products out there. Maybe we should have strict rules. Then that is
where the rules come in. Now, it is getting out of control (A2).

Given that the company started business before formal approval, the national director
added, “So, by the time we were proven, we had built on a shaky foundation” (A2). Franchi-
sees were skeptical about the model because many companies start operations infor-
mally, but later people realize that they have been recruited as part of a pyramid
scheme. This skepticism affected the initial training of the franchisees, which is crucial
to transfer the franchisor’s knowledge and business routines.

Countries’ informal business regulations. The presence of unregistered businesses
impeded Alpha from attracting potential franchisees. Entrepreneurs were reluctant to
join the Alpha network due to the lack of trust in a company that was not yet official.
Alpha decided to launch the franchise model while waiting for formal recognition, but
things did not go well. The founder said, “We tried to start as a franchise by launching fran-
chisees, and it did not work out, so we actually ended up buying back the franchisees and
running them as company-owned stores.”
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Institutional barriers to KT
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Figure 2. Institutional effects and social franchise responses.

To show the trustworthiness of the social franchise model, some of the local people
who were on the board stepped down to start stores as franchisees. One franchisee
explained that:

Because nobody was starting the franchisee. Yeah, because really, for our concept to actually
work, we needed to activate it, get someone willing to get started with it. It was a struggle at
the start understanding franchising. It is a new concept. So, it was not very easy for people to
analyze and understand as businessmen. | am actually one of the founding members of
Alpha, so | was on the board to formulate this whole concept. So, | stepped down from
the board, and | started the franchisees (ZA).

The trust and acceptance from the market come from the process of opening the business
legitimately. Franchisees’ trust in the business is supported by official registration of the
business by the government authority. The presence of unregistered businesses in the
market can explain the difference in competition in water production companies in
Rwanda and Uganda. While four water companies were operating in Kigali, Rwanda,
there were nineteen companies in Kampala, Uganda by the beginning of 2019. The
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absence of a method for registering a business legally makes the transfer of patent knowl-
edge more difficult in social franchises. The national director in Rwanda pointed out that:

They trust out of the fear, system, and government to the extent that if you put a product on
the market, it has to be legitimate because there is no way you could have set it up without
going through the right authority (A4).

Societal behavior and business culture. Alpha lacked support from two groups of
people who were the beneficiaries of its activities. First, potential social entrepreneurs
did not understand the franchise model and how it works, and therefore did not follow
its rules and regulations. Initially, the franchisees would sign the contract but later
refuse to comply with contractual obligations such as attending training and paying roy-
alties. Given that they did not understand the model and its reliance on knowledge
sharing, they built a business based on a partial understanding of the franchisor’s
know-how. The national director explained:

Another thing is the franchisees. In Rwanda, they have really built a good infrastructure of
franchisees. They recruited ... fairly older, more connected, good social capital. So, they
built a foundation. Here, our first franchisees were totally misaligned. So, we distorted the fra-
mework (A2).

Second, social support is an important factor for any business to succeed. Lack of a sup-
portive culture and acceptance from society was another challenge Alpha faced in
Uganda. They encountered resistance from the customers not because of the franchise
model but rather due to their mission, which dampened their willingness to learn. One
franchisee explained that when they started to market their product to customers,
saying they distributed affordable, quality water to the underprivileged population,
they always received a negative response such as: “If the rich are not using it, we are
not buying it. What are you selling to us that rich people cannot consume?” (ZB).

In Rwanda, the company spread very fast because of the acceptance of the company in
society. The social support was complemented by the formal approval of the company by
the government authority. The national director highlighted that, “As long as you are regis-
tered and approved by the government, people will accept you. So, one factor is that the
business culture allowed us to be accepted in the market” (A3).

4.1.2. The Effect of Passive Ownership on Knowledge Transfer

Most franchisees in Alpha joined the network after failing to find formal employment soon
after finishing their higher education. In addition to the political involvement in register-
ing a business, lack of support for investing in society as opposed to making a large profit
has prompted franchisees to seek formal employment or work in full time commercial
enterprises while employing managers to operate their franchise stores.

Training attendance and outlet management. We found that most franchisees in
Uganda did not engage in the day-to-day operation of their stores. In some extreme
cases, franchisees remained abroad doing other business. Alpha’s monthly training
requires franchisees to attend the meetings and then transfer the knowledge to their
managers. A sales manager explained:

Actually, | think they tell him what they have discussed, and then he refers everything this
way. He comes here sometimes ... he comes like once a week and some other days we
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talk on the phone. Yeah ... we always have weekly meetings on Saturday; sometimes, he
attends, sometimes he does not (ZF's manager).

He also added that, “No one attends the meeting if the owner is not around. | am only at
corporate when they call me that it is the sales managers’ meeting or something else.”

Managers complained that most of the time, the recommendations received from
the franchisor failed to achieve the objectives because the franchisees who did not
manage their stores just told their managers what they thought was necessary for
them to know. One franchisee stated during the interview that, “I pick what is
necessary and tell them (the manager and employees) because they send us the
minutes after the training meeting, so | will get what is necessary and share with
them” — ZB. Since the franchisees were not involved in the daily management of
their stores, they either agreed with or did not comment on whatever the franchisor
was recommending. They had no first-hand knowledge about what worked and
what did not. As one sales manager stated: “Those guys, whatever they decide they
just allowed because the majority of them, the franchisees, are not there on the
ground” (ZC's manager).

Outlet ownership and business growth. The franchisees who owned and operated
their stores confirmed that applying the techniques and strategies provided by the fran-
chisor during the monthly training helped them achieve their targets. Comparing the
growth between these two countries, most franchisees in Rwanda owned their stores
and managed their daily operation. As a result, they could develop and expand
through multi-unit ownership. During the interview, one respondent said:

Apart from having a good relationship with customers, most franchisees operate their
businesses, and they come to all meetings because it is a must. This is also why some fran-
chisees manage to open more than one store. They understand the market and how to
run things (A6).

Additionally, when the franchisee had the store manager operate the store, there was
sometimes a decline in sales. One franchisee from Uganda said: “The minute | stepped
away, there was a decline in either customer service or the quality of the product” (ZA).
This finding corresponds with the results of Merrilees and Frazer (2006), who found
that franchisees who manage and supervise their staffs have better performance
because of their knowledge customer service provision.

4.2. The Response to the Institutional Effects on Knowledge Transfer

To overcome the obstacles of the institutional effects on knowledge transfer, our intervie-
wees utilized three methods: growing through copying, adaptation of the business
format, and flexible training programs.

Growing through copying. In areas where there are formal rules and proper business
registration, social franchises expand rapidly through direct and multi-unit franchising.
The rapid expansion is the result of the exact replication of the training (Szulanski &
Jensen, 2008). Formal institutions allow social franchises to extend the scope of their stra-
tegic knowledge because the protection of the franchisor’'s knowledge is guaranteed
(Chliova & Ringov, 2017). Data obtained from company archives and other secondary
sources established that Alpha has grown rapidly through direct and area master
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franchising in Rwanda and more recently in Tanzania because institutions in these
countries support the protection of proprietary knowledge.

Adaptation of the business format. Instead of avoiding operating in countries with
poor legal enforcement, Alpha sought to adapt the franchise business format by repur-
posing its business format and changing the governance mode.

Repurposing the social franchise business format. Efficient contract enforcement and
protection of patent rights are linked with the rapid growth and performance of franchis-
ing firms. To avoid long and costly litigation in weak institutions, Alpha decided to modify
its model by allowing the person to continue with the business to ensure the scaling up of
the social impact. However, the company reduced its training intensity to protect its tacit
knowledge. The founder acknowledged:

We terminate the license, not the franchisee. Depending on the situation. If someone has a
debt, we have the right to claim those assets against the debt. If not, they can still own the
business, but they cannot use the Alpha brand; they have to create their own business, which
they do.

Adding to this comment, the national director in Uganda stated that because they are
advocates for social change, forbidding an employee who knows how to produce
water and distribute it to the underserved population from functioning would have a
negative impact on the replication of social solutions as well as donor funding. He
added, “We have actually created a lot of our own competitors. For business it is bad, but
when you think of the impact, as long as the quality is good, it's good” (A2).

The company could not prohibit the terminated franchisees from using the knowledge
they had learned to produce water because the donors encouraged such knowledge
sharing to help achieve a social impact. To maintain donor funds, Alpha reduced its tacit
knowledge sharing to protect its core business knowledge but allowed ex-employees to
continue to produce water (Gorovaia & Windsperger, 2013). However, the repurposing of
the social franchise program somewhat distorts the franchising program. This distortion,
which occurred mainly in Uganda, explains why Uganda had fewer units than Rwanda.

Re-assessing the governance modes. After encountering different informal rules during
the expansion, instead of reducing its expansion activities, Alpha opted to change its gov-
ernance modes. By that time, Alpha had started to gain recognition from international
organizations such as the World Food Program, which provided support for Alpha to
expand the social franchise model into more countries. Alpha’s lack of information
about the institutional particularities of other countries prompted the company to
adopt a lower control mode for knowledge management.

Yeah ... Area Master Franchising. That is how we expanded to Tanzania and Zimbabwe,
which means we are basically selling a license for someone to become Alpha themselves.
Just like we operate as Alpha in Uganda, Rwanda, and Kenya, there someone else buys the
license from us, and they run a number of franchisees, they operate a franchise, and they
finance the franchisees, all of that (A1).

Unlike Alon (2006), who proposed that master franchising is preferable in situations with
strong institutions and fewer environmental uncertainties, Alpha’s decision to opt for the
master franchising model supports the findings of Jell-Ojobor and Windsperger (2014)
and Smuts et al. (2019) that the franchisor will transfer residual control rights to a local
partner when the institutional situation is uncertain.
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Consequentially, Alpha found local partners who could deal with the socio-cultural
changes and regulatory authorities of a particular country. The founder added, “So,
Alpha Tanzania is not us doing it; is a local person (name) is fifth-generation Tanzanian,
but ethnically | think he is Indian, but he grew up, was born and raised in Arusha. He
knows the market very well.”

After achieving success in Tanzania by expanding through master franchising, the
company decided to invest in area development master franchising as its model for
expanding into informal markets. However, master franchising requires innovative ways
to transfer training to avoid the loss of knowledge in an extended hierarchy (Shane,
2001). In this new approach, the franchisor trains the master franchisee who will then
design the training strategies depending on the knowledge and conditions of its local
franchisees (Rottig, 2016).

Flexibility in training programs. Having franchisees manage their stores helps them
apply the knowledge they have acquired and see what works and what does not. They
can then give that feedback to the franchisor for improvement. Our analysis coincides
with the existing literature that training the franchisees who own and operate their fran-
chised store has a positive impact on growth. Specifically, our findings support the exist-
ing literature that ownership moderates the effect of training on franchising performance
(Brickley, 1999; Karatzas et al., 2020; Krueger, 1991).

However, realizing that most franchisees do not engage completely in the daily oper-
ation of their stores, Alpha decided to allow the franchisees’ store managers to attend the
franchisees’ meeting as the daily operators of the franchise store, in addition to their own
specific meetings. To scale its social impact, Alpha had to adjust its training programs to
cater for passive ownership. To avoid the negative consequences that result from training
an owner who does not operate the business as the franchising model requires, Alpha
decided to include the manager-employees who operate the stores on a daily basis in
the franchisee meetings and modify the training programs to suit both the franchisees
and managers. The training director explained:

The idea is that the meetings are for really the owner of the business. Because even the fran-
chise manager should be receiving the items from the franchisee, the owner of the business,
even the day-to-day information. But we relaxed that. They can come together; in some cases,
they do; in some cases, the franchisee comes or just sends the representative.

5. Discussion

The purpose of this study is to identify the effect of institutional barriers on knowledge
transfer in social franchises by analyzing data collected from a successful social franchise
network that operates in seven African countries. From our analysis, we determined that
differences in business formalization, weak institutions, and passive ownership affect
knowledge transfer in social franchises. Based on the interviews we conducted, we also
determined that successful social franchises can expand by growing through copying,
adapting their business format, and being flexible in their training programs. Thus, we
contribute to the literatures on the barriers to knowledge transfer and social franchising.

Contributions to the literature on the barriers to knowledge transfer. There is a great
deal of research about the barriers to knowledge transfer barriers in commercial ventures
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(Karagoz et al,, 2020; Khan, 2016; Olaniran, 2017). However, there are far fewer studies on
this issue in social ventures (Bloice & Burnett, 2016; Granados et al., 2017; Weerakoon
et al,, 2020). The literature to date has identified trust (Gorovaia & Windsperger, 2013),
the nature of the knowledge (Khan, 2016), distance, absorptive capacity (Guo et al.,
2018), transfer mechanisms (lyengar et al., 2015), compatibility (Ranucci & Souder,
2015) and culture (Cumberland & Githens, 2012) as obstacles in transferring knowledge.
However, these studies were conducted in developed economies. In contrast, we ident-
ified how formal and informal institutions impede knowledge transfer in social franchises
operating in developing countries. Therefore, we add to the literature by extending the
range of external barriers to knowledge transfer.

In addition, we documented that training helps mitigate the institutional barriers to
social franchising expansion. Our findings underscore the importance of context in ana-
lyzing the barriers to knowledge transfer and the responses to overcoming these
obstacles. In response to issues related to knowledge protection, Bloice and Burnett
(2016) suggest using measures to protect patent rights. While that approach might
work in countries with strong formal institutions that respect the rule of law, the lack
of law enforcement prevalent in countries with weak institutions requires other measures,
often informal ones. Similarly, in countries with strong formal institutions and formalized
business practices, it is easier to transfer knowledge through training. However, in
countries with weak formal institutions, social franchises adjust their training practices
to protect their core business knowledge and at the same time expand their social impact.

Contributions to the social franchising literature. We contribute to the social fran-
chising literature by establishing a link between training and institutions in developing
economies. Prior research on institutions established that weak institutions impede
knowledge transfer practices and, consequently, the growth of social entrepreneurship
(Chliova & Ringov, 2017; Granados et al.,, 2017). Given their focus on solving societal
needs, social franchises often ignore the institutional factors surrounding them (Desa &
Koch, 2014). Even if they consider issues related to government failure, they are not
immune to institutional problems such as corruption, lack of contract enforcement, com-
petition, and legislative requirements (Bacq & Janssen, 2011). Our analysis confirms that
social franchising operating in environments with institutions of varying strengths can
still replicate their knowledge and expand by responding to country-specific institutions.
As such, our findings offer additional credence to the call for exploring Africa in general
(Barnard et al., 2017) and social franchising in particular (Kistruck et al., 2011; Rivera-Santos
et al,, 2015) to extend or modify theories established in developed economies.

Reports by donor organizations such as USAID in 2015 indicate that more than US
$1.5bn has been spent on donor-funded water projects in Africa and Asia, but many
of these projects failed because of an unsustainable business model. Many social enter-
prise projects are difficult to replicate across Africa even though different countries face
similar social problems. We show that social franchises make what Luo (2020) called first-
order adaptations in their methods. Adapting the training practices in the social fran-
chising model helps social franchises replicate their knowledge in different institutional
contexts to suit their goal, which is the scaling up of their social impact. Training strat-
egies that are flexible and balanced and give the franchisees enough knowledge to
function but also protect the franchisor’'s knowledge provide the opportunity for
social franchises to grow.
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6. Conclusions, Implications, and Future Research

In examining the effect of the institutions on social franchises and the role of training, we
found that informal institutions operating without franchise regulations, contract enforce-
ment, business registration, and cultural support hinder the transfer of tacit knowledge. In
response, social franchises adapt their training strategies to expand their social impact in
different institutions. Our study is significant for understanding the importance of the
institutional frameworks in specific countries because African countries vary greatly in
their level of business formalization and regulations. This study provides a starting
point for future research on social franchising and knowledge transfer in Africa and
other emerging economies.

6.1. Implications for Practice

This study makes several contributions that foreign and local social franchises considering
expanding across different countries in Africa and other emerging countries should find
useful.

Social franchisors. Our findings provide some direction to social franchisors or social
entrepreneurs looking to expand their business across different countries in emerging
markets using the franchising model. Our research indicates that institutions matter in
the successful replication of knowledge. As Rottig (2016) noted, business formats that are
successful in one market might fail in another. Therefore, franchise managers should
have a basic understanding that institutions matter. For instance, the franchising model
is a contract-based business model that requires a strong legal framework to protect the
franchisor’s knowledge. Expanding a franchising business into countries where business
agreements are established on informal, relationship-based mechanisms rather than
formal laws might prove difficult. To succeed in such environments, social franchisors
should be prepared to make decisions and adaptations that consider the disparities
between the formal and informal institutions to develop context specific training strategies.

Franchisors should also recognize the differences between owner-managers and
employee-managers and offer them different training programs. While some of the
content will overlap, the training must acknowledge the difference between owners
who reap the benefits of their investments and employee-managers who operate fran-
chised units but receive fixed salaries (Ballesteros-Rodriguez et al., 2020). Additionally,
franchisors should emphasize to employee-managers that they have an important pos-
ition by forming a strong bond with them through regular communication to increase
their productivity (Brand & Croonen, 2010).

Social franchisors and franchisees. Collaboration among social franchises can create
associations that can approach the government about how to provide support for
different business models and create rules and regulations for long-term support to
protect companies. Eventually, changes in formal laws and regulation will influence
changes in informal social norms and values, encouraging more businesses to enter
the country (Williams & Shahid, 2016). For example, in March 2019, the prime minister
of Tanzania ordered the merging of two government bodies, Tanzania Bureau of Stan-
dards (TBS) and Tanzania Food and Drugs Authority (TFDA) because of continuous com-
plaints from business owners.
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Government bodies, investors, and donor agencies. As franchising is becoming an
important business format for many entrepreneurs, our study informs policymakers
about the importance of rules and regulations for the effective operation of franchising.
In addition, donor agencies and investors should understand the importance of tacit
knowledge for the performance of social franchises. They should help develop mechan-
isms that balance the protection of the franchisor’'s knowledge and the growth of the fran-
chise’s social impact.

6.2. Limitations and Future Research

This study has four limitations that can be fruitful for future research. First, although the
social franchise we studied operates in seven countries, our analysis was based on only
two countries. Thus, the generalizability of our findings might be somewhat limited.
Social franchises are not uncommon in most African countries, but there is no quantifiable
data regarding the number of social franchises. Lack of accurate data undermines the
ability of researchers to develop a clear understanding of the usefulness of social fran-
chises in scaling up the social impact on Africa. It would be worthwhile to conduct mul-
tiple case analyses or quantitative studies based on a large sample. We expect that
multiple case studies in countries other than Uganda and Rwanda might uncover more
specific institutional effects and response techniques not presented in this study.

Second, we provided a limited understanding of the effect of cultural aspects on
knowledge transfer practices. Research on cultural nuances and the development of
social entrepreneurship has received much more attention in other emerging markets
such as Asia (Mamabolo & Myres, 2020). While similarities are expected among emerging
markets, specific cultural attributes might produce different results in African countries
(Rivera-Santos et al., 2015). Further research may investigate how the specific cultural vari-
ables of different countries in Africa such as language, religion, gender roles, traditions,
and customs affect knowledge transfer practices in social franchising.

Third, methodologically our findings might suffer from some issues related to response
bias because the franchisees interviewed in this study were selected by the franchisor.
Future research might consider the selection of franchisees by the researcher to avoid
any biases. In addition, future research should consider interviewing terminated franchi-
sees who then opened businesses in the same industrial sector to assess the usefulness of
the training they received when they were in the franchise network, and to examine their
performance.

Fourth, one of the responses of Alpha was to adjust its training programs to include
employed managers. However, we expect this strategy to have challenges in the long
run not only with regard to knowledge transfer but also in broader areas. Future research
could assess the risks associated with this strategy and how social franchises should
proceed considering they do not have a direct contractual relationship with the employed
managers. Finally, our knowledge would benefit from an exploration of other factors that
moderate the effect of informal institutions on the operations of social franchises.

Disclosure Statement

No potential conflict of interest was reported by the authors.



368 J.J.IDDY ET AL.

Notes on Contributors

Judith Iddy received a PhD in International Business from the School of Business, Economics and
Law at the University of Agder (Norway). She is currently a University of Agder Affiliate. Her research
interests include internationalization, market entry and expansion models, social enterprises, and
emerging markets.

llan Alon is a professor of strategy and international marketing at the School of Business, Economics
and Law at the University of Agder. He is also the editor of the International Journal of Emerging
Markets and the European Journal of International Management (SSCI ranked). He has previously
held research positions at Harvard University (USA), Georgetown University (USA) and Copenhagen
Business School (Denmark). He researches international business with a focus on internationaliza-
tion, strategies for market entry, political risk, cultural intelligence, and emerging markets. He has
worked with government agencies, non-profit organizations, multinational companies, and inter-
national associations in various projects.

Ben Litalien is the Founder and Principal of Franchise Well, a consulting practice dedicated to the
improvement and enhancement of franchising. He is also on staff at Georgetown University in
Washington, DC where he teaches the Franchise Management Certificate program for franchise pro-
fessionals from across the country and around the world. He is also an Adjunct Associate Professor
at University of Maryland Global Campus where he teaches Entrepreneurship in their online
academy.

ORCID iD
llan Alon (© http://orcid.org/0000-0002-6927-593X

References

Aliouche, E. H,, Fernandez, D. B., Chanut, O., & Gharbi, N. (2015). Institutional environments and the
internationalization of franchise chains: The contrasting cases of three North African countries.
The Journal of Applied Business Research, 31(2), 417-436.

Alon, 1. (2001). The use of franchising by US-based retailers. Journal of Small Business Management,
39(2), 111-122.

Alon, I. (2006). Market conditions favouring master international franchising. Multinational Business
Review, 14(2), 67-82.

Alon, I, & Misati, E. (2011). Social entrepreneurship and sustainable farming in Indonesia. Ivey
Publishing.

Alon, I, Wang, H. & Dugosh, J. (2014). Dialogue in the dark: Social enterprise in China. Ivey
Publishing.

Altinay, L., & Wang, C. L. (2006). The role of prior knowledge in international franchise partner
recruitment. International Journal of Service Industry Management, 17(5), 430-443. doi:10.1108/
09564230610689768

Bacq, S., & Janssen, F. (2011). The multiple faces of social entrepreneurship: A review of definitional
issues based on geographical and thematic criteria. Entrepreneurship & Regional Development, 23
(5-6), 373-403.

Baena, V., & Cervino, J. (2014). International franchising decision-making: A model for country
choice. Latin American Business Review, 15(1), 13-43.

Ballesteros-Rodriguez, J. L., Herndndez-Lépez, L., Alamo-Vera, F. R, & Saa-Pérez, P. (2020). Training
success in restaurants: The trainer's effort to articulate knowledge. International Journal of
Hospitality and Tourism Administration, 23(2), 365-390.

Barnard, H., Cuervo-Cazurra, A., & Manning, S. (2017). Africa business research as a laboratory for
theory-building: Extreme conditions, new phenomena, and alternative paradigms of social
relationships. Management and Organization Review, 13(3), 467-495.


http://orcid.org/0000-0002-6927-593X
https://doi.org/10.1108/09564230610689768
https://doi.org/10.1108/09564230610689768

AFRICA JOURNAL OF MANAGEMENT (&) 369

Bloice, L., & Burnett, S. (2016). Barriers to knowledge sharing in third sector social care: A case study.
Journal of Knowledge Management, 20(1), 125-145.

Bowen, G. A. (2008). Naturalistic inquiry and the saturation concept: A research note. Qualitative
Research, 8(1), 137-152.

Brand, M. J.,, & Croonen, E. P. M. (2010). Franchised and small, the most beautiful of all; HRM and
performance in plural systems. Journal of Small Business Management, 48(4), 605-626.

Brickley, J. A. (1999). Incentive conflicts and contractual restraints: Evidence from franchising. The
Journal of Law and Economics, 42(2), 745-774.

Brookes, M. (2014). The dynamics and evolution of knowledge transfer in international master fran-
chise agreements. International Journal of Hospitality Management, 36, 52-62. doi:10.1016/j.ijhm.
2013.07.005

Camenzuli, A., & McKague, K. (2015). Team microfranchising as a response to the entrepreneurial
capacity problem in low-income markets. Social Enterprise Journal, 11(1), 69-88.

Caves, R. E.,, & Murphy, W. F. (1976). Franchising: Firms, markets, and intangible assets. Southern
Economic Journal, 42(4), 572-586.

Charmaz, K. (2000). Grounded theory: Objectivist methods. In N. K. Denzin & Y. S. Lincoln (Eds.),
Handbook of qualitative research (2nd ed.; pp. 509-536). Thousand Oak, CA: Sage.

de la Chaux, M., & Haugh, H. (2020). When formal institutions impede entrepreneurship: How and
why refugees establish new ventures in the Dadaab refugee camps. Entrepreneurship and
Regional Development, 32(9-10), 827-851.

Chliova, M., & Ringov, D. (2017). Scaling impact: Template development and replication at the base
of the pyramid. Academy of Management Perspectives, 31(1), 44-62.

Christensen, L. J., Parsons, H., & Fairbourne, J. (2010). Building entrepreneurship in subsistence
markets: Microfranchising as an employment incubator. Journal of Business Research, 63(6),
595-601.

Ciambotti, G., & Pedrini, M. (2021). Hybrid harvesting strategies to overcome resource constraints:
Evidence from social enterprises in Kenya. Journal of Business Ethics, 168(3), 631-650.

Clarkin, J. E., & Rosa, P. J. (2005). Entrepreneurial teams within franchise firms. International Small
Business Journal: Researching Entrepreneurship, 23(3), 303-334.

Corbin, J., & Strauss, A. (2015). Basics of qualitative research: Techniques and procedures for developing
grounded theory. Thousand Oaks, CA: Sage Publications, Inc.

Crawford-Spencer, E., & Cantatore, F. (2016). Models of franchising for social enterprise. Journal of
Marketing Channels, 23(1-2), 47-59.

Cumberland, D., & Githens, R. (2012). Tacit knowledge barriers in franchising: Practical solutions.
Journal of Workplace Learning, 24(1), 48-58.

Cumberland, D., & Litalien, B. C. (2019). Social franchising: A systematic review. Journal of Marketing
Channels, 25(3), 137-156.

Desa, G., & Koch, J. L. (2014). Scaling social impact: Building sustainable social ventures at the base-
of-the-pyramid. Journal of Social Entrepreneurship, 5(2), 146-174.

Dixit, A. K. (2015). How business community institutions can help fight corruption. World Bank
Economic Review, 29(1), S25-547.

Doherty, B., Haugh, H., & Lyon, F. (2014). Social enterprises as hybrid organizations: A review and
research agenda. International Journal of Management Reviews, 16(4), 417-436.

Dominguez-Falcon, C., Fernandez-Monroy, M., & Galvan-Sanchez, I. (2021). Training as an internal
marketing tool within the franchise system. Journal of Service Theory and Practice, 31(3), 396-422.

Dyer, W. G., & Wilkins, A. L. (1991). Better stories, not better constructs, to generate better theory: A
rejoinder to Eisenhardt. Academy of Management Review, 16(3), 613-619.

Eisenhardt, K. M. (1989). Building theories from case study research. The Academy of Management
Review, 14(4), 532-550.

Eisenhardt, K. M., & Graebner, M. E. (2007). Theory building from cases: Opportunities and chal-
lenges. Academy of Management Journal, 50(1), 25-32.

Estrin, S., Mickiewicz, T., & Stephan, U. (2016). Human capital in social and commercial entrepreneur-
ship. Journal of Business Venturing, 31(4), 449-467.


https://doi.org/10.1016/j.ijhm.2013.07.005
https://doi.org/10.1016/j.ijhm.2013.07.005

370 J.J.IDDY ET AL.

Estrin, S., & Prevezer, M. (2011). The role of informal institutions in corporate governance: Brazil,
Russia, India, and China compared. Asia Pacific Journal of Management, 28(1), 41-67.

Franchise Indices. (2020). Retrieved from https://www.unh.edu/rosenbergcenter/franchise-indices

Gaur, A.S., Ma, H., & Ge, B. (2019). MNC strategy, knowledge transfer context, and knowledge flow in
MNEs. Journal of Knowledge Management, 23(9), 1885-1900.

Gibbert, M., & Ruigrok, W. (2010). The ‘what’ and ‘how’ of case study rigor: Three strategies based on
published work. Organizational Research Methods, 13(4), 710-737.

Gioia, D. A, Corley, K. G., & Hamilton, A. L. (2012). Seeking qualitative rigor in inductive research:
Notes on the Gioia methodology. Organizational Research Methods, 16(1), 15-31.

Giudici, A., Combs, J. G., Cannatelli, B. L., & Smith, B. R. (2020). Successful scalling in social franchising:
The case of impact hub. Entrepreneurship Theory and Practice, 44(2), 288-314.

Glaser, B. G. (1978). Theoretical sensitivity: Advances in the methodology of grounded theory. Mill
Valley, CA: Sociology Press.

Glaser, B. G. (2005). The grounded theory perspective IlI: Theoretical coding. Mill Valley, CA: Sociology
Press.

Goffin, K., Ahlstrém, P., Bianchi, M., & Richtnér, A. (2019). Perspective: State-of-the-Art: The quality of
case study research in innovation management. Journal of Product Innovation Management, 36(5),
586-615.

Gorovaia, N., & Windsperger, J. (2013). Determinants of knowledge transfer strategy in franchising:
Integrating knowledge-based and relational governance perspectives. The Service Industries
Journal, 33(12), 1117-1134.

Granados, M. L., Mohamed, S., & Hlupic, V. (2017). Knowledge management activities in social enter-
prises: Lessons for small and non-profit firms. Journal of Knowledge Management, 21(2), 376-396.

Guo, Y., Jasovska, P., Rammal, H. G., & Rose, E. L. (2018). Global mobility of professionals and the
transfer of tacit knowledge in multinational service firms. Journal of Knowledge Management.
doi:10.1108/JKM-09-2017-0399

Huntington, D., Mundy, G., Hom, N. M,, Li, Q., & Aung, T. (2012). Physicians in private practice:
Reasons for being a social franchise member. Health Research Policy and Systems, 10(1), 1-8.

Hussain, D., Sreckovic, M., & Windsperger, J. (2018). An organizational capability perspective on
multi-unit franchising: Evidence from Germany and Switzerland. Small Business Economics, 50
(4), 717-727.

Iddy, J. J. (2020). Knowledge transfer mechanisms in franchise network. Journal of Knowledge
Management, 25(5), 1006-1026.

lyengar, K., Sweeney, J. R., & Montealegre, R. (2015). Information technology use as a learning mech-
anism: The impact of it use on knowledge transfer effectiveness, absorptive capacity, and franchi-
see performance. MIS Quarterly, 39(3), 615-641. doi:10.25300/misq/2015/39.3.05

Jell-Ojobor, M., & Windsperger, J. (2014). The choice of governance modes of international franchise
firms- development of an integrative model. Journal of International Management, 20, 153-187.

Jell-Ojobor, M., & Windsperger, J. (2017). Determinants of the governance structure of the inter-
national franchise firm: A case study analysis in the automotive rental industry. International
Marketing Review, 34(6), 814-884.

Jibir, A., Bello, F., Abdu, M., & Garba, 1. (2019). Do institutions promote firm performance? Evidence
from Sub Saharan Africa. Review of Market Integration, 11(3), 111-137.

Kamoche, K., & Harvey, M. (2006). Knowledge diffusion in the African context: An institutional theory
perspective. Thunderbird International Business Review, 48(2), 157-181.

Karagoz, Y., Whiteside, N., & Korthaus, A. (2020). Context matters: Enablers and barriers to knowl-
edge sharing in Australian public sector ICT projects. Journal of Knowledge Management, 24(8),
1921-1941.

Karatzas, A., Papadopoulos, G., & Godsell, J. (2020). Servitization and the effect of training on service
delivery system performance. Production and Operations Management, 29(5), 1101-1121.

Kastner, A. N. A, Mahmoud, M. A,, Buame, S. C. K., & Gabrah, A. Y. B. (2019). Franchising in African
markets: Motivations and challenges from a Sub-Saharan African country perspective.
Thunderbird International Business Review, 61(2), 169-181.


https://www.unh.edu/rosenbergcenter/franchise-indices
https://doi.org/10.1108/JKM-09-2017-0399
https://doi.org/10.25300/misq/2015/39.3.05

AFRICA JOURNAL OF MANAGEMENT (&) 371

Katz-Lavigne, S., & Kiggundu, M. N. (2019). African continental integration scholarly literature review:
Advances, gaps, and opportunities. Africa Journal of Management, 5(4), 303-331.

Khan, Z. (2016). Determinants of a successful cross-border knowledge transfer in franchise networks.
Journal of Asia Business Studies, 10(2), 148-163.

von Koch, C,, Ludvigsson-Wallette, M., & Nilsson, O. (2020). In search of corporate governance in
franchising. Journal of Marketing Channels, 26(3), 178-193.

Kistruck, G. M., Webb, J. W,, Sutter, C. J., & Ireland, R. D. (2011). Microfranchising in base-of-the-
pyramid markets: Institutional challenges and adaptations to the franchise model.
Entrepreneurship Theory and Practice, 35(3), 503-531.

Knott, J. H., & Miller, G. J. (2006). Social welfare, corruption and credibility. Public Management
Review, 8(2), 227-252.

Krueger, A. B. (1991). Ownership, agency, and wages: An examination of franchising in the fast food
industry. The Quarterly Journal of Economics, 106(1), 75-101.

Li, D., Wei, L., Cao, Q., & Chen, D. (2021). Informal institutions, entrepreneurs’ political participation,
and venture internationalization. Journal of International Business Studies. doi:10.1057/s41267-
021-00402-9

Liedong, T. A., & Frynas, J. G. (2018). Investment climate constraints as determinants of political tie
intensity in emerging countries: Evidence from foreign firms in Ghana. Management International
Review, 58(5), 675-703.

Liedong, T. A., & Rajwani, T. (2018). The impact of managerial political ties on corporate governance
and debt financing: Evidence from Ghana. Long Range Planning, 51(5), 666-679.

Littlewood, D., & Holt, D. (2018). Social entrepreneurship in South Africa: Exploring the influence of
environment. Business and Society, 57(3), 525-561.

Luo, Y. (2020). Adaptive learning in international business. Journal of International Business Studies,
51(9), 1547-1567.

Maciejewski, B., Jaana, M., Keely, E., Crowe, L., & Liddy, C. (2018). Social franchising: Scale and spread
of innovation in Canada. Health Policy and Technology, 7, 217-223.

Mamabolo, A., & Myres, K. (2020). Performance measurement in emerging market social enterprises
using a balanced scorecard. Journal of Social Entrepreneurship, 11(1), 65-87.

Market Overview. (2020, September 21). Rwanda-Commercial guide. Retrieved from https://www.
trade.gov/country-commercial-guides/rwanda-market-overview

McBride, J. (2015). Fundamentals of good social franchise design. Retrieved from https://www.
msaworldwide.com/blog/fundamentals-of-good-social-franchise-design/

Merrilees, B., & Frazer, L. (2006). Entrepreneurial franchisees have hidden superior marketing
systems. Qualitative Market Research: An International Journal, 9(1), 73-85.

Monteiro, L. F., Arvidsson, N., & Birkinshaw, J. (2008). Knowledge flows within multinational corporations:
Explaining subsidiary isolation and its performance implications. Organization Science, 19(1), 90-107.

Morgan, G., & Quack, S. (2005). Institutional legacies and firm dynamics: The growth and internatio-
nalization of UK and German law firms. Organization Studies, 26(12), 1765-1785.

Naatu, F., & Alon, I. (2019). Social franchising: A bibliometric and theoretical review. Journal of
Promotion Management, 25(5), 738-764. doi:10.1080/10496491.2019.1584777

Nielsen, U. B., Hannibal, M., & Larsen, N. N. (2018). Reviewing emerging markets: Context, concepts
and future research. International Journal of Emerging Markets, 13(6), 1679-1698.

Nkakleu, R., & Biboum, A. D. (2019). Governance and performance of strategic alliances in Africa: The
role of institutions. Journal of African Business, 20(2), 242-258.

North, D. (1990). Institutions, institutional change, and economic performance. Cambridge: Cambridge
University Press.

Olaniran, O. J. (2017). Barriers to tacit knowledge sharing in geographically dispersed project teams
in oil and gas projects. Project Management Journal, 48(3), 41-57.

Osabutey, E. L. C, & Jin, Z. (2016). Factors influencing technology and knowledge transfer:
Configurational recipes for Sub-Saharan Africa. Journal of Business Research, 69(11), 5390-5395.

Parboteeah, K. P., Seriki, H. T., & Hoegl, M. (2014). Ethnic diversity, corruption and ethical climates in
sub-Saharan Africa: Recognizing the significance of human resource management. International
Journal of Human Resource Management, 25(7), 979-1001.


https://doi.org/10.1057/s41267-021-00402-9
https://doi.org/10.1057/s41267-021-00402-9
https://www.trade.gov/country-commercial-guides/rwanda-market-overview
https://www.trade.gov/country-commercial-guides/rwanda-market-overview
https://www.msaworldwide.com/blog/fundamentals-of-good-social-franchise-design/
https://www.msaworldwide.com/blog/fundamentals-of-good-social-franchise-design/
https://doi.org/10.1080/10496491.2019.1584777

372 (&) J.J.IDDYETAL.

Paswan, A. K, D'Souza, D., & Rajamma, R. K. (2014). Value co-creation through knowledge exchange
in franchising. Journal of Services Marketing, 28(2), 116-125. doi:10.1108/jsm-09-2013-0254

Paswan, A., & Rajamma, R. K. (2016). Franchising, knowledge transfer, and development in emerging
markets. In K. Plangger (Ed.), Thriving in a new world economy (pp. 20-23). Cham: Springer Int
Publishing Ag.

Pratono, A. H., Marciano, D., & Jeong, B. G. (2018). Internationalization of social enterprise: Scaling up
the social innovation in indonesia. Paper presented at the The 2018 International Conference of
Organizational Innovation.

Ranucci, R. A., & Souder, D. (2015). Facilitating tacit knowledge transfer: Routine compatibility, trust-
worthiness, and integration in M & As. Journal of Knowledge Management, 19(2), 257-276.

Ringov, D., Liu, H., Jensen, R., & Szulanski, G. (2017). Replication and augmentation: A reexamination
of the replication dilemma. Academy of Management Proceedings, 2016(1). doi:10.5465/ambpp.
2016.12997

Rivera-Santos, M., Holt, D., Littlewood, D., & Kolk, A. (2015). Social entrepreneurship in Sub-Saharan
Africa. Academy of Management Perspectives, 29(1), 72-91.

Rosado-Serrano, A., Paul, J., & Dikova, D. (2018). International franchising: A literature review and
research agenda. Journal of Business Research, 85, 238-257.

Rottig, D. (2016). Institutions and emerging markets: Effects and implications for multinational cor-
porations. International Journal of Emerging Markets, 11(1), 2-17.

Saunders, B, Sim, J,, Kingstone, T., Baker, S., Waterfield, J., Bartlam, B,, ... Jinks, C. (2018). Saturation in
qualitative research: Exploring its conceptualization and operationalization. Quality and Quantity,
52(4), 1893-1907.

Scott, W. R. (2001). Institutions and organizations (2nd ed.). Thousand Oaks, CA: Sage.

Seawright, J., & Gerring, J. (2008). Case selection techniques in case study research: A menu of quali-
tative and quantitative options. Political Research Quarterly, 61(2), 294-308.

Shane, S. (2001). Organizational incentives and oorganizational mortality. Organization Science, 12
(2), 136-160.

Sieverding, M., Briegleb, C., & Montagu, D. (2015). User experiences with clinical social franchising:
Qualitative insights from providers and clients in Ghana and Kenya. BMC Health Services Research,
15(1), 49-66.

Siggelkow, N. (2007). Persuasion with case studies. Academy of Management Journal, 50(1), 20-24.

Smuts, E., Beckwith, S. C, Nkonyeni, N. Scheepers, E, & Bonnici, F. (2019). Silulo Ulutho
Technologies: African social enterprise driving inclusive business practice. Emerald Emerging
Markets Case Studies, 9(1), 1-24.

Su, C,, & Kong, L. (2020). The challenge of Chinese state-affiliated multinationals in benefiting from
foreign subsidiary knowledge transfer: A criticism of light-touch integration. Thunderbird
International Business Review, 62(3), 305-321.

Szulanski, G., & Jensen, R. J. (2008). Growing through copying: The negative consequences of inno-
vation on franchise network growth. Research Policy, 37(10), 1732-1741. doi:10.1016/j.respol.
2008.08.012

Tharenou, P., Saks, A. M., & Moore, C. (2007). A review and critique of research on training and organ-
izational-level outcomes. Human Resource Management Review, 17(3), 251-273.

Tracey, P., & Jarvis, O. (2007). Toward a theory of social venture franchising. Entrepreneurship Theory
and Practice, 31(5), 667-685.

Wang, P., Tong, T. W., & Koh, C. P. (2004). An integrated model of knowledge transfer from MNC
parent to China subsidiary. Journal of World Business, 39(2), 168-182. doi:10.1016/j.jwb.2003.08.
009

Weerakoon, C., McMurray, A. J., Rametse, N., & Arenius, P. (2020). Knowledge creation theory of
entrepreneurial orientation in social enterprises. Journal of Small Business Management, 58(4),
834-870.

Williams, C. C., & Shahid, M. S. (2016). Informal entrepreneurship and institutional theory: Explaining
the varying degrees of (in)formalization of entrepreneurs in Pakistan. Entrepreneurship and
Regional Development, 28(1-2), 1-25.


https://doi.org/10.1108/jsm-09-2013-0254
https://doi.org/10.5465/ambpp.2016.12997
https://doi.org/10.5465/ambpp.2016.12997
https://doi.org/10.1016/j.respol.2008.08.012
https://doi.org/10.1016/j.respol.2008.08.012
https://doi.org/10.1016/j.jwb.2003.08.009
https://doi.org/10.1016/j.jwb.2003.08.009

AFRICA JOURNAL OF MANAGEMENT (&) 373

Williams, N., & Vorley, T. (2015). Institutional asymmetry: How formal and informal institutions affect
entrepreneurship in Bulgaria. International Small Business Journal: Researching Entrepreneurship,
33(8), 840-861.

Yessoufou, A. W., Blok, V., & Omta, S. W. F. (2018). The process of entrepreneurial action at the base
of the pyramid in developing countries: A case of vegetable farmers in Benin. Entrepreneurship
and Regional Development, 30(1-2), 1-28.

Yin, R. K. (1989). Case study research: Design and methods (Vol. 5). Newbury Park, CA: SAGE
Publications.

Yin, R. K. (1994). Case study research: Design and methods (2nd ed., Vol. 5). Newbury Park, CA: SAGE
Publications.

Zidlkowska, M. (2018). Social enterprise scaling up strategy - franchise development. Studia i
Materialy, 26, 95-104.

Zoogabh, D. B. (2018). Institutional risk and firm performance in Africa: The moderating role of cor-
ruption control. Journal of Africa Business, 20(2), 242-258.

Zoogah, D. B., Gomes, E., & Cunha, M. P. (2020). Autochthonous management knowledge/ knowl-
edge management in Africa. Journal of Knowledge Management, 24(6), 1493-1512.

Zoogabh, D. B., & Nkomo, S. (2013). Management research in Africa: Past, present, and future possi-
bilities. In T. Lituchy, B. Punnett, & B. Puplampu (Eds.), Management in Africa: Macro and micro
perspectives (pp. 9-31). New York: Routledge.

Zoogah, D. B., Peng, M. W., & Woldu, H. (2015). Institutions, resources, and organizational effective-
ness in Africa. Academy of Management Perspectives, 29(1), 7-31.



	Abstract
	1. Introduction
	2. Literature Review
	2.1. Social Franchising
	2.2. Institutions in Africa
	2.3. Training in Social Franchising
	2.4. Institutions, Social Franchising and Training

	3. Method
	3.1. Research Design
	3.1.1. Case Selection
	3.1.2. The Alpha Social Franchise

	3.2. Data Collection
	3.3. Data Analysis

	4. Findings
	4.1. The Effects of Institutions on Knowledge Transfer
	4.1.1. Different Formal and Informal Rules Effects to Knowledge Transfer
	4.1.2. The Effect of Passive Ownership on Knowledge Transfer

	4.2. The Response to the Institutional Effects on Knowledge Transfer

	5. Discussion
	6. Conclusions, Implications, and Future Research
	6.1. Implications for Practice
	6.2. Limitations and Future Research

	Disclosure Statement
	Notes on Contributors
	ORCID iD
	References


<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles false
  /AutoRotatePages /PageByPage
  /Binding /Left
  /CalGrayProfile ()
  /CalRGBProfile (Adobe RGB \0501998\051)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.3
  /CompressObjects /Off
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.1000
  /ColorConversionStrategy /sRGB
  /DoThumbnails true
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 524288
  /LockDistillerParams true
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments false
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo false
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments false
  /PreserveOverprintSettings false
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Remove
  /UCRandBGInfo /Remove
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 150
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages false
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.90
    /HSamples [2 1 1 2] /VSamples [2 1 1 2]
  >>
  /ColorImageDict <<
    /QFactor 0.40
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 15
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 15
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 150
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages false
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.90
    /HSamples [2 1 1 2] /VSamples [2 1 1 2]
  >>
  /GrayImageDict <<
    /QFactor 0.40
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 15
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 15
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Average
  /MonoImageResolution 300
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects true
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile (None)
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /Description <<
    /ENU ()
  >>
>> setdistillerparams
<<
  /HWResolution [600 600]
  /PageSize [595.245 841.846]
>> setpagedevice


