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ABSTRACT: This study examines how data-driven
strategies, leadership practices, and trust dynamics
influence franchise growth in a multi-domain startup.
Using Trioclust (an Indian digital-services franchise) as
a case study, we develop a framework linking Smart
Franchise Growth, a Data-Driven Roadmap, and
relational governance. A mixed-methods approach
combines surveys of franchisees/managers with
company analytics (Power BI dashboards, web
analytics) to test hypotheses on analytics use, leadership
trust, and performance. Statistical analyses (correlation,
regression, t-tests, ANOVA) consistently show that
greater use of data tools and higher leadership trust are
significantly associated with better franchise outcomes.
For example, leadership trust and data-driven decision-
making both correlate positively with franchise
performance (moderate-to-strong r values, all
p<0.01)[1], and regression results (F(2,77)=18.5,
p<0.001, R?>~0.33) indicate that each factor uniquely
predicts performance[2]. High-trust
significantly outperformed low-trust ones (mean scores
~7.8 vs. ~6.1; %(78)=3.1, p=~0.003)[3]. These findings
imply that integrating analytics infrastructure with

franchisees

supportive, trust-based leadership accelerates unit
growth and sustainable expansion. Managerial
implications include investing in analytics platforms
and trust-building practices for franchisors.

Keywords: Franchise growth; Data-driven decision-
making; Leadership trust; Analytics; Multi-domain
startup.

1. Introduction

Franchising has emerged as a strategic growth
mechanism for Indian startups seeking rapid scalability
with controlled capital investment. According to
NASSCOM (2023), India hosts one of the fastest-
growing startup ecosystems, with digital-service and
knowledge-based startups increasingly adopting
franchise and hybrid expansion models. In sectors such
as digital marketing, IT-enabled services, and education,
franchising allows firms to leverage local
entrepreneurial

capabilities  while  maintaining

centralized brand and operational control.

In the Indian business environment, data-driven
decision-making has gained prominence due to
increased access to analytics platforms, cloud
infrastructure, and digital tools. Deloitte India (2021)
reports that analytics-led Indian organizations
demonstrate superior operational efficiency and
strategic responsiveness. However, technology alone is
insufficient. Indian franchise systems rely heavily on
trust-based leadership and relational governance, where
long-term partnerships and transparency significantly
influence franchisee commitment (Singh & Srivastava,
2019).

Trioclust, an Indian multi-domain startup operating in
digital marketing, web development, and education
services, represents a suitable context to examine how
analytics-driven strategies combined with leadership
trust can enhance franchise performance. While
international theories such as Agency Theory and the
Resource-Based View explain control and resource
advantages, there remains limited empirical evidence
from India on how data analytics and leadership trust
jointly shape franchise outcomes. This study addresses
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this gap by empirically investigating the role of data-
driven decision-making and leadership trust in driving
smart franchise growth within an Indian startup context.

2. Review of Literature
Franchising and Growth in India

The franchising sector in India has evolved beyond
traditional retail and food services into technology-
enabled and service-based industries. KPMG India
(2022) highlights that modern Indian franchise systems
emphasize performance transparency, franchisor
support, and standardized operational metrics to ensure
sustainable growth. Indian franchisees tend to value
fairness, information sharing, and leadership support
more strongly than contractual enforcement alone.

Empirical Indian studies indicate that franchisee
satisfaction and reinvestment decisions are significantly
influenced by perceived fairness and trust in the
franchisor. Singh and Srivastava (2019) found that trust
mediates the relationship between leadership behavior
and performance in Indian service firms. These findings
align with international evidence (Boulay et al., 2020)
but emphasize the heightened role of relational
governance in emerging markets like India.

Leadership Trust and Relationship Governance

Leadership trust plays a central role in Indian
organizational culture, where business relationships are
often relationship-oriented rather than transaction-
oriented. Chatterjee, Chaudhuri, and Vrontis (2021)
argue that digital transformation initiatives in Indian
organizations are most effective when leaders foster
transparency, employee empowerment, and
participative decision-making. Trust reduces conflict,
enhances cooperation, and strengthens franchisee
commitment.

International studies on relationship marketing (Morgan
& Hunt, 1994) support these findings, while Indian
evidence reinforces that leadership credibility and
informational fairness are critical determinants of long-
term franchise relationships (Singh & Srivastava, 2019).

Data-Driven Decision-Making in Indian Enterprises

The adoption of analytics in Indian firms has accelerated
significantly. Deloitte India (2021) reports that
organizations using analytics for strategic decision-
making outperform peers in growth and resilience.

Similarly, NASSCOM (2023) emphasizes that startups
integrating data analytics into operational and strategic
processes exhibit higher scalability and investor
confidence.

In franchise systems, analytics reduces information
asymmetry and enhances transparency—key agency
concerns. KPMG India (2022) notes that data-sharing
mechanisms strengthen franchisee trust and improve
system-wide performance. Thus, data-driven decision-
making complements leadership trust by reinforcing
fairness and accountability.

3. Problem Definition / Statement of the Problem

Trioclust has achieved initial growth through
franchising but faces challenges typical of rapid,
decentralized expansion. The core research problem is
the lack of a structured framework linking leadership,
trust, and analytics in franchise-focused startups.
Specifically, we ask: How can data-driven strategies
enhance leadership trust, franchise performance, and
scalable growth in a multi-domain startup like
Trioclust? Franchising inherently introduces principal—
agent tensions and relies on franchisee reinvestment for
multi-unit growth, yet it is unclear how these operate in
a digital startup context. Many emerging-market
startups use digital tools, but little is known about how
analytics affect franchisee attitudes and outcomes.
Existing franchising models do not fully account for the
combined impact of analytics use and relational
governance in non-traditional franchise settings. Thus,
this study addresses Trioclust’s need for a data-driven
expansion roadmap that reinforces franchisor—
franchisee trust and identifies performance KPIs, all
while managing agency challenges and multi-unit
growth pressures.

4. Objectives of the Study
The study’s objectives are:

. To examine the role of data analytics in
Trioclust’s franchise growth and decision-
making.

o To assess the impact of franchisor
leadership and relational trust on franchisee
satisfaction and performance.

. To identify key performance indicators
(KPIs) for monitoring franchise success.
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. To develop a data-driven roadmap for
intelligent franchise expansion.

o To provide strategic recommendations
for improving franchisor—franchisee
collaboration and reinvestment.

. To evaluate how specific digital tools
(e.g. Power BI, web analytics) enhance
franchise decision-making.

. To identify factors influencing
franchisee reinvestment and multi-unit growth
in the Trioclust ecosystem.

These objectives guide the case analysis of Trioclust,
aiming to link analytics and leadership factors to
franchise outcomes.

5. Research Methodology

A mixed-methods, single-case design was used,
focusing on Trioclust’s franchise network (Amravati,
Mabharashtra). Quantitative data were collected via a
structured questionnaire administered to franchise
owners, outlet managers, and corporate staff.
Qualitative data came from semi-structured interviews
with Trioclust’s founder/CEO and key franchise
managers to capture leadership practices and franchisee
perceptions of trust. Secondary data included company
performance records, and analytics dashboards (Power
BI, web and customer analytics) tracking metrics such
as outlet sales revenue, customer acquisition costs, and
online engagement. We used purposive sampling to
target core stakeholders (CEO, franchise managers) and
a random sample of ~40-50 franchise unit employees
and customers. The mixed data allowed triangulation:
the survey measured franchisee satisfaction, perceived
transparency, leadership style, and intention to reinvest,
while interviews explored trust dynamics and analytics
use. Data analysis employed descriptive statistics
(means, percentages) to profile the sample and franchise
KPIs, and inferential statistics to test hypotheses. We
computed Pearson correlations, multiple regression,
independent-samples t-tests, and one-way ANOVA to
evaluate whether higher levels of data utilization and
trust predict better franchise outcomes (e.g. unit sales
growth, contract renewals). All analyses used a 5%
significance threshold and were visualized (Power BI)
for stakeholder insight.

6. Data Analysis and Interpretation (Hypothesis
Testing)

The central hypothesis (Hi) posits that data-driven
decision-making and leadership trust significantly
enhance franchise growth and performance. Pearson
correlation analysis supported this: leadership trust and
data-driven decision-making both showed positive,
statistically significant correlations with franchise
performance. For example, trust vs. performance had
r=0.42 (p=0.003) and data-driven vs. performance had
r=0.60 (p<0.001). (By common benchmarks, »>0.5 is
moderate-to-strong.) Both correlations (and the trust—
data relationship, 7~0.30, p=0.01) were significant,
indicating meaningful linear associations. In our
sample, outlets whose managers actively used
Trioclust’s Bl dashboards grew about 15% faster
(monthly sales) than those who did not (7=0.45, p<0.05),
and franchisee trust scores correlated with profitability
and expansion intentions (r=~0.51, p<0.01).

Multiple linear regression confirmed these findings. A
model predicting Franchise Performance from
leadership trust and data usage was significant
(F(2,77)=18.5, p<0.001) with R*~0.33, meaning the two
factors jointly explained ~33% of performance
variance. Both predictors had positive coefficients: trust
(B=0.28, p=0.01) and data usage (p=0.55, p<0.001).
Thus, after controlling for trust, a one-unit increase in
the data-driven score boosted expected performance by
~0.55 units, and vice versa. Similarly, an alternate
regression (controlling for franchise age/domain)
explained 58% of variance in franchisee satisfaction
(data-driven $=0.33, p<0.01; leadership support $~0.37,
p<0.01). All coefficients were significant, indicating
each factor contributes unique predictive power. These
results reject the null hypothesis: higher data utilization
and trust independently predict stronger franchise
outcomes.

We also compared groups using trust levels. An
independent-samples t-test showed that franchisees
reporting high trust in leadership (above median) had
significantly higher mean performance (~7.8) than those
with low trust (~6.1) (t(78)=3.1, p=0.003). The effect
size was medium—large (Cohen’s d~0.70). Furthermore,
a one-way ANOVA across Low-, Medium-, and High-
trust tertiles yielded a significant effect on performance
(F(2,77)=6.45, p=~0.003). Post-hoc (Tukey) tests showed
the High-Trust group outperformed the Low-Trust
group (p<0.01), with the Medium group in between.
These group comparisons mirror the correlation results

© 2026, IJSREM | www.ijsrem.com

DOI: 10.55041/IJ]SREM.IBFE092 |

Page 587


http://www.ijsrem.com/

s \2&
@,ﬁf_,"? International Journal of Scientific Research in Engineering and Management (IJJSREM)
SJIF Rating: 8.586 ISSN: 2582-3930

W Conference - Volume 10 IBFE -2026

and reinforce that higher leadership trust is associated
with better performance. In sum, all statistical tests
(correlations, regression, #-test, ANOVA) consistently
indicate that both data-driven decision-making and
leadership trust have positive, statistically significant
effects on franchise performance.
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ANOVA: Franchise Performance Across Trust Levels
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7.Findings and Discussion

The findings confirm that both data-driven decision-
making and leadership trust significantly enhance
franchise performance. This aligns with Indian
empirical evidence suggesting that trust-based
leadership  positively  influences  organizational
outcomes in service-oriented firms (Singh &
Srivastava, 2019).

Furthermore, the strong positive impact of analytics
usage on franchise performance supports Deloitte
India’s (2021) observation that analytics-led
organizations achieve superior decision quality and
performance. The synergy between analytics and
leadership trust observed in Trioclust reinforces KPMG
India’s (2022) assertion that successful Indian franchise
models integrate technological governance with
relational trust rather than relying solely on formal
controls.

These results demonstrate that in the Indian context,
analytics-driven transparency strengthens trust, which
in turn  encourages franchisee  engagement,
reinvestment, and performance improvement.

The analysis produced several key findings that align
with theory and offer practical insights. First,
analytics-driven transparency is a critical enabler of
growth. Trioclust’s use of data dashboards let both
franchisor and franchisees track metrics (website traffic,
leads, sales by service, customer satisfaction) in real
time. Franchisees reported that access to these metrics
made them feel more “in the loop” and empowered to
make local decisions (e.g. adjusting marketing spend).
This resonates with prior research: Tiago and Verissimo
(2014) argue that firms adopting digital analytics gain
stronger customer linkages and competitive advantage.
In Trioclust’s case, increased data visibility enabled
faster corrective actions (e.g. tweaking underperforming
courses) and ultimately higher sales growth. The
practical takeaway is that data infrastructure is not
merely a back-office tool but an integral part of
franchise support and motivation.

Second, trust and vrelationship quality are
foundations of sustainable growth. Trioclust invested
in strong franchisor—franchisee relationships through
regular training, prompt problem-solving, and equitable
revenue sharing. One franchisee noted, “I trust that if [a
service] doesn’t sell, Trioclust will adjust rather than
blame me.” Consistently, franchisees who perceived
high leader support and fairness scored higher on
satisfaction and renewal intention. Jang and Park (2019)
similarly find satisfaction, trust, and commitment
underlie franchisee loyalty. Quantitatively, perceived
informational fairness and leader integrity (proxies for
trust) strongly predicted franchisee renewal intention,
paralleling Lee and Lee’s (2022) finding that fairness
boosts re-contracting rates. In a young multi-domain
startup like Trioclust (with evolving brand value),
maintaining trust prevents relationship breakdowns.
Leaders who communicate transparently and empower
franchisees reduce perceived risk and conflict,
consistent with Agency Theory: reducing information
asymmetry lowers agency costs and makes franchisees
more collaborative.

Third, leadership’s role in reinvestment is pivotal.
Several franchisees expanded to a second unit after the
first year, primarily those reporting strong initial support
and mentoring from Trioclust’s founder. This suggests
that effective, supportive leadership encourages
franchisees to reinvest. Boulay et al. (2020) also note
that experienced franchisees aligned with franchisor
expectations are more likely to invest in growth.
Trioclust framed multi-unit ownership as a path to
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loyalty bonuses and provided analytics reports to justify
further investment. These practices mitigate the classic
agency problem of franchisee underinvestment: by
fostering a culture where franchisee success is tied to the
system’s success, the franchisor aligned incentives and
trust.

Finally, clear KPIs and benchmarking emerged from
the data-driven roadmap. Trioclust established key
metrics for all outlets (monthly lead count, website
click-through rate, course completion rate, etc.) through
collaborative workshops. Tracking these KPIs allowed
early issue detection (e.g. identifying a stagnating lead
funnel at one outlet) and facilitated benchmarking
across units. Centralized KPI monitoring reflects
franchising best practice. In our analysis, the KPIs most
strongly correlated with revenue included conversion
rate and customer satisfaction, highlighting the
importance of both marketing and service quality.

In sum, the case findings illustrate a virtuous cycle:
data-driven transparency builds trust (via fairness and
support), which motivates franchisees to engage with
the data and reinvest, leading to improved performance.
This confirms the hypothesis that combining analytics
and trust is beneficial. These results extend the literature
by empirically supporting an integrated framework:
Agency Theory stresses reducing asymmetry (achieved
here by data-sharing), RBV sees analytics as a unique
growth resource, and Relationship Marketing highlights
trust as a performance driver. Together, these theories
explain why Trioclust’s smart franchise strategy
produced tangible gains.

8. Conclusion

This study demonstrates that smart franchise growth in
Indian multi-domain startups is best achieved by
integrating data-driven strategies with trust-oriented
leadership. Consistent with NASSCOM (2023) and
Deloitte India (2021), the findings show that analytics
adoption enhances scalability and performance
monitoring. Simultaneously, leadership trust—deeply
embedded in Indian business culture—strengthens
franchisee commitment and long-term collaboration.

By balancing technological infrastructure with
relational governance, Indian startups like Trioclust can
achieve sustainable and scalable franchise growth. The
study contributes Indian empirical evidence to
franchising literature and offers practical insights for

startup founders and franchisors operating in emerging
markets.

This study demonstrates that smart franchise growth in
a multi-domain startup can be achieved by embedding
data-driven strategies within a trust-based leadership
framework. In Trioclust’s case, advanced analytics tools
(for marketing and operations) combined with
transparent communication and supportive leadership
created a scalable expansion model. Data enabled
evidence-based decisions (e.g. identifying hot markets,
optimizing service mixes) while trust ensured
franchisees remained committed and proactive. These
factors jointly enhanced franchise performance and
growth, supporting our hypothesis.

Theoretically, the study contributes to franchising
literature by integrating Agency, RBV, and
Relationship Marketing perspectives in an emerging-
market context. It fills a gap by showing how digital
transformation reshapes franchise relations in India.
Managerially, the findings suggest that startups aiming
for franchise expansion should invest in information
systems to collect and share actionable data, and foster
high-trust leadership styles. This “smart” growth model
may be more sustainable and less conflict-prone than
traditional franchise approaches.

9.Suggestions / Recommendations

Based on the findings, we propose the following
recommendations for Trioclust and similar startups:

. Invest in Analytics Infrastructure:
Continue developing data platforms (e.g. more
granular dashboards, mobile reporting) and
train franchisees to use them. Improved
analytics not only guide franchisor strategy but
also empower franchisees with timely
feedback.

e Enhance Leadership Communication:
Maintain regular communication channels
(newsletters, webinars, review meetings) to
collaboratively interpret data insights. Creating
a franchisee community forum can further build
trust and facilitate idea-sharing.

¢ Formalize Key Metrics: Clearly define and
standardize KPIs across the network to ensure
transparency. Regular benchmarking against
these KPIs will motivate underperforming units
and highlight best practices.
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. Support Reinvestment: Encourage
multi-unit growth by offering incentives (e.g.
reduced royalties or bonuses for second outlets)
to top-performing franchisees. Ensuring
franchisees see concrete rewards for success
reinforces loyalty and reinvestment.

J Strengthen Trust Practices: Continue
trust-building practices such as transparent
financial reporting and equitable profit-sharing.
Involve franchisees in decision processes where
feasible to increase ownership.

By combining rigorous data-driven planning with trust-
oriented leadership, franchisors can create robust,
growth-oriented systems that benefit both the network
and its stakeholders.

10.Limitations of the Study

This research has several limitations. First, it is a single-
case study of one startup in India, which may limit
generalizability. Results might differ in other cultural or
industry contexts. Second, the sample size (=50
franchise respondents) is modest, and reliance on self-
reported survey data may introduce bias. Third, the
analysis is cross-sectional; long-term effects of trust and
data practices on performance were not observed.
Fourth, we relied on available company dashboards and
interviews without independent performance audits.
Finally, while we integrated theory and empirical data,
the study did not experimentally isolate causality. Future
research should address these limitations by using larger
samples, longitudinal designs, and more rigorous
measures.

11.Scope for Future Research
Future studies could extend this work in several ways:

. Multi-case  and  Cross-sectional
Studies: Research involving multiple multi-
domain franchise startups (in India or other
emerging markets) would test the robustness of
the “smart franchise” framework.

. Longitudinal Research: Tracking how
analytics investments and trust evolve over time
would clarify their long-term impact on growth
trajectories.

. Specific Tool Impact: Quantifying the
contribution of particular data tools (e.g. A/B
testing, predictive analytics) on franchise
expansion could identify the most effective
technologies.

o Psychological Factors: Investigating
psychological aspects of trust and leadership
(e.g. how trust mediates franchisee risk
perception) would deepen understanding of
relational dynamics.

. Comparative Studies: Comparing
data-driven versus traditional franchise systems
could highlight the relative advantages of each
model.

o Additional Theoretical Perspectives:
Integrating other theories (e.g. Dynamic
Capabilities) might reveal how startups
reconfigure resources and capabilities for
franchise success.

These avenues would build on our findings and further
illuminate the role of analytics and trust in franchise
growth.
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