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ABSTRACT
This thesis presents two cases from beverage industry. The two cases are conducted by thorough interviews, referred to previous
documents, compared the data of the same trade, and analyzed by the case study method. Meanwhile, by using the steps and frames
of the development of new products, and by comparing and analyzing the factors which influence the chain store industry, six
conclusions are drawn as follows : 1.The price competition among the different systems of beverage chain stores will become more
and more violent, so the owners of chain stores should improve the quality of their products in order to survive the market. 2.When
the number of franchisers is increasing, both franchisees and franchisers should coordinate and cooperate with each other . Thus,
they both can grow together, get benefit mutually and run the business forever. 3.Creative products and high quality service are the
core of competition power of beverage industry. Therefore, customers' satisfaction and the R&D of new products should be paid
most attention to. 4.Each franchise system of beverage industry should have its own unique and consistency in order to differentiate
itself from other systems. 5.Franchisers should establish a complete set of product development system and get involved in it actively
to keep their business going . 6.1n the future, competiton chain stores will be replaced by competition chain store systems. Hence, the
headquarter of each franchise should make sure its position in the marketplace, promote the image of its product and speed up the
R&D of its new products.
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