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ABSTRACT
The purposes of this research were as follows: 1. To investigate the differences between regular-chain and franchise-chain stores in a
food service chain. 2. To investigate the key success factors among both regular-chain and franchise-chain stores in a food service
chain; and, 3. To investigate the effect of the differing coffee culture of regular-chain and franchise-chain stores in a food service
chain on key success factors in operating performance. The subjects of this study were Starbucks and Zhen-Guo Coffeehouse. The
“ American” style Starbucks and the “ Japanese” style Zhen-Guo Coffeehouse began operating at the same time. Both are
trans-national operations, well-known enterprises that have made substantial contributions to Taiwan’ s coffee market. This study
used the following research methodology. 1. The researcher investigated and determined what headquarters saw as the key factors in
performance success. 2. Understand how participants in the study regarded the differences in attitude and conditions between
regular-chain and franchise-chain stores. 3. Understand how headquarters obtains information on operating efficiency, for example,
business volume and level of customer satisfaction. 4. Understand how differences in location and culture impact the research
objectives. Document collection revealed 7 key success factors in the coffee chain store industry: 1. Business location. 2. Marketing
plan. 3. Brand image. 4. Product quality. 5. Labor resources. 6. Customer management. 7. Controlled expansion. Additionally,
interviews revealed: 1. Capital inflows from shareholders. 2. Timing. 3. Company gives outlets a high degree of freedom. 4. Adapting
to the organizational changes that occur with rapid local growth.
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