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ABSTRACT
The great difference in business management between franchised alliance and conventional business lies in the application of the
franchise good will and its know-how to make it an effective enterprise strategy. On the other hand, franchised store uses its
consistent service and quality guarantee to attract customers. That is the only way to operate the retail business. Rapid development
of franchised stores has been widespread in practically every service industry and that has brought forth worries of the intermingling
of good and bad in the system. With the ever-increasing fierce competition in the marketplace, the risk of managing a franchise has
likely faced the same predicament. If any franchise system wants to come out ahead in such a highly competitive environment, one
must explore how foreign franchise system has operated in order to seek the successful factors for success. Under the influence of
international trend of franchised operation, the most prevalent activities in franchise system has been in the retail business, given the
economy of Taiwan today. As such, this study is focused on the operation of franchised convenient stores in Taiwan as its main
subject, exploring the correlation and difference in management and operation among the franchised systems to be served as
conditions for evaluation once the franchised system is to operate overseas. Owing to rapid transmission of information and changes
in consuming habit, the trend of competition in the franchised industry in future tends gradually to become competition among the
franchised systems. How to come ahead of others in such a competitive environment depends on continuous strengthening of the
product positioning, elevation of brand name image, acceleration of innovation and R&D of product, innovative marketing service
and uninterrupted efforts and reform by the franchise headquarters. Only in so doing, the franchised business can expect to maintain
a steady growth.
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