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ABSTRACT
The global economy is not prosperous in the recent years, and so is the economy in Taiwan. While this time when every industry is
in a bad situation, and the employment rate remains always high; however, the industry in mobile sale grows positively, and it is not
affected by this bad economic condition. The franchising business is starting to grow, and even a small franchise dining car has its
own affection on bringing great profit. According to the report from the Department of Taiwanese Economy: the average daily profit
for small dining cars in traditional markets is around $NT 5000, and those on the streets is around $NT 4000. The profit combined
the previous two is even more than the total profit of TSMC, the leading company for IC technology, and it is also approaching to
the profit of the leading service company-Cathy Life. The street vendors have now become an important leading industry in Taiwan.
Below is the conclusion from my studyd The successful key factors for Chain Franchising are: 1. QualityO this is the basic factor for
a sustainable operation for an enterprised 2. Characteristic a strong image of characteristic can make a longer product life cycle
and less product substitution. 30J Brand image[] the key factor to attract customers and to remain loyal clients. 4. Interaction with
franchisee: franchisers and franchisee should interact and communicate with each other in order to have a longer lasting
relationship. 5. Innovation[] to keep on innovation in order to gain competitive advantages.
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