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ABSTRACT
The sports industry has gradually become commercialized and has led many new industries in this fashionable trend in recent years.
One of them is fitness clubs — an industry of sports service. At a time when business owners swarm into this trend yet are not seeing
profitable rewards, fitness club owners are looking for the solutions to increasing sales volumes, and franchising is one that is most
efficient. Fitness chain is chosen as the research subject in this study, and the research method employed is different from ordinary
ones. The greatest difference is that there are two key phases in the process of collecting data. The first one is understanding the
different management control and coordination mechanisms that are used by interviewing the sales managers of fitness chains and
surveying these branch stores by using questionnaires. The second one is analyzing the influences that differences in the management
style of direct stores and franchise stores have on sales volumes. Related studies conducted in the past seldom approached this issue
from an angle of management control. In order to clearly point out the management strategies used by direct and franchise stores,
this study considers the variable of effects of management control mechanism and coordination mechanism on influencing chain
stores management. Lastly, through data collection and interviews, this study produces an original analysis and related advice for
business owners. The result of this study provides the references for the business owners who already have or are about to join the
fitness clubs industry, and allows related industries to grasp the advantage of vertical integration.
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