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ABSTRACT

Taiwan’s franchise chain industry had great development after government’s guidance and assistance. Under the situation of

tense competition in the market, how to use good partnership to get competitive advantage in the competitive market is a worthy

studying topic. There were many references studying with partnership these years but most of them concentrated on supply chain

not in franchise system. Among these references, the organization distance could affect the closeness extent of two organizations and

then efficiency of partnership. So this research is targeted at the franchise system in coffee chain industry. The main purpose of this

research is to find out whether or not different management types have different organization distance and also whether or not bring

out the different partnership efficiency. The major finding of this research proves that different management type would affect the

partnership. So in order to increase the franchise companies’ efficiency they should intense internal culture, strategy vision, and

management system, in this way shorten the closeness of management distance.
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