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ABSTRACT
Franchising has seen more than 10 years of high growth and is reaching maturity facing conditions of full competition within the
economy. During the last few years of economic ups and downs, coffee chain stores emerged in the marketplace. Many world known
groups such as “ starbuck” “ spinelli” and“ coffee bean O tea leaf” joined the competitors developed their stores quickly with
their strong financial background and support. How do you evaluate these chain stores and which one is worthy of joining? What are
the factors that affect the economic success of these organizations? In this study, we will discuss the following issues when answering
these vital questions: (1) The Scale of Operations of the Chain Store: Regular Chain [0 Franchise Chain (2) Operating Efficiency:
Return of InvestmentO Productsd Square Efficiency. (3) Globalization (4) Company Capitalization (5) Franchise Conditions and
Contracts. (6) Internal Organization: Such as Human Resource,Information systems, Delivery Centers, Imaginations and
Innovation, Financial Support and Standard operating procedures.
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