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Exploratory Research on the Transformation Development

Stages of Local Franchise Business in Thailand
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Abstract

This research aims to study the
transformation of local franchise business
in Thailand, the decisions of organizations
based on relevant business attributes and
the factors influencing development at
various stages.

A survey on 83 Thai franchise
businesses is conducted. Questionnaires
are used in data collection. The
questionnaire is systematically structured
to gather information on business
attributes such as organization structure,
operation processes, etc. Then, statistical
analysis is carried out to find the correlations
between the business attributes and the
franchise organization transformation.

References are made to Transaction
Cost Theory, Agency Theory, Resource Scarcity
Theory, Franchise Life Cycle concepts and
other studies in the summary of changes
in franchise business management, taking
into account the correlations between the
organization development stages and
business attributes. The findings will be
incorporated in the strategic planning
for the expansion of franchise business
and organization development to ensure
transformation in the right directions in all

stages.
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