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ABSTRACT

The convenience store in Taiwan was grown up from 80’s, now become the most serried area of catena convenience store in the

world. Under the gradually saturated condition, the customer’s satisfaction becomes more important at each system. The

marketing strategy of each system will be an important factor to affect customer’s satis-faction. The purpose of this research is to

analyze the connection between the marketing strategy and the customer’s satisfaction of convenience store, this research use the

Paired-Samples T Test and the Important-Performance Analysis (Published by Martilla and James, 1977) to analyze the importance

and the satisfaction of marketing strategy affect customer’s perception between different catena convenience store, the research

result can provide to the proprietor of the convenience store to be a basis or consult when they are formulate the marking strategy in

the future. This research choose the Convenience Sampling way, has 487 Effective samples, the result as follow:1.The cus-tomer

mostly is female; 21-30 years old is the most; level of education mostly is univer-sity diploma; average month income below 20000

Taiwan dollars is the most. About the customer purchase habit, 1-2 times per week and each time purchase 51-100 Taiwan dollars

and 1-2 kind of goods is the most.2.The customer’s satisfaction of the convenience store’s marketing strategy, the 7-11 got the

highest ratio and the follow were Family Mart, OK Mart and Hi-Life convenience store.3.There has Significance Difference

between the expect importance in advance and the satisfaction after experience of convenience store.
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