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ABSTRACT
7-11 chain stores had adopted the low price strategy in attempt to gain market share in the fast food industry. Since August 2004,
7-11 had been promoting conveniently packaged hamburgers to attract consumers. Although this low price strategy was well
received by consumers as indicated by the sales volume, this indication did not show the actual consumptive motivation and quality
satisfaction. The purposes of the research were to survey and analyze the consumptive motivation for these hamburgers, and to
determine whether there is a relationship between consumers’ expectation and satisfaction. The data were collected by investigating
from consumers at Chia-Yi City's 7-11. The effective respondents were 381 papers. Methods of analysis were including descriptive
statistics, t-test, ANOVA, Scheffe post hoc, Pearson's correlation, and importance-performance analysis. The results indicated that
(1) Age, education level, and profession, affect consumption expectation, satisfaction, and motivation. Gender, and income level have
significant impact on consumer expectation and satisfaction. Marital status showes significant impact on consumer satisfaction; (2)
Advertisements significantly influence consumer expectation and satisfaction. Also, as product categories and price increase, so does
consumer expectation; and (3) The importance-performance analysis provides an in-depth overview of the relationship between
consumer expectation, satisfaction, and motivation. Several suggestions were made for future studies and promotion strategies.
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