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ABSTRACT

This study explores the factors that affect convenience store customer satisfaction,
constructs a customer satisfaction measurement model of convenience store, and proposes some
suggestion and competitive strategy for firms. In an empirical study on five convenience stores
around Nan-Tai Technology College, the major findings are 1 16~25 yearsold students are
the most important consumers of convenience store. 2  In astrong competitive market, except
few items, there isn't a significant variance between customer expectation and perceived
performance of convenience store. 3 The five dimensions that affect convenience store
customer satisfaction are service attitude, service equipment, service content, service price, and
convenience. Among of them, service attitude has the highest variance explaining ability of
customer satisfaction, service content is the second. 4 In customer satisfaction measurement
model of convenience store, gap of performance and expectation has a positive effect on customer
satisfaction. Moreover, customer satisfaction has a positive effect on rebuy intention, recommend
intention, and price tolerance. 5 There is a significant variance of customer satisfaction
among five convenience stores. 6 There is a significant variance of customer satisfaction
among different sex of consumers, but there isn’t a significant variance of customer satisfaction
among different age, profession, education, family income, and allowance of consumers.

Key words Convenience Store, Customer Satisfaction, Competitive Strategy.
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