	論文中文摘要：
	隨著自助服務技術(Self-service technology; SST)越來越普及，連鎖超商便利生活站的人數逐漸增加，自助服務對企業來說將會是未來發展的其中一個重點。本研究將結合期望不一致理論及品牌延伸理論來探討顧客使用SST行為的細節，提供企業一個透過SST通路提升品牌權益的參考模型。論文的模型主要在探討顧客期望不一致，顧客準備度，感知價值與SST滿意度之間的關係，進而影響到模型最終的品牌權益及個別回應，並透過結構方程模型(SEM)來驗證此關係是否存在。
經由網路發放問卷調查並利用SPSS及AMOS進行統計分析後，結果顯示顧客準備度及自助服務期望皆對感知價值有正向影響，然而自助服務期望對不一致無顯著影響，顯示使用者對連鎖超商便利生活站的使用並無期望不一致的情況，此外，自助服務滿意度對品牌權益有正向影響，因此本研究在結論部份建議，台灣使用者對便利生活站普遍滿意度高且未來無放棄使用便利生活站的想法，企業可透過SST通路提升其品牌權益同時也能提供更多元的服務。

	論文外文摘要：
	Annual sales through kiosks are rising annually and SSTs are said to be one of the “10 ideas that are changing the world”. With the growing population of SST users, SST channel becomes more and more crucial to firms. Replacing human service with machines has the opportunity to drastically cut costs by avoiding labor costs, enhance productivity and efficiency, provides consumers with new and convenient service channels. In this study, we combine brand extension theory and expectation disconfirmation theory to examine the details of SST consumer behavior for firms to elevate brand equity. The aims of the thesis are to examine the relationships between consumer expectation disconfirmation, consumer readiness and satisfaction, which eventually lead to brand equity and individual responses. In order to better understand how SST expectations and consumer readiness influence subsequent usage perceptions and outcomes, there will be a quantitative analysis of the questionnaires. We tested our hypotheses by using survey data, and our structural equation model exhibits a good fit. The result shows that consumer readiness and expectation eventually have positive influence on brand equity. This study provides firms with a better understanding of how consumer behavior of SST relate to brand equity. Implications of our research findings and suggestions for future research are discussed.


