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Introduction
According to Maslow, (1954), people are encouraged to acquire certain needs and some of these needs precede others. He stated that the needs for physical survival are the most important and the come before any other need. Therefore the measure to which this needs are satisfied is its potential. For one to satisfy the other needs, for example, safety needs requires to first satisfy the needs which has higher potential. 7-Eleven refines the business strategy to take advantage of their widely recognized brand and to leverage the size, technology and people, and the successful factors of 7-Eleven including the following key elements: Information technology, provide 7-Eleven with a competitive edge. 
7-Eleven fresh food program continues to evolve and in this category represents a tremendous opportunity, as food-to-go increases in popularity. Finally, a major success factor of 7-Eleven is the development of new stores and continues to be a major initiative. Accordingly it opened 120 new stores in the United States and. With reference to the 7-Eleven company which started as a hawking company has shown that when the basic needs are satisfied to climb up the ladder of Maslow’s hierarchy of needs is very easy. This company was started by John Jefferson by selling eggs, milk and bread with permits from Scotland’s found directors. It then proceeded in selling of ice blocks that were used to refrigerate food in homes. The company expanded from a twelve hour to a twenty-four hour operating company whereby it become so busy and its growth was assured. The 7-eleven grew till it met its mission of meeting the needs of convenience oriented customers with provision of a wide selection of fresh and quality products and services at fair prices, friendly shopping environment and easy transactions, (Sims, 1987).
Market financial force and economic forces refers to those forces include factors like; demographic changes, monetary policies, employment, and the inflation rate which evaluates the condition of the competitive environment through which an institution or a company operates. These factors affects the outcome of institutions marketing activities through examining the amount and strength of need for its products. In connection to these factors, the 7-Eleven company falls under their effect. For instance its quality goods and services, faster transactions made the company to expand too many parts of the world by opening many branches all over. To the countries with high population growth the company earns high wages. In Indonesia young people lacked places to hang out, eat or drink, the 7-Eleven company adopted a unique business model in the country. Where it supplied the small markets there with cheap foods which was ready to consume and they also kept to seek for an outdoor space for recreation in city especially where the traffic jams restrict movements. Another market financial force that affects 7-eleven country is low book value, that is, stocks that are below average tent to outperform the when in market. Cheap stocks are made to attract customers, and takes very large portfolios of low price. Neglected stock is also another bother in idea that the companies already discovered by investors, the stocks must outperform. The 7-Eleven has an advantage of vertical zoning. This means that there are always people coming and others moving out due to the inflation, (Podobnik & et al, 2009).
 Even though the retail shop business are very sensitive, they are the best opportunities to make high profits. For example comparing Manhattan in New York and Taiwan, in the first case the places is deserted outside the office hours but that it is not the case for Taiwan. Customers in Taiwan did not like waiting and therefore 7-Eleven was the savior. Political and legal forces are personalities or group parties which influence political stability and economic growth of a country through actions or speeches. The 7-Eleven stores are affected by political forces. Since 7-Eleven stores are established and are famous all politicians wants to be associated with it so that the can in turn obtain financial support from the stores. This is evident by Keith Jones-the 7-Eleven senior director of the government affairs who confesses that their franchisees want them to participate in politics to support politicians who are supportive of small business and retail. Through politics in turn the 7-Eleven stores acquires freedom of press, rule of law and high levels of bureaucracy and corruption. The also enjoy tax policy such as tax reliefs and waives and trade and tariff controls, (Theodore, 2001).
According to Sorrells, (2015), sociocultural forces are large scale factors which are driven by culture and society and affect behavior, thoughts and feelings. 7-Eleven use sale promotions to improve sociocultural interactions which organizes and increase the sales volumes. The also use free gifts by use of a stamped or marked card such that if customers card is full and can change it to product key or cash rewards. Environmental forces refers to the external factors such as weather and climate changes. These affects the stores in countries like Taiwan in which there are no free recreation places in times of bad weather. Market is getting very competitive, pressure on both revenue and margin 7-Eleven needed to cut its operating costs substantially, expand the range of its products and services, increase the freshness of food items. 7-Eleven had always been vertically integrated, controlling most of the programs in its value chain started a business review aimed at improving operations, regenerating competitive advantage, and perhaps divesting a few noncore businesses. The core of the business, was merchandising skill, pricing, positioning and promotion, ready-made food, and sundries for consumers driving cars. Company operated its own distribution network, delivered its own gasoline, made its own candy. It even owned the dairy cattle that produced the milk it sold. Managers were required to do lots of things like maintenance, credit card processing, payroll, and IT systems management. They realize that the company could be best-in-class in every one of those functions.


Conclusion
The trips by the businessmen from Taiwan are of great importance to the economic growth and expansion of their stores as it is a way of exploring. This is evident when after the 2011 trip, the business people gave out the findings of the trip and could compare and contrast the difference consumer levels in different countries. 7-Eleven is navigating online way of ordering, delivery and supply programs.
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