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Vendor Stand in Traditional Market
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ABSTRACT
The traditional market is originally the main place where consumers buy the pork. But in recent years, it becomes very convenient to
purchase because the supermarket stand in great numbers. In addition, the government and businesses gave an impetus to frozen
and refrigerated pork, people have already accept frozen and refrigerated pork gradually. So there are more people buy pork in the
supermarket, this causes very great Impact on the pork vendor stand in traditional market. This research explores the influence of
consumer selection pork retailer with different “ Lifestyle” and“ Store Image” in the light of consumers. The questionnaires are
collected from people having purchasing ability in Changhua area. | have sent out 275 questionnaires, and got 240 available
samples. I conclude below from the statically analysis: 1. The almost people still selection the pork vender stand in the traditional
market to purchasing pork. 2.The top two common people’ measurements on the importance of store image of the pork vender
stand in the traditional market are: meat quality and sales, the unimportant is: price. 3. The common people’ s different lifestyle
would not effect he/she selection pork retailer and the image of the pork vendor stand in traditional market. So “ Lifestyle”
unsuitable for apply in the pork vender stand in the traditional market. 4. The store image of the pork vender stand in the traditional
market would effect the common people selection pork retailer.
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