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ABSTRACT
Store environments is an essential marketing issue to retain existing customers and attract new ones. It is affecting customer
satisfaction. According to the research setting in this study, we conceptualize store environments as three dimensions. Furthermore,
store environments affects customer satisfaction .
Our respondents were consumers who have experiences of shopping at sports equipment stores in Taichung. We developed four
hypotheses in this study, whose ra-tionales were based on previous studies available in the extant literature. The technigue of
regression analysis was used for the hypothesis testing. The empirical findings indi-cate that store environments has positive effects on
customer satisfaction
The results of this study may provide managers to understand more of how store environments affects customers’  satisfaction.
Managerial implications were recom-mended to managers about the relationships of the development of store and potential sales.
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