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ABSTRACT 

 
 

After over seventy-five years of development, the home appliance 
industry in Taiwan is a mature market. However, sales channels are still 
evolving and include traditional community appliance stores 
chained appliance stores, hyper wholesale shops and web shops for on-line 
ordering. The competition of the sales channels is fierce among all kinds of 
selling approach. The study is based on “Push-Pull-Moor” (PPM) theory to 
develop a research model to investigate the factors keeping consumers 
continually patronize traditional community appliance stores. The findings 
showed that the traditional appliance stores are still preferred by locals due 
to its strongest mooring effect of switching costs, even under the pushing 
force effect of poor store image and strong competitors' attraction pulling 
force effect. This study concluded three recommendations for the 
operational reference of traditional appliance stores.  
1. Developing of the advantage of remanding service  
2. The re-evolution of the store image  
3. Integration of on-line and off-line  
Key word Store Image, Alternative Attractiveness, Switching Cost, Age 
Grouping, Gender Grouping, Switching Intention 
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