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David and Goliath: How traditional markets could beat supermarkets in the 

global world 

 

Abstract 

Traditional markets are facing a great challenge to survive nowadays as they 

are competing business with supermarkets which are operated by corporate 

companies. Hence, this research explores customers’ decision when 

considering traditional markets and supermarkets and the possible strategies 

for traditional markets to attract new customers. A hundred adult customers 

in northern, central and southern Taiwan were surveyed. The results showed 

younger customers prefer supermarkets whereas older customers prefer 

traditional markets. It also showed that supermarkets have a better customer 

satisfaction than traditional markets. The study concluded that traditional 

market vendors could make efforts on improving environment, brightness, 

sanitation, sidewalk and the surrounding traffic.  

 

Key words: traditional markets, supermarkets, customers’ preference, strategy for 

traditional markets  

 

Chapter 1 Introduction 

1.1 Background 

Traditional markets are facing a great deal challenge to survive nowadays. Both 

traditional markets and supermarkets fight for their existence and they are having a 

battle. They are competing how to maintain their status and profits in today’s world. 

Yet, for vendors in traditional markets, they have encountered a great challenge.  

This situation is similar to the Biblical story, David and Goliath. David, a young 

shepherd, defeated the warrior Goliath merely with a slingshot. Similar to the Biblical 

story, the traditional market nowadays seems to represent the role of David, who had 

to confront with the rival, that is, Goliath.  
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Traditional markets which consist of a group of vendors were the main place that 

customers shop for daily products or fresh foods (Chamhuri & Batt, 2013a). Unlike 

supermarkets that were operated by a team with financial resources, sellers in 

traditional markets are often individual business people (Minten & Reardon, 2008). 

These vendors who tend to be middle-aged people who need to support their family 

members. The long business operation hours and a variety of selections of goods 

provided by supermarkets make shopping convenient for their customers (Chamhuri 

& Batt, 2013b; Geuens, Brengman & Jeger, 2003). However, these services and 

variety of products seem to make vendors in the traditional market hard to compete 

with supermarkets.    

Research purpose and research questions  

The purpose of this study is to explore the preference of customers to buy grocery 

and deli products, and how traditional markets could survive in the global world. The 

study asks:  

1. What influence Taiwanese customers’ decision and action to buy fresh foods in 

traditional market and supermarkets? 

2. How do the two types of marketplace relate to customers’ background?  

3. What strategies can vendors in traditional markets do to attract more customers? 

1.2 Significance  
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This study explores customers’ decision on choosing the market place to buy fresh 

products. It aims to provide strategies for vendors to survive in this global market by 

improving the quality and business of traditional markets. Eventually, it can help 

traditional markets to grow in this global world that has been dominated by corporate 

companies.  

Chapter 2 Literature review 

Traditional markets and supermarkets are the two major markets for customers to 

buy fresh foods. According to Reardon and Hopkins (2006), they have been competed 

in many aspects, such as quality, convenience, price and security of the products. 

Traditional markets, also called “wet markets”, which are common for customers 

to buy fresh products (Chamhuri & Batt, 2013a, p. 101). They are featured as lacking 

of central management, refrigerating equipment and sell products without trademark 

(Trappey & Lai, 1997, cited from Chamhuri & Batt, 2013a). Besides, traditional 

markets are not only seen as the first choice for poor customers but also provide jobs 

for laborers who do not have a profession (Schipmann & Qaim, 2011).  

Perrigot and Cliquet (2006) defined supermarket as “everything under the same 

roof” (p. 4). They also stated some features of supermarket: It offers large space to 

store products and parking space and combines sale promotion with networking 

(Perrigot & Cliquet, 2006). As for supermarkets, they are for affluent customers since 
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products there tend to be more expensive (Okello, Lagerkvist, Hess, Ngigi & Karanja, 

2012). Recently, supermarkets are widely extended and advanced in developing 

countries (Minten & Reardon, 2008).  

According to Suryadarma, Poesoro, Akhmadi, Budiyati, Rosfadhila, and 

Suryahadi (2010), traditional markets and supermarkets have been fought for many 

years and supermarkets had threatened the existence of traditional markets. Some of 

them are being replaced by supermarkets (Goldman, Krider & Ramaswami, 1999). 

For example, in Malaysia, traditional markets were once preferable for people to 

purchase fresh foods and daily necessities (Chamhuri & Batt, 2013a). However, as 

supermarkets emerged, the retail outlet has been altered. Some customers tended to 

change their purchasing place (Chamhuri & Batt, 2013a). But not all of the customers, 

some of them still went to traditional markets. What’s more, Chamhuri and Batt 

(2013a) mentioned customers in developing countries which are less impacted by 

globalization still favor to buy foods in traditional markets even if it is quite 

convenient to go to supermarkets. 

2.1 Factors that influence customers’ buying decision 

Customers have their own preferred place to purchase fresh foods, either 

traditional markets or supermarkets. They have their own concern about where to buy. 

Following are some factors that studies have noted.  
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Price: Price is an essential factor for customers to choose where to buy cheaper 

products in traditional markets or supermarkets (Goldman et al., 1999; Maruyama & 

Trung, 2007; Gorton, Sauer & Supatpongkul, 2011). Besides, some customers would 

think whether they could bargain on the price or have a good deal (Chamhuri & Batt, 

2013b). Conversely, consumers prefer a clearly labeled price (Suryadarma et al., 2010; 

Chamhuri & Batt, 2013b). 

Quality: Quality concerns whether the products are fresh or not. Customers like 

to buy fresh products; therefore, when they choose products, they would absolutely 

take freshness as a consideration (Chamhuri & Batt, 2013). Verbeke and Viaene (2000) 

mentioned freshness may affect the taste of the dishes, especially for vegetables, fish 

and meat because these are basic ingredients in a meal (Goldman et al., 1999). It is 

indeed one of the influential reasons that affected consumers’ choice.  

Environment: Customers like to shop in a clean and comfortable place. 

According to Espinoza, Liberali and D’Angelo (2004), (cited from Chamhuri & Batt, 

2013a), an enjoyable environment and better space would increase consumers’ desire 

to purchase products. However, not all consumers would take this as an essential 

factor. For instance, in Hong Kong, though the shopping environment in the 

traditional market was worse than the supermarket, most of the consumers still 

preferred to go to traditional markets, since they considered the quality of the products 



6 

were more important (Goldman et al., 1999).  

Service: Better service could attract more customers but good service mean 

different for both traditional markets and supermarkets. Traditional markets provided 

“personalized service” (p. 516) which promotes customer loyalty. They argued the 

vendors offered services for customers according to their special needs and they 

provided their knowledge and experience to assist those customers to make their 

shopping decision. On the other hand, some supermarkets provide free delivery 

service to customers if the consumption reaches the certain amount (Zhou, 2003).  

Convenience: Convenience can be interpreted in various ways for customers and 

for market sellers. First, it may refer to distance toward both markets. Consumers 

would choose the nearest or the most convenient one (Okello et al., 2012). Second, 

providing a parking lot is another form of convenience (Geuens et al., 2003). 

Nowadays, more and more consumers drive cars to the market so that they could load 

them easily. Third, allowing customers to buy different kinds of products at one time 

in the same area is also convenient (Chamhuri & Batt, 2013b; Okello et al., 2012). 

They usually do not have time to go everywhere for different products. In addition, if 

the markets’ business hours are longer, consumers will think it is convenient, too 

(Chamhuri & Batt, 2013b; Geuens et al., 2003). This is because many consumers have 

to wait until they are off duty so that they can purchase the foods they need. Some 
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consumers were even willing to pay more to buy the products because of convenience 

(Berdegue, Balsevich, Flores & Reardon, 2005). It seems that these two markets are 

convenient in different fields. Some customers think supermarkets are more 

convenient since they have longer business hours and parking lots. However, some 

customers think traditional markets are convenient because they have a variety of 

products (Goldman & Hino, 2005).  

Security of the products: Customers care whether the production or growing 

process is safe or not (Okello et al., 2012). Schipmann and Qaim (2011) mentioned 

labels on the goods are symbolic of security. For example, in Thailand, if the products 

are labeled with “Q-label” (p. 351), that means the product is guaranteed by Good 

Agricultural Practices (GAP). If customers want to buy safer products, they will go to 

supermarkets since they have safety assurance (Gorton et al., 2011). For traditional 

markets, though there is no safety assurance on the products, they build good 

relationship with customers. Customers like to buy products especially for fresh foods 

with familiar vendors (Maruyama & Trung, 2007). Close relationship with vendors 

can prevent customers from being cheated or surcharged. Consequently, the 

relationship with customers could be seen as a promise of quality and price 

(Maruyama & Trung, 2007).   

Income: Income of a customer affects his or her preference of where to buy. 
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Studies show that lower-income customers tend to go to traditional markets while 

high-income customers go to supermarket (Gorton et al., 2011). Traditional markets 

are often the first choice for poor customers (Schipmann & Qaim, 2011). That’s 

because supermarkets usually sell expensive products but with high quality (Minten & 

Reardon, 2008; Schipmann & Qaim, 2011). 

Religion: Some consumers would be influenced by their religion when they 

chose which market to consume (Chamhuri & Batt, 2013a). According to Chamhuri 

and Batt (2013a), in Malaysia, Muslim consumers have their preference to go to 

traditional markets to buy fresh meats. They thought meats were safer in traditional 

markets because they knew the meat was from suppliers who practiced Halal. The 

animal killer should be a Muslim, who slaughters the animal by calling the name of 

Allah. Because of that, religion can be an influencing factor.  

Cultural value: In some cultures, for example, in Israeli, Arabs go to supermarket 

which is considered as a “family event” (Goldman & Hino, 2005, p. 281). They would 

go to supermarkets only when they are with all of their family members. Because they 

think it is a chance for them to know new things also for amusement. Besides, women 

are not allowed to go too far to purchase goods unless their husbands are with them 

since they think it is too dangerous for women to be alone. Therefore, they usually 

buy products near their home (Goldman & Hino, 2005). 



9 

2.2 Advantages and disadvantages of traditional markets and supermarkets 

Both traditional markets and supermarkets have their own advantages and 

disadvantages. Traditional markets offered high quality goods. Customers thought 

fresh foods were fresher in traditional markets (Chamhuri & Batt, 2013; Goldman et 

al., 1999; Goldman & Hino, 2005; Maruyama & Trung, 2007). Take fishes and meats 

as examples, most of them are alive and warm in traditional markets, while most of 

them are ice-cold or freezing in supermarkets (Goldman et al., 1999). Therefore, 

freshness is considered as a superior advantage in traditional markets (Goldman et al., 

1999). In contrast, fresh foods were one of the weaknesses in supermarkets.  

Apart from freshness, traditional markets also provide cheaper price (Goldman et 

al., 1999; Maruyama & Trung, 2007). But some customers think products are cheaper 

in supermarkets (Gorton et al., 2011; Suryadarma et al., 2010). Furthermore, 

traditional markets offer better service (Chamhuri & Batt, 2013; Goldman et al., 

1999). Vendors can give customers certain service based on their need. However, 

environment is a disadvantage in traditional markets. Their environment is less clean 

than supermarkets’ (Goldman et al., 1999). Supermarket is much clean, neat and with 

air conditioner. Also most of them provide carts for customers so that they don’t need 

to carry heavy goods all the time (Chamhuri & Batt, 2013a). Consequently, 

supermarkets have more advantages in their shopping environment and it is one of 
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their marketing strategies to draw customers (Chamhuri & Batt, 2013a). Suryadarma 

et al. (2010) also proved that tidy surroundings were the advantage of supermarkets.  

Another benefit of supermarkets is their business hours are longer. They closed 

the stores later than traditional markets. Hence, supermarket is a good choice for 

customers who have to make a purchase after work (Schipmann & Qaim, 2011). 

Security is a further advantage. Products in supermarkets always with safety 

assurance, they are much safer. Therefore, for customers who cared about security, 

they would go to supermarkets (Gorton et al., 2011; Maruyama & Trung, 2007; 

Okello et al., 2012; Schipmann & Qaim, 2011).  

Table 1. The advantages and disadvantages of traditional markets and supermarkets 

 Traditional markets Supermarkets 

Advantages 

- Freshness (Chamhuri & Batt, 

2013; Goldman et al., 1999; 

Goldman & Hino, 2005; 

Maruyama & Trung, 2007) 

 

- Better service (Chamhuri & 

Batt, 2013; Goldman et al., 

1999) 

- Clean environment 

(Chamhuri & Batt, 2013a) 

- Longer business hours 

(Schipmann & Qaim, 

2011) 

- Security of products 

(Gorton et al., 2011; 

Maruyama & Trung, 2007; 

Okello et al., 2012; 

Schipmann & Qaim, 2011) 

Disadvantages 
- Less clean environment 

(Goldman et al., 1999) 

- Less fresher products 

(Goldman et al., 1999) 

 Overall, most of the studies the author reviewed in the literature tend to focus on 

the international markets from other Asian countries, such as Malaysia, Thailand or 

Vietnam etc. It seems that few studies focused on Taiwan’s markets. Therefore, the 
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author is inspired to examine the local markets in Taiwan.    

Chapter 3 Methodology 

3.1 Methods  

This study belonged to a quantitative study since survey was used to explore 

consumers’ choice between traditional markets and supermarkets. In the study of 

Chamhuri & Batt (2013a), they mentioned survey can supply information on 

“attitudes, feelings, beliefs, past and intended behaviors, knowledge and personal 

characteristics” (p. 104). Moreover, survey is the most popular way to collect data in 

marketing research (Chamhuri & Batt, 2013). It is also easy to manage because 

respondents are given limited choices. Consequently, survey is selected as the main 

method. In addition, the study uses open-ended question for customers to verbally 

express their own opinions about what the defects that they think traditional markets 

have and how to make an improvement. According to Chamhuri and Batt (2013b), an 

open-ended question allows respondents feel free to express their own idea about the 

question which ensures no other possible answers can be missed.  

3.2 Instrument 

In this study, the questionnaire (see Appendix III & IV) was modified from 

Chuang (2002) and Wu (2011). This questionnaire was divided into five parts. The 

first part was about customers’ general information. It covered occupation, education, 
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frequency of buying and the time spent there. Adapted from Wu (2011), the next part 

was to know which markets customers choose while buying different types of 

products. The third part was to explore which markets customers prefer and reasons 

for customers to justify themselves. Customers’ satisfaction toward the market they 

usually buy products belongs to the fourth part. For the third and fourth part, they are 

from Chuang (2002) questionnaire. The last part of the questionnaire is an open-ended 

question which was used to gather customers’ feedback on how traditional markets 

could make an improvement.  

3.3 Research procedure 

The researcher distributed the survey during winter vacation from January to 

February in 2014. Before doing the survey, some classmates or relatives of the 

researcher were asked to fill in the questionnaire in a pilot study as long as they have 

the experience of buying fresh foods in either market. By doing this, it could not only 

reduce mistakes or biases on the questionnaire but help the researcher to modify the 

questions.  

After the questionnaires were collected, the software named SPSS version 14.0 is 

used in data analysis. Correlation, crosstab, frequency table and T-test are four 

methods that the author applied. They were used to analyze customers’ preference, 

their satisfaction toward both market and the reasons that influence their choice.  
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3.4 Research subjects 

This study randomly targeted on 100 customers who went to either traditional 

markets or supermarket. The researcher went to both markets to distribute 

questionnaires to consumers. Totally the author collected 114 questionnaires. Among 

these questionnaires, 14 subjects were invalid because the subjects didn’t finish all the 

questionnaires. Among 100 valid questionnaires, 68 subjects were sampled from 

traditional markets and 32 subjects were from supermarkets on-site.  

Chapter 4 Findings 

4.1 Customers’ preference in relation to their background 

 Table 2 shows the significant difference in customers’ background and their 

preference when they buy different kinds of products including vegetables, fishes, 

meats, fruits and cooked foods. There is a mildly negative correlation between age 

and market place. Specifically, younger customers (r=-.205, p<.05) prefer 

supermarkets to traditional markets. It indicates younger customers are attracted by 

supermarkets more while older customers are appealed by traditional markets.  

There is also a mild correlation between a customers’ geographical place and the 

types of market place they go to (r=.209, p<.05). Customer in the north prefers 

traditional markets to supermarkets. Yet, there is no significant correlation between 

customers’ preference and the time spends on transportation and their educational 
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backgrounds.  

Table 2. Correlation table of customers’ background and which markets to choose 

N=100 Age 
Geographical 

position  
Education Time 

Traditional 

markets or 

supermarkets  

Pearson  -.205(*) .209(*) .190 -.014 

Sig. 

(two-tailed) 
.040 .037 .058 .889 

*p<.05 significantly correlated 

 

Table 3 is presented by crosstab that compares whether occupation have 

influence on which market customers prefer to go to. It shows 75% of artisans, 73.7% 

of merchants and 60% of housewives prefer traditional markets. As for students, 

61.5% prefer supermarkets. This may echo Table 2 that younger customers prefer 

supermarkets.  

Table 3. Crosstab of both markets and occupation  

 

Occupation T
o

tal Educators Artisans Merchants Students 

The 

Unemployed 

Housewives 

Traditio

nal 

markets 

N 4 18 28 5 1 12 68 

Percen

tage 
100% 75% 73.7% 38.5% 100% 60% 

68

% 

Superm

arkets 

N 0 6 10 8 0 8 32 

Percen

tage 
0% 25% 26.3% 61.5% 0% 40% 

32

% 

Total N 4 24 38 13 1 20 
10

0 

4.2 Influencing factors  

 This section compares the reasons why customers choose traditional markets or 
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supermarkets with multiple responses. The author provided more than 10 choices for 

customers to choose any reason that fit in with them. Table 4 shows top five reasons 

for customers to shop in traditional markets or supermarkets.  

The top one reason that customers prefer to go to traditional markets is because 

they think the products are much fresher (63.2%). For example, when customers want 

to buy fishes, some of them are still alive. Also for meats, they are slaughtered on the 

day before the markets start unlike frozen or chilled meats in supermarkets. The 

following two reasons are variety of products (54.4%) and variety or vendors (54.4%). 

Customers like to shop around to look for better products or make a comparison 

between vendors; therefore, these two are equally important. Next two reasons are 

kindness (51.5%) and family habit (51.5%). There’s no doubt that customers want to 

buy products from who are friendly, no one will feel happy if they are treated rudely. 

For family habit, it may also influence customers’ decision. For example, if parents 

always buy products in traditional markets, their children may get used to it. After 

they grow up, perhaps they will be more willing to go to traditional markets.  

Unlike traditional markets, the top reason for customers preferring supermarkets 

is the long business hours (75%). It may indicate since many customers need to work, 

they need extended business hours so that they can buy products early in the morning 

or late at night. But for traditional markets, they only open the markets in the morning 
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or in the evening. The second reason is clearly labeled price (71.9%). Customers can 

know the price immediately when they see the product. They don’t need to wait for 

the vendors to tell them the price. Moreover, they don’t need to worry about whether 

they will be cheated by the vendor or not. The other two reasons are clean 

environment (68.8%) and products are fresher because of having refrigerators (65.6%). 

Some products will get rotten easily if they exposed to the sun for a long time. Since 

the products are all processed before selling, such as cut into pieces, slices, or 

packaged; hence, the environment is much cleaner. Besides, well-arranged and 

well-packaged products (53.1%) are another reason that customers prefer 

supermarkets. They can save their shopping time and get the same type of products at 

a time. 

Table 4. Top 5 reasons for customers to choose traditional markets or supermarkets  

Rank Traditional markets Rank Supermarkets 

1 Fresher products 63.2% 

(N=43) 

1 Longer business hours 75.0% 

(N=24) 

2 Variety of products 54.4% 

(N=37) 

2 Clearly labeled price 71.9% 

(N=23) 

3 Variety of vendors 54.4% 

(N=37) 

3 Clean environment 68.8% 

(N=22) 

4 Kindness 51.5% 

(N=35) 

4 Fresher products (having 

refrigerator) 

65.6% 

(N=21) 

5 Family habit 51.5% 

(N=35) 

5 Well-arranged and 

well-packaged products 

53.1% 

(N=17) 

4.3 Customers’ (dis)satisfaction toward both supermarkets and traditional 

markets  
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 From Table 5, it shows there are great differences between customers’ 

satisfaction toward both markets. Generally speaking, the satisfaction toward 

supermarkets is higher than traditional markets. The differences can be seen by the 

following items. The first one is price (t=2.07, p=0.00<0.05). It indicates that products 

in traditional markets are cheaper than supermarkets. Yet, sanitation in supermarkets 

do surpass traditional markets (t=-5.27, p=0.00<0.05). The following reasons are 

business hours (t=-3.14, p=0.00<0.05), brightness (t=-3.29, p=0.00<0.05), whether the 

sidewalk is spacious (t=-5.56, p=0.00<0.05), parking lot (t=-4.95, p=0.00<0.05), the 

arrangement of stalls (t=-3.34, p=0.00<0.05), whether the indicator is clear (t=-3.77, 

p=0.00<0.05), and infrastructure (t=-3.46, p=0.00<0.05). All these mean supermarkets 

have longer business hours and the store is brighter than traditional markets. 

Traditional markets give customers an impression that the stores are usually dark. 

Besides, the sidewalk and parking lot are larger in supermarkets since the corporate 

companies usually own or can afford to rent extensive land. Besides, the arrangement 

of stalls and indicators in supermarkets are clear and in a good order. It is different 

from traditional markets that have no indicators to show what types of products or 

stalls to guide their customers.  

 On the other hand, there is no difference in freshness of products, ventilation and 

attitudes toward customers. Though traditional markets do have fresher products and 
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better attitudes toward customers, the differences are not significant enough.   

 Overall, there are many aspects that traditional markets should have improved. 

Customers who prefer to buy in supermarkets are more satisfied than their 

counterparts (t=-4.65, p=0.00 <0.05).  

Table 5. T-test statistics of customers’ satisfaction  

Customers’ satisfaction 

(N=100, Traditional 

markets=68, 

Supermarkets=32) 

Markets Mean 
Standard 

Deviation 
Sig. T 

1. Price (cheap or not) Traditional markets  3.93 .581 
0.00 2.70* 

Supermarkets  3.59 .560 

2. Sanitation Traditional markets  3.24 .694 
0.00 -5.27* 

Supermarkets  3.97 .538 

3. Freshness of products  Traditional markets  4.04 .531 
0.05 1.96 

Supermarkets  3.81 .592 

4. Business hours Traditional markets  3.87 .710 
0.00 -3.14* 

Supermarkets  4.31 .535 

5. Brightness  Traditional markets  3.63 .689 
0.00 -3.29* 

Supermarkets  4.19 .592 

6. Ventilation  Traditional markets  3.72 .730 
0.15 -1.45 

Supermarkets  3.94 .619 

7. Sidewalk  Traditional markets  3.13 .731 

0.00 -5.56* 
Supermarkets  4.00 .718 

8. Parking lot  Traditional markets  3.06 1.035 
0.00 -4.95* 

Supermarkets  4.06 .716 

9. Attitudes toward 

customers  

Traditional markets  
3.90 .602 

0.51 0.65 
Supermarkets  3.81 .592 

10. The arrangement of 

stalls  

Traditional markets  
3.43 .886 

0.00 -3.34* 
Supermarkets  4.00 .568 

11. Indicator of stalls (clear Traditional markets  
3.22 .928 0.00 -3.77* 
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or not) Supermarkets  3.91 .641 

12. Infrastructure  Traditional markets  3.12 1.030 
0.00 -3.46* 

Supermarkets  3.81 .693 

Average  Traditional markets  3.52 0.45 
0.00 -4.65* 

Supermarkets  3.95 0.35 

4.4 Open-ended feedback  

 From the questionnaires the author collected, 45 subjects specifically offered 

their suggestions toward traditional markets. The first one is environmental sanitation 

and the second one is traffic. About 30 subjects fill in their feedback for 

environmental sanitation issue. Subjects all suggest traditional markets should have 

paid more efforts on improving the environment. Vendors should clean the market 

place more frequently and don’t let trash pile up or become messy. One suggested that 

products “such as meats or fishes should have been packaged or covered so that flies 

won’t fly around or spit won’t spray on the products.” In addition, one mentioned 

“vendors should have worn gloves or should have not touched the products and taken 

money by using the same hand.” As for traffic part, the traditional market should have 

had more parking spaces. Because most of them riding motorcycle or driving car to 

the markets, if there’s no enough parking lot, it is really inconvenient. Besides, four 

customers suggested cars and motorcycles should be banned to go inside the market 

especially for festival, such as Chinese New Year, tomb sweeping day or Mid-Autumn 

Festival. Since it will have many customers, if motorcycles or cars go inside the 
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markets, it will cause traffic jam and it is really dangerous for pedestrians. In addition 

to these two parts, there are still some other suggestions for ventilation, illumination, 

pavement and products security. One suggested that “traditional markets should 

provide official guarantee on products, such as SGS, so they will feel safer while 

buying products.” Also they think the pavement should be more spacious so that 

won’t be too crowded.  

Table 6. Suggestions toward traditional markets 

Aspects Total (N=45)  List of comments 

Environmental 

sanitation 
N=30 

- Clean the market more often  

- Do not let trash pile up or become messy 

- Products should be packaged or covered  

- Should wear gloves or should not touch the 

products and take money by using the same hand 

Traffic N=14 

- More parking spaces  

- Banned cars and motorcycles into markets 

(especially for festival)  

Chapter 5 Discussion 

5.1 Customers’ preference and their background 

 The same as the study shown by Chamhuri and Batt (2013a), traditional market 

customers suggests products there are with better quality or cheaper price which could 

attract more customers.  

In addition to the influencing factors that discussed in section 4.2, customers’ 

preference may also correlate with age. Contrary to Gorton and Supatpongkul (2011), 

in their study, they discussed age was not related to the frequency of visiting 
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supermarkets. However, from the subjects the author collected, older customers prefer 

traditional markets while younger customers prefer supermarkets. Perhaps that’s 

because older customers already get used to traditional markets. They usually buy 

products there and they may have developed good relationship with vendors already; 

therefore, they do not want to change their purchasing place. For younger customers, 

they may think supermarkets are more convenient, no matter for business hours, 

parking lots or pre-processed products.  

 Besides, location is also related to customers’ preference. Contrary to Chamhuri 

and Batt (2013a), they mentioned customers in developing countries like to go to 

traditional markets. Nevertheless, surprisingly enough, the result from Table 2 in 

section 4.1 shows customers who live in Northern Taiwan prefer traditional markets. 

It may indicate it is not really that customers in developed countries all like to go to 

supermarkets more.  

5.2 Supermarkets for convenience whereas Traditional markets for freshness  

Similar to Chamhuri and Batt (2013), Goldman et al. (1999), Goldman and Hino 

(2005) and Maruyama and Trung (2007), subjects in this study agreed that traditional 

markets customers advocate for the fresh products. It is the main reason that attracts 

customers and it is also the biggest advantage of traditional markets. Besides, 

customers think it may be better if there is variety of vendors and they may want to 
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develop good relationship with them. Similar to Maruyama and Trung (2007), 

customers may prefer to buy products with familiar vendors since it could be seen as a 

guarantee of products’ price or quality.  

On the other hand, for customers who prefer supermarkets, they think longer 

business hours are important. Similar to Chamhuri and Batt (2013b) and Geuens et al. 

(2003), it could be more convenient for customers if the markets have longer business 

hours. They could buy products whenever they feel free and it may be a benefit of 

supermarkets. In addition, similar to Chamhuri and Batt (2013b) and Suryadarma et al. 

(2010), customers may prefer price that is clearly labeled. Price is not labeled in most 

traditional markets which customers may feel worried whether the vendor would raise 

the price on purpose or not. Tidy environment also could be another factor 

(Suryadarma et al., 2010). If the environment is too messy, it may reduce customers’ 

desire to purchase products.  

5.3 Customer dissatisfaction toward traditional markets  

Customers feel unsatisfied with parking lot in traditional markets as opposed to 

more satisfied in supermarkets. That may because supermarkets usually prepare a 

large space for customers to park their cars or motorcycles (Perrigot & Cliquet, 2006). 

For supermarkets, customers feel less satisfied with products’ price. Similar to Okello 

et al. (2012), the reason why products are more expensive in supermarkets may be the 
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retailer offer safety guarantee. Echoing Goldman et al. (1999) and Maruyama and 

Trung (2007), the reason why price in traditional market is cheaper may be some 

products are grown and sold by vendors themselves. They are main producers so they 

could provide cheaper price. But for wholesalers, they may need to raise the price or it 

is possible for them to lose money. What’s more, similar to Suryadarma et al. (2010), 

traditional markets need to improve the infrastructure part. This may require 

governments’ help. For example, they should try to build more toilets or parking 

spaces.  

By comparing customers’ satisfaction toward both markets, customers are more 

satisfied with supermarkets (t=-4.65, p=0.00<0.05). It may indicate traditional 

markets should do some changes to make customers feel more satisfied with them. 

Chapter 6 Conclusion 

6.1 Recommendations to vendors in traditional markets   

 Younger generations seem to prefer supermarkets more. Hence, to attract more 

young customers is essential. To increase younger generations to buy products in 

traditional markets, the most important is to eliminate their thought of dirtiness and 

disorder in traditional markets. Therefore, vendors should keep the surroundings tidy 

and make the products packaged or covered. Besides, vendors can provide 

higher-quality products and better service to create customers loyalty. Younger 
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customers are attracted by clean shopping environment, high-quality and safe 

products, as well as better service. They like products are processed in advance so that 

they can save time. 

To make traditional markets better, government should make some efforts, too. 

Since some traditional markets are governed by private committees, it is not united. 

Therefore, if government can manage markets centralized or provide a regulation for 

local committee to practice, that can make traditional markets more institutional. 

Besides, they can form a cleaning unit to clean the market at regular time. If that 

market already has, they can clean the garbage more often. For example, if originally 

they clean up trash once a day, they can increase to twice a day or even more. 

Moreover, governments should try to build more parking area to improve traffic 

problem or they should set up policy to control the amount of cars or motorcycles to 

get into the markets.  

6.2 Limitations  

In this paper, there are some limitations. First, the amount of subjects between 

traditional markets and supermarkets are not equal. It will be better if the amounts are 

the same so it can avoid biased. Another limitation is for multiple choices, the 

researcher should limit customers that they can choose at most three to five reasons so 

that it will be much clearer while doing data analysis. Therefore, for researchers who 
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want to explore the reasons and they also want to use quantitative method, it is 

recommended to limit customers’ choice. Another suggestion is they can investigate 

not only customers’ thought but also vendors’. Try to compare the similarity and 

differences between them.  
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Appendix I  

研究同意書 

親愛的消費者您好， 

本人目前是文藻外語大學英國語文系學生。很誠摯的邀請您參與本人的研究。

此研究為本人的畢業論文，而此研究的目的主要是了解消費者對於傳統市場以及

超級市場的看法及選擇。 

   在參與本人的研究過程中，您不會有任何風險。您可以在任何時候提出終止

參與本研究，而不會有任何懲罰或利益損失。為保障您的隱私權，本人不會透露

您的真實姓名。 

如果您對本研究有任何相關的疑問，請與本人聯繫，電話是 0988530157 或

是本人的電子郵件信箱 kusodachu@gmail.com 。亦或者可與本人的研究指導老

師吳秋慧老師聯繫，老師的電子郵件信箱為 chw210@hotmail.com。 

如果您同意參與本人的研究，請在本同意書上簽名並交還給本人。您的簽名

即表示本人已經獲得您的允許，本人對您進行訪問。而所收集的資料，將成為本

人研究論文的一部分。您的簽名也表示本人可以使用您的資料用於畢業論文。 

最後，非常感謝感謝您對本人研究的大力支持！敬祝您 

             身體健康   萬事如意 

 

李佳穎 敬上 

 

………………………………………………………………………………………… 

同意書簽署欄 

 

簽名：____________________ 

日期：_____年 _____月 _____日 

  

我已獲悉所有以上關於本研究「小蝦米對抗大鯨魚：傳統市場如何在全球化的世

界中打敗超級市場」的事宜。我同意參與此研究。 

  

mailto:kusodachu@gmail.com
mailto:chw210@hotmail.com
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Appendix II 

INFORMED CONSENT (FOR NATIVE SPEAKERS) 

Dear Customers:  

I am a student from the department of English at Wenzao Ursuline University of 

Languages conducting a research about “How traditional markets survive in the 

global world.” The purpose of this study is to explore consumers’ choice between 

traditional markets and supermarkets.   

 

There are no anticipated risks, compensation, or other direct benefits to you as a 

participant in this study. You are free to withdraw consent, and you may discontinue 

your participation in the study at any time without consequence. In order to keep your 

privacy, I won’t reveal your real identity.  

 

If you have any questions about this research protocol, please contact me, 

Chia-Ying (Sylvia) Lee at 0988530157 or kusodachu@gmail.com. Or you can also 

contact with my professor Chiu-Hui (Vivian) Wu at chw210@hotmail.com.  

 

If you would like to participate in this study, please sign and return a copy of this 

letter to me. By signing this letter, you are agreeing to be part of this study. By doing 

so, you are giving me permission to use the data I collect from you. The findings from 

this data will be reported and published. Also, by signing, you are giving permission 

to use these data in my graduation paper, with the understanding that your identity 

will be kept confidential.  

 

Thank you,  

Chia-Ying (Sylvia) Lee 

………………………………………………………………………………………… 

Sign 

 

Signature: __________________ 

Date (date/month/year): _______________ 

 

I have read the procedure described above for the study entitled, “David and Goliath: 

How traditional markets could beat supermarkets in the global world.” I voluntarily 

agree to participate in the study.  

 

  

mailto:kusodachu@gmail.com
mailto:chw210@hotmail.com
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Appendix III 

親愛的消費者您好： 

我是來自於文藻外語大學英國語文系的學生，以下是一份研究問卷，其目的想要

了解消費者對於傳統市場以及超級市場的看法！您的資料僅供整體分析，絕不會

對外公開，請放心填答，謝謝！ 

文藻外語大學 英國語文系 

指導老師：吳秋慧博士 

學生：李佳穎敬上 

 

一、  基本資料 (Chuang, 2002 & Wu, 2011) 

1. 性別 

□ 男 □ 女

2. 年齡 

□ 20以下  □ 20-29 □ 30-39

□ 40-49  □ 50-59 □ 60 以上

3. 居住地 

□ 北部  □ 中部  □ 南部

4. 職業 

□ 士 □ 農 □ 工 □ 商

□ 學生 □ 待業中 □ 家庭管理

5. 教育程度 

□ 未受教育 □ 小學畢業或肄業

□ 初(國)中畢業或肄業 □ 高中(職) 畢業或肄業

□ 大學以上

6. 一週購買生鮮產品(魚、肉、蔬菜)的次數  

□ 0次 □ 1次 □ 2次

□ 3次 □ 4次 □ 5次

□ 6次 □ 7次(含以上)

7. 請問您用什麼交通工具到市場買菜？ 

□ 走路 

□ 腳踏車 

□ 機車 

□ 汽車 

□ 公車

8. 約花多久時間到達市場？ 

□ 5 分鐘 □ 5-10分鐘

□ 10-15分鐘 □ 15分鐘以上

------------------------------------------------------------------------------------------------------- 

 

二、 產品調查 (Wu, 2011) 
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 傳

統

市

場 

超

級

市

場 

9. 若是要買蔬菜類產品會選擇去？ □ □ 

10. 若是要買魚類產品會選擇去？ □ □ 

11. 若是要買肉類產品會選擇去？ □ □ 

12. 若是要買水果會選擇去？ □ □ 

13. 若是要買熟食類產品會選擇去？ □ □ 

------------------------------------------------------------------------------------------------------- 

三、 消費場地資料 (Chuang, 2002)  

14. 請問您較喜歡到傳統市場或超級市場買菜？ 

□ 傳統市場 (請續答 15 & 18題) □ 超級市場 (請續答 16 & 17題)

15. 您喜歡到傳統市場買菜的原因有哪些？ (可複選) 

□ 商品較新鮮 

□ 商品種類齊全 

□ 價格較便宜 

□ 可以討價還價 

□ 距離住家較近 

□ 比較有親切感 

□ 贈送配料(蔥、薑、辣椒、香菜) 

□ 家庭購買習慣 

□ 商品可以任意挑選 

□ 購買商品時可以直接觸摸商品 

□ 任意選擇攤商 

□ 結帳速度快 

□ 服務態度良好

□ 其他，(請說明) _________________________ 

16. 您喜歡到超級市場買菜的原因有哪些？(可複選) 

□ 有冷藏設備、商品較新鮮 

□ 商品種類齊全 

□ 商品安全性 

□ 商品包裝完整 

□ 商品均有標價 

□ 有商品換貨保證 

□ 價格較便宜 

□ 營業時間較長 

□ 服務態度良好 

□ 停車方便 

□ 常舉辦特價活動 

□ 排列商品整齊可節省購物時間 

□ 環境清潔衛生，沒有傳統市場

髒亂惡臭的感覺

□ 其他，(請說明) _________________________ 

17. 您較不喜歡到傳統市場的原因有哪些？(可複選) 

□ 價格昂貴 

□ 交通不便 

□ 時間問題 

□ 商品種類較少 

□ 商品較不新鮮 

□ 服務品質較差 

□ 環境較不整潔 

□ 商品較無保障 

□ 結帳速度緩慢 

□ 不知如何挑選商品

□ 其他，(請說明) _________________________ 
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18. 您較不喜歡到超級市場的原因有哪些？(可複選) 

□ 價格昂貴 

□ 交通不便 

□ 時間問題 

□ 商品種類較少 

□ 商品較不新鮮 

□ 服務品質較差 

□ 環境較不整潔 

□ 不可討價還價 

□ 結帳速度緩慢 

□ 習慣與熟悉的攤商購買

□ 其他，(請說明) _________________________

------------------------------------------------------------------------------------------------------- 

 

四、 對於經常購買市場之滿意度 (Chuang, 2002) 

 
非

常

滿

意 

滿

意 

差

強

人

意 

不

滿

意 

非

常

不

滿

意 

19. 對於價格的滿意度？(是否較便宜)      

20. 對於環境衛生的滿意度？      

21. 對於食材的新鮮度是否滿意？      

22. 對於該市場的營業時間是否滿意？      

23. 光線照明度是否良好      

24. 通風狀況是否良好      

25. 走道 (是否寬敞)      

26. 停車場(停車是否方便)      

27. 攤販或服務人員的服務態度      

28. 攤位的排列方式      

29. 攤位指示牌是否標示清楚      

30. 公共設施      

 

 您認為傳統市場有哪些需要改進的地方？或是有什麼建議？ 

_________________________________________________________________

_________________________________________________________________

_________________________________________________________________

_________________________________________________________________

_________________________________________________________________ 

問卷到此結束，感謝您的填答！ 
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Appendix IV 

Dear customers, 

This questionnaire is about consumers’ preference of traditional markets or 

supermarkets. All the information will be confidential and only for research purpose. 

Please, take easy to fill in the questionnaire. Thank you for your kindness 

cooperation! 

Wenzao Ursuline University of Languages Department of English 

Professor, Dr. Chiu-Hui (Vivian) Wu 

Researcher, Lee, Chia-Ying 

 

I. General Information (Chuang, 2002 & Wu, 2011) 

1. Gender 

□ Man □ Woman

2. Age

□ Under 20  □ 20-29 □ 30-39

□ 40-49 □ 50-59 □ Above 60

3. Location  

□ Northern Taiwan □ Middle Taiwan □ Southern Taiwan

4. Occupation 

□ Scholar □ Farmer □ Artisan

□ Merchants □ Student □ Housewife

□ Underemployed

5. Education 

□ Uneducated □ Primary school

□ Junior high school □ Senior high school

□ University or above 

6. How often do you buy fresh foods a week?  

□ 0 □ 1 □ 2

□ 3 □ 4 □ 5

□ 6 □ 7 (more than)

7. How do you go to markets?  

□ On foot 

□ By bike 

□ By scooter 

□ By car 

□ By bus

8. How long does it take to arrive at the market? 

□ About 5 minutes □ 5-10 minutes

□ 10-15 minutes □ Over 15 minutes

------------------------------------------------------------------------------------------------------- 

II. Products in traditional markets and supermarkets (Wu, 2011) 
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 Traditional 

markets 
supermarkets 

9. Where do you go if you want to buy vegetables?  □ □ 

10. Where do you go if you want to buy fishes? □ □ 

11. Where do you go if you want to buy meats? □ □ 

12. Where do you go if you want to buy fruits? □ □ 

13. Where do you go if you want to buy cooked foods? □ □ 

------------------------------------------------------------------------------------------------------- 

III. Where do customers purchase products (Chuang, 2002) 

14. Which one do you prefer to go to?

□ Traditional markets (please refer 

to 15 & 18) 

□ Supermarkets (please refer to 16 

& 17)

15. Why do you prefer to go to traditional markets? (you can choose more than one) 

□ Fresher products  

□ Variety of products 

□ Price is much cheaper 

□ Can bargain  

□ Near home  

□ Kindness  

□ Green onion, ginger, chili or 

cilantro for free 

□ Family habit  

□ Choose the product randomly 

□ Can touch the product directly 

while buying 

□ Variety of vendors  

□ The speed of checkout 

□ Attitude toward customers is 

better

□ Others, (please explain) _________________________ 

16. Why do you prefer to go to supermarkets? (you can choose more than one) 

□ Products are much fresher 

because of having refrigerators 

□ Variety of products  

□ The security of products 

□ The package of products  

□ Products are clearly labeled  

□ Promise of products exchange  

□ Price is much cheaper  

□ Business hours are longer 

□ Attitude toward customers 

□ Parking space 

□ Promotion of sales 

□ The arrangement of products 

(can save shopping time) 

□ Environment is cleaner

□ Others, (please explain) _________________________ 

17. Why don’t you like to go to traditional markets?(you can choose more than one) 

□ Price is too expensive  

□ Inconvenience of transportation  

□ Inconvenience of time 

□ Few kinds of products  

□ Products are not fresher 

□ Poor attitude toward customers 

□ The environment is not clean 

□ Products are without security  

□ Lower speed of checkout  

□ Don’t know how to choose 
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products 

□ Others, (please explain) _________________________ 

18. Why don’t you like to go to supermarkets? (you can choose more than one) 

□ Price is too expensive 

□ Inconvenience of transportation  

□ Inconvenience of time 

□ Few kinds of products  

□ Products are not fresher 

□ Poor attitude toward customers 

□ The environment is not clean  

□ No bargain  

□ Lower speed of checkout 

□ Used to buy with familiar 

vendors

□ Others, (please explain) _________________________ 

------------------------------------------------------------------------------------------------------- 

IV. Satisfaction toward the market you usually go to (Chuang, 2002) 

 Very 

satisfied 
Satisfied Fairly Unsatisfied 

Very 

unsatisfied 

19. Price (cheap or not)      

20. Sanitation       

21. Freshness of products       

22. Business hour       

23. Brightness       

24. Ventilation      

25. Sidewalk      

26. Parking lot       

27. Attitudes toward 

customers 
     

28. The arrangement of stalls       

29. Indicator of stalls (clear 

or not) 
     

30. Infrastructure      

 What things can be done to improve traditional markets? Do you have any 

suggestion for traditional markets to make an improvement? 

_________________________________________________________________

_________________________________________________________________

_________________________________________________________________ 

_________________________________________________________________ 

This is the end of the questionnaire. Thank you for your cooperation! 


