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lll Abstract

1. A STUDY OF THE EFFECT OF DEPARTMENT STORE BRAND
IMAGE ON CUSTOMER LOYALTY. With the effect of department store
brand image on customer loyalty as researching object, the paper summarizes
some researching production including customer loyalty theory and store image
theory and etc. , which is the foundation of all. Then, the author chooses C&T
model as the main theory basis of all study, and consults the composing mecha-
nism about store image of some scholars. To make the C&T model be able to use
in department store, combining the particularity of department store, the author
visits many customers, then, proposes to revise C&T model, based on the visiting
result. To validate the rationality that each dimension of department store brand
image influences customer loyalty, the author puts forward series of researching
hypothesis. Aim at such hypothesis, the author designs questionnaire and sur-
veys. Then, based on the market research data, the author puts up some analysis
to validate whether it is effective or not of C&T updating model that applied in de-
partment store. As a result, C&T updating model is tenable in department
store. The conclusion is showed as follows: the department store brand image is
consisted of merchandise property, service quality, convenience, purchase atmos-
phere and mental tendency, and all of them affect customer loyalty significantly.
Moreover, the department store brand image not only directly affect customer loy-
alty, but also indirectly influence customer loyalty" through the media variable of
customer satisfaction. Furthermore, results of demonstration research indicate the
different extents that each dimension of department store brand image affects cus-
tomer loyalty. Service quality affects customer joyalty most, then purchase at-

mosphere, mental tendency and merchandise property in‘turn. Convenience af-
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fects customer loyalty least. This paper checks up the feasibility of C&T updating
model , analyses the interior configuration of all dimensions of department store
brand image and their effcet degrees on customer loyalty. This paper engenders
practice value to enhancing customer loyalty through improving brand image for
department store.

2. A STUDY OF THE EFFECT OF RETAIL SERVICE QUALITY ON
CUSTOMER BEHAVIOR INTENTION. During the last ten years of 20™ cen-
tuty, the most remarkable change in Retail was the General Merchandise Store
came into China as a new form of business organization and had been rapidly de-
veloping from emerging towards dominating. Meanwhile, with the gradually im-
proving of the Chinese people’s living standard, the consumers’ requirements for
retail service quality standard is becoming raised day by day along with diversif-
ying consuming concepts and more buying choices. Actually, service quality is
much more becoming an important factor for consumers to choose retailers. So
how to improve service quality to attract new customers while keep the old cus-
tomers is becoming the focus of both Retail Company management and competi-
tion between fellow traders. Therefore, the study of the relatinship between retait
service quality and customer behavior intention has important investigation mean-
ing, for which tremendous value. The main work of this study includes the fol-
lowing aspects: (1) Summarized some researching production including service
quality theory and customer behavior intention theory and etc. , which is the foun-
dation of all. ; Set up the research model consisting of service quality, customer
satisfaction and customer behavior intention. (2 ) Developed a more suitable
scales for measuring the perceived quality in retail service in Nanjing. (3) Used
SPSS stastic software 13. 0 to study the relationships between every factor of per-
ceived service quality, customer satisfaction as well as customer behavior inten-
tion. Corresponding to the aspects above, this study takes customers of General
Merchandise Store in Nanjing as sample. Based on worldwide research results and
experts’ advice, scale intems were designed. In order to ensure the reliability of
the questionnaire, the author made a pre — survey. While collecting datum for-

mally, the author distributed the questionnaire by random sample. A total of 400
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questionnaires were randomly distributed to customers and the valid were 326. The
research uses SPSS 13. 0 satistical software to analyze the survey data, and fol-
lowing conclusions were made: (1) the Retail service quality can consist of five
dimensions including . physical aspects, reliability, personal interaction, problem
solving and store policy. (2 ) the five dimensions all have influences on
customers’ behavior intention, in which the store policy and reliability significant-
ly influence customer behavior intention, then the physical aspects and personal
interaction in turn, while problem solving influences behavior intention through
customer satisfaction. (3) the results also show that, the service quality not only
plays a positive and significant influence on behavior intention, but also indirectly
influences it through the mediating variable customer satisfaction, which is actual-
ly more powerful. Through the investigation and evaluation of customers’ per-
ceived retail service quality, customer satisfaction and behavior intention, we can
more clearly acquire customers’ needs and feelings about provided service. After
that, using mature statistical software, we can deeply study the relationships
among every factor of perceived service quality, customer satisfaction and behav-
ior intention. Therefore, we can find the key point of Retail service quality man-
agement, and make pertinence management measures to guide the service quality
improvement, to achieve the goal of customer satisfaction, customer loyalty and
the improvement of performance and competition.

3. A STUDY OF THE SUPPLY CHAIN MANAGEMENT BASED ON
APPLIANCE CHAINS INDUSTRY. This thesis reviews the literature of supply
chain management and the supply chain management of appliance chains indus-
try. After theory comparing, this thesis tries out three supply chain management
factors in appliance chains industry —customer service management, inventory
management and transportation management. In order to explore the supply chain
management characteristic of the expanded appliance chains industry, the author
analyses the supply chain management mechanism of domestic appliance chains
and overseas according as the three factors above, resolves the supply chain man-
agement cases of Best Buy and SuNing based on investigation. Through qualita-

tive and quantitative analyze of customer satisfaction, inventory turnover and
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transport costs, the author finds out the cause that make the supply chain manage-
ment difference between domestic appliance chains industry and overseas. After
demonstration analyze and comparing we can see that: appliance chains enterpri-
ses overseas can strengthen their supply chain management under the rapid ex-
panded circumstance. In customer service management aspect, they attach impor-
tance to consumer demand research, can adapt the store mode in time to accom-

@

modate with customers; spend much to attempt “experience marketing” ; offer
more and better increment service for customers. In inventory management as-
pect, they manage the advanced inventory management mode actively , collaborate
with supplies to forecast demand change of consumers; adjust commodity combi-
nation in time, increase high move goods to reduce inventory costs; take up with
inventory information systems construction and improve inventory management
level accordingly. In transportation management aspect, they take the combina-
tion of own motorcade transport and carrier transport, exercise the transportation
project offered by professional technique company adequately, mate to reduce
transportation costs. Now domestic appliance chains enterprises haven’t live up to
customer centricity in deed, still takes traditional merchandise lay out mode, lack
the integer concept of supply chain management, the information system construc-
tion is lower etc. This thesis puts forward the countermeasures to improve the
supply chain management of domestic appliance chains enterprises. In customer
service management aspect, domestic appliance chains enterprises should strength-
en customer — centricity operating model, popularize “experience marketing” and
offer more increment service in order to upgrade customer loyalty. In inventory
management aspect, they can take CPFR ( Collaboration, Planning, Forecasting
and Replenishment) inventory management model and strengthen the inventory
information system construction. In transportation management aspect, they can
make better collaboration with Technology Company and use their modern trans-
portation management program in order to reduce transportation costs.

4. A STUDY OF THE EFFECT OF COMMERCIAL CHAIN ENTER-
PRISE CORE COMPETITIVENESS OF IMAGE. With the effect of chain en-

terprise image on core competitiveness as researching object, the paper summari-
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zes some researching production including chain enterprise image theory and chain
enterprise core competitiveness theory and etc. , which is the foundation of all.
Then, the author chooses Balmer & Edmund model as the main theory basis of all
study, and consults the composing mechanism about store image of some schol-
ars. To make the Balmer & Edmund model be able to use in salt enterprise combi-
ning the particularity of chain enterprise image, the author visits many customers,
then, proposes to revise Balmer & Edmund model, based on the visiting result. To
validate the rationality that each dimension of chain enterprise image influences
core competitiveness, the author puts forward series of researching hypothesis.
Aim at such hypothesis, the author designs questionnaire and surveys. Then,
based on the market research data, the author puts up some analysis to validate
whether it is effective or not of Balmer & Edmund updating model that applied in
chain enterprise. As a result, Balmer & Edmund updating model is tenable in
chain enterprise. The conclusion is showed as follows: the chain enterprise image
is consisted of store image, merchandise image, society image and consumer sat-
isfaction,and all of them affect core competitiveness significantly. Furthermore,
results of demonstration research indicate the different extents that each dimension
of chain enterprise image affects core competitiveness. Store image affects core
competitiveness most, then merchandise image, consumer satisfaction in turn. af-
fects society image least. This paper checks up the feasibility of Balmer & Edmund
updating model, analyses the interior configuration of all dimensions of chain en-
terprise image and their effect degrees on core competitiveness. This paper engen-
ders practice value to enhancing core competitiveness through improving chain en-

terprise image for chain enterprise.
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