YE S T I
U5 S AE DL TH B2 5 i it
SRR S M B 52

The Study of Consumer Brand Loyalty Influenced by
Promotion Injury Crisis of Chain Supermarket

fl il

LURHEALSEUREANS . UEREGE.
REGERIKRER, EHRENVERERW

W FEEFEREREN INELEBNNEH,
NEEESHEREZENXREFERER.
EREERREHGERNRERHREVENNNTLER,
FELTIERRHZRHURBLUHRNEN TR

AL BT IR Lo




ZE Wi e
i AL BRI B & g
ORISR 5

The Study of Consumer Brand Loyalty Influenced by
Promotion Injury Crisis of Chain Supermarket

e

{Eilgae &

Ky 2
e ALY S
“wers.  Southwestern University of Finance & E

“conomics Press



BEHERSE (CIP) 842

HHETEE G E B H RS B RIR AT 5 R E .
— AR FH R W 4 K22 Al L2011 11
ISBN 978 -7 - 5504 — 0442 -7

[.Q#% 0.0%- I O&BET—RH—NEEE
V. QF717.6

R AR 518 CIP B4+ (2011) 55 191530 5

ESBHIRHE G E LY RE AR DRI R

RHEmE AR £ B
HE R HAE
TARENH]  HHR)I]

WS | TR KSR (s s sesest 55 )
) HE http ; //www. bookcj. com

BT HR bookcj@ foxmail, com
MRECSRES | 610074

B 3% | 028 -87353785 87352368

B Rl | SREBIEEIRT

B&ERT | 148mm x210mm

% | 6.25

# | 155 F%

w | 2011 F 11 HE 1R

x| 2011 4E 11 A% 1 KER

B | ISBN 978 -7 - 5504 — 0442 —7
# | 22.005¢

ft ¥ 8 F N8

L JRAUSTA  BREDALST
2. AR BITHEE, AR E SRR,



NERE

HEAGTHZEFHI, MEARS G LG 4EHAN
RBEXGHBRE A, BHEFERFXES, 224X
—dAEP, dERAXSFHAFTEAL. B4 FAHE
AR S, RAEGELLEE, ARANCHELAETH, b
LHEETE, Aol i, etd kA ALE24 T AR
R, TR HEHOER, CALSEEALIMOXEE
BEFER, RAANEPANLFTED, ANALE, 2L i
BETFREAFXAARR S, $HEIZORETEEH, X400
BRTEXRARE, AP LT EHRARHGTFANL LS N R4
SEARHELER, LEARANSEREGTQFRL, HiE
it FIEAF R 5 ik E o R S e AR A X,

APEAMRBTRUEGEALMNGFLIR, KA L E
SHE: —RRFREBRE . BREFE O AAACH K 4 &
i, Bk, HEEA. BEERGYRHFRL, 5 —%
RARRBEGEL LB EZEEIALFTAL, RERMTIS
EPM, NEKRE, AATRUGEANGHAEIEETEE
BATHA, G FANEE R LRA ZAHF 05,
MRAEEQITRALR LT, BSR4 FLNGHHTERIR

FAUENGTR, RREBALRYGET ARG IRE ),

hERE | 1



PEIZMRMENEHER, 2L A BAKELE, SHEM,
FREFEANGHAHEFTEE, TEIHKNG ST LT A5
REFHRBREUTREFKSE, AFLARTLALEZ, B
HEXABEE, R, REEE WEERATHEE,
BB RALRTE, KACNZHHLE2PERNE,

HTFRANHREAAARBGEEANL EEEGRE, B
RAFREKEXRFLERARGREGERFSRHITTE—S
¥, BAE BB, FRGTANGELARE EH LA
ROTHEA T H AR L, RERSHF LAIALIEBARE
AR ZREG TR RHER R RRE BT S
AANHEREAS. BEHEFRRAH FEH, B EE T4
GERMGESL, AFRERBEEEANKNBAAZERFTT o
k: A—RAERGENIARIRAST A ARFEGTANSE
ERREGEAMNBE, AZZATHEREERGETHELYE
AT ARBASGEANFREM G4 F AT E, 4205
RELS—FRERRUMGFAMN, AFESWEVEHLTA
REFAGBEANPEERMSFGEANBHRE, SHIAA,
BEFEARMGEANAL LB F XKAKME, T AH
HRB. B EHE, B,

e, A THAAREBRANERLN. AR HE
. AFEL, BREEELREE—EREER, F-—RE
TREBAERMGELATHERNNE, ARABEHBRT
AFRGBAERY, FRETAHAXESZRAXLLAN 1T AHE
Bk,

AT LEF R T 282448,

F—, ERBAZSGERAWKEHET, FRAFLZHLLER
BRARGENFX, REFLL L EsTH Xt Tl &8
fo R, BEEE, ARBRGEBEA LMY, SFEHL

2 | ESBTREGERIERERMERNE T



S RERH] EHARAT AN, KR E BRI R, B2
HERDH, RHRERLERS; ARFEHDLELXARGALY
FAMBERT, WRRRBKWESFX, EHFF BN
RI&, SeMiEaid, ambReid,

B, EXARBMESGERAIN, RAYEHRERE RS
G, BTHEEEREGELSREETLE, AARE
FoRFRRERLEATHAL L ENKERSH L AER
THE, BRAALLTHEMFE BB, Fe i dda
Bl Rk, MEERFLEEARES,

FE, bLPENANEHR AR EREAEEY A, &
MEER, RAERREMSHETANERZRBASTSLH T M,
HGRTE B BIRA YR EIE H T A B R fode 12
£, AMBAEREGBORERFASRER, F2H0FER
ML TFERZRNZEAAEEANEHRZO AL RBEMK, h &
MAAEER G,

W, FEABRANGHEFESENE L LB R BA—E
23, AT MR L HERRT IR, BRmRAARH
MEGERAMEZRBASGERMNGEFTT, ARG BELR
MeAnd T BB,

FE, RASBGETESANELLE G REEAA £
Ao MMTEN, REASHRBNHERAFRELGELNEHL L
B REEKBEE A,

ABFRGUAFMETEZRAEATAAF G

F—, TAZERBTRAGETANGHE, KAFRLAES
IEEBRY ., BEEAENMBREHAMEA LKA TG A E,
BRANAETEF G FRAR, EREEBRTRESG T AN
B&,

o, ARSBHETANGF>EGES L, FEE HAH

HERE | 3



GEAMG BN FXEFT o LI, REZRREHTY
FRRE AR H ARG FOERAMEARE, FREZTT 5
%, 2ERFETTREGEAVFRAG AR,

FZ, METRHEGEANTERZ A AN Y AL
BY, APBILHKALTAEEHGNE, BT ER4H
BEAMTFTHRAYARERNLEERSRERATAELET
F— oL EFRREAFX, PEANAPRAEET—EFEBL
R Ao iz, FMET AFROBOELY,

$v9, SHETAUEG EAMTE ® 24T Ak Ba AL,
ABRBTBPHERNSEERIET AREHLRTELPESH
ANEFHER RS, WEER, B ERSEERG T
W, SEFEARBEREGEANREEEEESHERITH
BEMN, AR LG EF RGBRET —MERER,

G, AEREIEGARLE®, EoHLERPLEL TR
MTH—F IR, oL B A E mEF G A E AR,
BEMRZAFANEGHLE LB RS, R RERLNTH
Bith g,

X@iE: MG EAN BReRER MEER MB4E4E
o M B3R,

4 . EYRTRHEGEANNERERMBENE IR



ABSTRACT

In recent years, sales promotion has been used frequently by
more and more enterprises as a powerful weapon in modern commercial
campaign, which has a variety of forms. However, in this process,
consumer’s personal and property injury increase because of inappro-
priate promotion. Once promotion injury crisis happens, consumer
mentality will change their confidence in enterprises drops and their
perceived risk increases. Under that circumstance, how to acquire the
understanding of consumer and restore the relationship with consumers
has become the preoccupation of enterprises after their coping with
promotion injury crisis in accordance with national laws and regula-
tions. Whereas, many enterprises usually take these inappropriate
counter measures, which would cause more secondary negative inci-
dents and loss. This book studies the changing situation of the post —
crisis consumer psychology, especially the psychology of regular cus-
tomer, trying to find out the most appropriate counter measures via
empirical researches.

This book firstly sorts the documents relating to promotion injury

crisis, and finds out that these documents can be classified into 2 cat-

egories one is the study of how false prometion and false high
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reference price promotion influence on consumer’s perceived value,
perceived risk, emotion and purchase intention; the other is the study
of how to determine responsibility and partition problem under national
laws and regulations after promotion injury crisis happens. On the
whole, the present study of promotion injury crisis mainly focuses on
false promotion. There is neither a systematic definition of promotion
injury crisis theory, nor a comprehensive study of variables. There-
fore, there still leaves much space for the study of promotion injury
crisis. Although there are few documents studying promotion injury
crisis directly, there are a large number of documents studying market-
ing ethics, enterprise negative public information, brand crisis and
product injury crisis which related to the promotion injury crisis do-
main. Thus, analyzing and sorting these documents provide the basis
and guidance for how to choose the variables which this book studies.
This study chooses enterprise reputation, counter measures as inde-
pendent variables, perceived risk, brand trust and purchase intention
as intermediate variables, and brand loyalty as outcome variable to
discuss the relationship and mechanism of action among them.
Because of the incomprehensive definition of promotion injury cri-
sis in the past studies, this book collects and analyzes a large number
of promotion injury cases which have been reported widely by mass
media. On the basis of consulting the definition of “false promotion”
“product injury crisis” and the inappropriate promotion action deter-
mined by ministry of commerce, this book defines promotion injury
crisis as consumer’s personal and property injury incidents caused by
faulty organization of promotion or false promotion, which happens
sporadically but is widely publicized by mass media. According to the

definition mentioned above, this book classifies promotion injury crisis
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from 2 perspectives one is to divide it into consumer promotion in-
jury crisis and retailer promotion injury crisis according to the different
injured objects; the other is to divide it into promotion personal injury
crisis and promotion property injury crisis on the basis of objectivity
criteria of consumer’s injury. This book concentrates on retailer promo-
tion injury crisis. After analyzing the cases, this book divides retailer
promotion injury crisis into retailer personal injury crisis and retailer
property injury crisis, holding an opinion that the enterprise’s counter
measures against these 2 kinds of retailer promotion injury crises are
about the same-keeping silence, corrective action, and proving an ex-
planation.

After that, this book discusses the theoretical basis of the forma-
tion of the study model: perceived risk theory, equity theory, brand
trust theory and expectation — evidence theory. Then it studies how
these theories function in promotion injury crisis, forming thus the
conceptual model of this study and stating 17 research hypotheses re-
lated to relationship among variables.

Subsequently, this book comes to several main conclusions after
case analysis:

Firstly, under promotion personal injury condition, enterprises
with different repuiations should take different counter measures.

The counter measures taken by enterprises with different repuia-
tion differ in influencing the consumer’s perceived risk, brand trust
and brand loyalty. Under promotion personal injury condition, if en-
terprises with high reputation take corrective action, they will get the
lowest perceived risk, highest brand loyalty and brand trust from their
consumers ; Whereas, if enterprises with relatively low reputation want

to get the same result, they would better keep silence.
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Secondly, under promotion property injury condition, the best
counter measure is to apologize.

If there is consumer property injury, they tend to attribute promo-
tion injury to the enterprise, and deem that injury may come from the
its bad management and even from its subjectively intentional misguid-
ance. As a result, only the enterprise apologizes and makes compensa-
tion, which would decrease consumer’s perceived risk and increase
their purchase intention and brand loyalty.

Thirdly, enterprise reputation greatly influences on the
consumer’s perceived risk after the crisis.

The study demonstrates that either under property injury condition
or under personal injury condition, the different retailer reputations
would have different influences on consumer’s perceived risk and brand
trust after the crisis, and then have different influences on consumer’s
purchase intention and brand loyalty. Compared with retailers with low
reputation, consumers of the retailers with high reputation tend to have
low perceived risk and high brand trust after the crisis.

Fourthly, different genders have different reactions toward post —
crisis counter measures taken by enterprises.

Women’s perceptual vulnerability is greater men’s, and thus,
women’s perceived risk exceeds men’s either under property injury con-
dition or personal injury condition,

Fifthly, different age levels have no distinction in reactions to-
ward post — crisis counter measures took by enterprises.

The study shows that consumers from different age levels don’t
have distinctively different reactions toward the counter measures after
promotion injury crisis.

The innovation value of this book is mainly reflected in the
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aspects as follows:

Firstly, this book comprehensively proposes the notion of promo-
tion injury crisis for the first time.

On the basis of sorting false promotion, false high reference price
promotion and documents related, via the comprehensive study of
cases, this book for the first time proposes comprehensively the notion
of promotion injury crisis.

Secondly, this book classifies and compares the counter measures
against retailer promotion injury crisis.

According to the different injured objects and different objectivity
criteria of consumer’s injury, this book classifies the promotion, per-
fects and enriches the content of promotion injury crisis study.

Thirdly, this book formulates the conceptual model of the influ-
ence of promotion injury crisis on consumer behavioral cognition.

According to the study of documents and observation of cases,

this book finds out 2 kinds of independent variables enterprise

reputation and counter measures, and 2 intermediate variables
consumer perceived risk, purchase intention and brand trust, which
would influence purchase intention and brand loyalty in promotion in-
jury crisis. Then this book formulates the concepiual model of this
book.

Fourthly, this book demonstrates how promotion injury crisis in-
fluences on consumer behavioral cognition.

On the basis of BP neural — net algorithms, this book demon-
strates different influences on consumer perceived risk, purchase in-
tention, brand trust and brand loyalty under different retailer reputa-
tions and counter measures. These studies provide a theoretical frame-

work for clarifying the changes in post — crisis consumer psychology
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and behavior, taking the appropriate post ~ crisis counter measures.
In conclusion, this book based upon case analysis, by applying
relative theories and doing social practices, states that enterprises
should treat promotion more prudentially, take post — crisis counter
measures more scientifically and pay more attention to the precaution

and regulation before the crisis happens.

Key words; promotion injury crisis, perceived risk, Purchase

intention, brand trust, brand loyalty.
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