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Abstract

with the rapid development of China’s economy and the improvement of people’s consumption
level, people’s consumption demand also presents diversified characteristics. Besides the goods
themselves, the service level has also become an important consideration for consumers. Enter-
prises’ application of service marketing strategy can improve customer satisfaction, enhance user
stickiness, and thus realize the growth of turnover, which is conducive to the sustained and healthy
development of enterprises. Pangdonglai has opened its own popularity with its high-quality service
and has become a banner of the retail industry. Based on the service marketing theory of 7Ps, this
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paper analyzes his service marketing strategy from seven aspects: product, price, channel, promo-
tion, personnel, tangible display and process, points out the existing problems in its service mar-
keting strategy and gives some suggestions, with a view to it.
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JIR 55 8 B SR LR R G . R BRI S 7 @SB . 0 7Ps RS E HELR A N BACE
BRI SR, TP AR DR (R R 55 SRS ) 5 S B BN 4R T 8
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IE] AT I AR SRR 558 B SR BT T, SR R AR B ORI 55 8 1 SRS TR A7 AE IO sl TR B i R T
Mo 2K ZRIRZE . EhaeA oy B 2R B B SR ot €0 0 3K G A ) PR BILE IR 25 77 THI [1] o Wk 4R A A
AR IR AR R 7R S AR A A 5 B AT 0 ) — ST 4 B TR AR R i 52 T A 55 i SR I8 34 A T AN T it
BT, RATREZ MR BRRST . R R 55 B K o 58 S M NP 3R B 4 D5 T [2] o K1 FL 9 4 H P AR (9
MRS EWMRISAAERZ 2TTAL. 2. FMRERRS UL & TRERTSZAF IR, B4T7h
OGRS M, i 4 B R BALERI[3]. 25K, BUEE, FEEZ IO TR d R AR ok A M A 2
Hh iR N SR 1 BT E R IR 55 AN SRR R BN T BRIR AN SCAL BT [4] o S5 24 i Wt U R BB X b
AR R IIAT D ROV PR 328 B ORF [ M X 573 — 5 o ) vt L i e 2 i P 63 T i 2 I S ) — N B
LER YA PSSR I

3. HHRFIRSEHER
3.1. BRSEHBIS R 7Ps BRBE R

PR 555 A A i W 55 A M X5 T T M 25 77 it TR 65 BT AR A 1) — 2R 1 it v J i 7 B2 P10 A Lk 3 i
5 e ST AN B A S L R 5 R E TR B [6] 0 IR S5 BB KT ) AR RS A B A R, A TR R e T
Wsa s, BLIRSS E B 0H & TR A 8 B B s T RI[7]. B TE/R « PR T g SR BRI, T
b FE GRS AHR AR A AR RAR AN ZE 5 A B = R, HE v 222 S A R P LR (R AN PR T AR 551 22 S
[8]o JHEASKIEEMRSSATT, RIS HEE, BMINWAL T RIFISIER . TPs RS EH R, 2
1E 4Ps "B AH SRS SLA L P IR, 20 th4d 60 4EAX, LEEH AT HAD W37 K (Jerome McCarthy)
1 (R E R : EHTE) — B, RERI T 4Ps ERAL AR P25 (Product). 1% (Price). %
iE(Place). f%i(Promotion). 1981 4, Til7HE 4% & FATMHT A LLAFSH((Booms and Bitne) ¥ A2l « 4
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K 4Ps ERYFSY BN TPs BRI, IS (Product). Hir#& (Price). i (Place). 124 (Promotion). 2
5 N I (Participant). 5 J& &7~ (Physical Evidence) DL /i 2 (Process) [9].

7PsIEip
L A
Yy
=& iz = {2 AR felidoth oLz
(Product) (Price) (Place) (Promotion) (Participant) Evid\:ance) (Process)

Figure 1. Basic framework of 7Ps theory

1. 7Ps FBIP B AHESE

3.2. BEFRERFMT

PEARSKT 1995 4F 3 H BT 4 R0 75, BB T vF &, 5l & 8 AMRETIE, £ JLHERIRE,
JHE 2R SR K VT e 4 B AT 4 PR S5 R B R Al L S5V R RS T T B BT BRE . &R
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R NI, T EARF IR b E Z I — M AE7E . #uk 2023 47, MEACSKRE WG H14, R T
AN, WATEVF BAUE 2 WA 13 KIS AR TR bR ik TR LSRR
MAEME, BEEHFOBITL, EEMT SRS, W8R8 “FEFRMBRTG” « B8 RAAEIE R,
2024 SFEHETTRIMEAR R KA IR B AC 3. 406 3% 3 KB N SUBEM, 3 Ki (A B A% 116.33 TN
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3.3.1. FAEYIERK T RRE
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T ) P o v B BRI R AN A, PSR E . R A, AT R AR R RIS S TR . BE AR
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DOI: 10.12677/ecl.2024.133884 7181 HLF R 55T iR


https://doi.org/10.12677/ecl.2024.133884

JAIESE

3.3.2. HRIZHAYE M KR
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AEH . FEE EREA, BEARIFBCA MR, MR AL, HlRF . i — R SR
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PR AR A N G SR AN 4, Al A S s o e N A A R IR 2 BER R AR B
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I8, BT LARAT 500 U VRSL, MR TR B RAF RS . R ETT SRS RS
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W E AR R )%, ERIATRB T, YoKAE. BEFA . R KSR ROLER
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