E-Commerce Letters FL-TRi55PFig, 2025, 14(1), 3538-3548 Hans X
Published Online January 2025 in Hans. https://www.hanspub.org/journal/ecl
https://doi.org/10.12677/ecl.2025.141439

T BB B R E R

—LABXB AT 79 B

it

EX
B K2Rk 54520, widb mi
ks HiA: 20244F11H24H; FHABEM: 20244F12420H; KA H: 202541 928H

H E

FEH AP al R AP R KAMEFEH KRBT R T, KAEY) SRS HalRl. TN
XX — PR, AV IERRREE MR R AR O S /), FREPFEEWE, USIRBNTSNS .
BRES MY, YR T BRI T2 —, R I e R B i AR B 25 6 B
HIBkaR . AR FIES HE FSH TR, BT EEEMVBRE ERERRRER, FHT TIRADT.
BroUREL, BSRRBR. MRS RE D KV SR MBI mi % B EEER, el
B iR L . &R ERAITREREE T BENRE. ETRENEWY I REREL, A5
R T =AT5H HRTHBUR B B SRS — R I AL R R SRR A e A S 08 B (245 71 B 5
ZRXBA SRR R R S R =RINHBE MR . XS CUABRE LB
GRS TRAPEBIRERRS, BAHAMAFTEELVRETERNSE.

XA

WEE, WY, BWE, BEAK

Study on the Influencing Factors of
Customer Loyalty in New Retail Enterprises

—Taking Liansheng Jiulong Plaza as an Example

Yunxia Wang

School of Law and Economics, Wuhan University of Science and Technology, Wuhan Hubei

Received: Nov. 24™", 2024; accepted: Dec. 20%, 2024; published: Jan. 28, 2025

Abstract

Against the backdrop of sustained economic growth in China and the flourishing development of
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emerging e-commerce and individual industries, the competition in large shopping malls is becoming
increasingly fierce. To address this challenge, companies are actively taking measures to enhance
their core competitiveness and increase customer loyalty, in order to achieve long-term competitive
advantages. Liansheng Jiulong Plaza, one of the important shopping venues in Jiujiang City, also
faces the challenge of maintaining a customer base and enhancing customer loyalty. This study se-
lected key factors that affect customer loyalty in retail enterprises through a survey questionnaire
and conducted in-depth analysis. Research has found that the quality of goods, services, and shop-
ping environment are the main factors affecting customer loyalty at Liansheng Kowloon Shopping
Plaza. They have a significant impact on customer shopping experience, attitude loyalty, and behav-
ioral loyalty. Based on the actual situation of Liansheng Jiulong Plaza, this study proposes three strat-
egies to enhance customer loyalty: The first is to reduce costs and increase promotional efforts by
optimizing product pricing strategies; the second is to take targeted measures to improve service
quality; the third is to optimize the shopping experience for customers. These strategies not only
provide guidance for enhancing customer loyalty at Liansheng Jiulong Plaza, but also provide valu-
able references for other new retail enterprises.
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Table 1. Typical views of enterprises on new retail
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Figure 1. Daily average passenger flow of Liansheng Jiulong Plaza
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Table 2. Reliability test results
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Table 3. Validity test results
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Table 4. Statistical table of basic customer information
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e i 1T Bk H 4 Lt (%) R E (%)
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1) s
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26~40 65 52 52
18~25 32 25.6 776
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55 LAk 8 6.4 98.4
18 BT 2 1.6 100
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Table 5. Analysis of factors influencing customer loyalty at Liansheng Plaza (N = 125)
2 5. BAEEI 1R iR E 200 E H A 2 4 R (N = 125)
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T AR TR
6.3 BCES T Y7 o o = 4T 1 5 3.42 0.74
6.4 LB i dh B, AR 1 5 3.44 0.67
7.1 206 3 R TR A LT 1 5 3.74 0.77
7.2 %MWY R T E, R 1 5 3.61 0.75
JIR 5% o
7.3 ZAY) 3 A T REVEGN, PSR M ISR il ) 1 5 3.52 0.69
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Figure 2. Summary of opinions
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