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Abstract: In contemPorary Ching, customer satisfaction has become a focal Point in the large=scale retail industry.
With the diversificoation of social Structures ond the continuous develoPment of e—-commerce, Zibo Yixinlou
DePartment Store Co., Ltd. faces new challenges and oPPortunities. To secure a foothold In increasingly comPetitive
marRets, the comPany must Prioritize customer satisfaction. This study focuses on Zibo Yixinlou DePartment Store,
analyzing ssues reloted to store rePutotion, service uality, and Product standards through westionnaire surveys.
The analysis categorizes Primary indicators from the Chinese Customer Setisfaction Index model —such as brand
imoge, customer exPectations, Perceived Aumality ond Perceived value —into nine secondary metrics. Targeted
imProvement Strategies are ProPosed, ncluding staff training Parking facility uPgrades, ond Pricing
oftimization. These measures aim to enhance Product offerings and services, boost customer Sotisfaction, and
ultimoctely achieve sustainable business growth for Zibo Yixinlou DePartment Store.

Key wordsCustomer satisfaction Strategies to imProve customey satisfaction; Zvbo Credible Building Defartment
Store Co, LTD

I. Introduction enhance customer satisfaction. Only through
such efforts can they secure « foothold in the
fiercely comPetitive wmarket. This study
conducts an in—dePth analysis of Zibo Yixinlou
Defartment Store's customer satisfaction
levels through comPrehensive vesearch. The
investigation identifies existing challenges
and shortcomings in the store's service Auality,
leading to toargeted 3ImProvement mensures.
These vecommendations aim to elevate Product
and service Standards, ultimately boosting both
customer satisfaction and morRet
comPetitiveness at Zibo Yixinlou Defartment
Stove.

AS  vital comPonents of modern urban
commerce, large shoPPing malls face increasingly
fierce market comPetition. With economic
growth and imProved Living standards, consumer
demonds and behavior Patterns are evolving,
Presenting new oPerational challenges for these
establishments. The YaPid develoPment of
e-commerce  has  transformed  shoPPers
‘Purchasing habits and values, with greater
emPhasis on Product Auality and after-sules
service. Moreover, the nternet’s exPlosive
growth and the intense imPact of e-commerce
have driven mony consumers to shof online,

significontly affecting Physical mall foot While international ond domestic scholars

traffic and sales. In this context, enhancing
customer satisfaction has become o cruciul
strategy for large malls to address challenges
and  regain  growth momentum. CuStomer
satisfaction  not only  reflects  overall
evaluations but also serves as a Rey indicator of
service Auality and business Performance.
Therefore, researching strategies to imProve
customey satisfaction In large shoPPing molls
holds  significant  Practical  value  and
aPPlication Potential for mall oPeratoys.

Therefore, for large domestic shoPPing malls
to achieve long—term develofment, they must
Prioritize customer—centric strategies and

have extensively studied customey satisfaction
and develoPed various evaluation models, China's
research  Progress in  this field Yemains
relatively lagging. This has led to a heavy
reliance on foreign-established wodels for
developing Chinese customer satisfaction
FrameworRs.  Although studies on  customer
satisfaction exist across different industries,
research  sPecifically  addressing  service
satisfaction In large—scale shoPPing malls
remeins  scarce, lacking both  systematic
aPProaches and targeted focus. Therefore, this
study selects Zibo Chengxinlou Defartment
Store Co., Ltd. as the yesearch subJect to exPlove
1ts customer satisfaction issues. The findings
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not only contribute to theoretical
contributions but also hold  significont
Practical imPlications for real-world guidance.

2. Zibo Credit Building DePartment Store
Co., LTD. Customer satisfaction evaluation

This Pafer utilizes o uestionnaire designed
by L YaPing (20230131, with wminor
refinements made to the original version. The
Cronbach's alPha coefficient of 0.950 in this
Study exceeds the 0.9 threshold, ndicating
strong veliability. KMO test and Bartlett's test
results  (0.886 and 0.0005  resPectively)
demonstrate good validity. Based on the Chinese
Customer Satisfaction Model and tailored to
Zibo Chengxinlou Mall's oferational context,
the Primary indicator framework, includes: mall
imoge, customey voalue, Perceived Auality, ond
Perceived value. Secondary indicators encomPass
moall rePutation, staff comPetence, and sociod
resPonsibility wnitiatives under mall imoge;
emPloyee numbers and Parking facilities under
customer value; while  Perceived Auality
evaluates environment comfort and convenience,
and Perceived value assesses Pricing levels and
Promotional activities.

Questionnaive doto analysis

The 100 Auestionnaires that were collected
effectively were summarized ond summoriZed
according to gender, age, Income level and other
informetion. The results are as follows:

In terms of whether the shoPPing mall s the
First choice, most customers regard Zibo Credit
Building DePartment Store Co., Ltd. as the first
choice, accounting for 14%, and o Small number
of customers do not regard the sho?Ping mall as
the first choice, accounting for 26%.

3. Analysis of Problems ond causes of

customer satisfaction

Analysis of Problems and causes in PercePtual
Quality

Zibo Credit Building DePartment Storve
Presents significant issues regarding shoPPing
environment oand comfort. Firstly, Product
Auality s Problematic: fresh Produce contains
Pesticide residues and lacks freshness; clothing
tems vary n Quality with outdated designs
that foil to meet customer exfectations.
Secondly, the store’s hygiene conditions are
concerning sufermarket areas show inadeQuate
cleanliness of floors, shoPPing carts, and shelves,
while garments disPlayed after trying on are
disorgonized. Some disPlay cabinets have
chaotic Product Placement and unclear Pricing
labels, causing checkout  confusion  and
negotively imPacting the shoPPing exPerience.
Thivdly, checkout efficiency remains severely

nadeluate, with long

Queues during Peak, hours ond a lack of
self-checkout eQuifment significontly
reducing customer convenience.

In teyms of comfort and convenience, the
mall's back.ground music selection is Problematic.
Fast—Poced, high-volume  tunes dominate,
disruPting customer interactions and shoPPing
exPeriences. Overly bright L(ighting creates
stress for shoPPers, reducing their dwell time.
Additionally, the signage system s inadelucte,
lacking clear directional markers throughout
the mall. This makes vt difficult for customers
to locate Products, increases shoPPing costs, and
negoctively ImPacts both satisfaction Levels and
sales  Performonce. These 3issues collectively
weoken the mall's overall comPetitiveness and
customer sotisfaction.

Analysis of Problems and causes in customey
value

Zibo Yyxinlou ShoPPing Mall has demonstrated
notable shortcomings in both customer service
Qality ond Parking management. Survey dota
reveals the mall received low Yatings of 3.44 and
3.1 Points resPectively in these areas. During
Peak, hours, Particularly on holidays, staffing
shortages becoame evident, resulting in cashier
eryors, Parking difficulties for customers, and
substondard — sanitation - all  severely
imPacting shoPPers 'exPerience. Moreover, the
severe shortage of Parking sPaces exacerbated
traffic congestion oand safety Yisks in the
surrounding area, while chaotic Parking of
electric bicycles and Private vehicles further
disruPted order. Notably — rival — shoPPing
destination Huikiondia Mall has significantly
imProved  customer  setisfaction  through
scientific Parking Planning and standardized
management Practices, moking Zibo Yixinlou's
Parking deficiencies even more gloring.

Analysis of Problems and causes in PercePtual
value

Zibo  Yizinlow  Mall  faces  notuble
disadvontages In Pricing ond Promotional
strategies. Survey results indicate 1t Scored
3.2 and 3.66 Points resPectively for Price
comPetitiveness and Promotional activities.
Firstly,  Product  Prices exceed customer
exPectations. In the aPParel sector, while
Yizinlou's Auality motches comPetitors Like
Huiiandia  ShoPPing  Plaza, the latter's
membershi? discounts and holiday Promotions
reduce comParable Items by [0-50  yuon,
widening the Price goP ond fueling customer
dissatisfaction that undermines its market
Position.  Secondly,  Yixinlow's  limited
Promotional formats and rePetitive tactics—
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often featuring exaggerated or ambiguous
slogons—risk misleading consumers. Additionaily,
Promotional gifts often fall short of customer
exPectations, Potentially damoaging brand
refutation. Notably, Promotions are vestricted
to sPecific holidays and follow conventional
models like basic clearance sales, failing to
meet evolving consumey demonds. By contrast,
tocal  rival Hui%iandie ShoPPing PlaZe has
significontly boosted customer Swtisfaction
through diverse Promotions. Its signoature
‘Night ShoPPing Sessions' offer substantiol
discounts alongside extended hours, exPanding
sho?Ping oPtions. Customers receive greater
value for their sPending at euivalent costs,
substoantially enhancing both exPerience and
soctisfaction.

Analysis of Problems and causes in the imoge
of shoPPing malls

Zibo Yixinlou DePoartment Store Scored
388,334, and 331 in terms of business
refutation, emPloyee comPetence, ond social
resPonsibility resPectively. In yecent years
affected by the Pandemic and the yaPid rise of
e-commerce, the store has Prioritized
short—term gains over lLong—term benefits to
boost Performance. With declining sates, the
comPony  has struggled to  Fulfill  social
resPonsibilities, such s delayed Salary Payments
and veduced charitable donations. These factors
have  contributed to decreased customer
satisfaction. SPecific issues regarding the
store’s image are as follows: (1) EmPloyee
ComPetence (D During Peak, hours, staff may
struggle to Provide enthusiastic service due to
work, Pressure or emotional fluctuations. @
The store freQuently emPloys college Student
interns during busy Periods. Due to insufficient
training time, these temPorary emdPloyees
often lack Product knowledge ond sales sRills,
maRing them unable to effectively answer
customer inuiries or comPlete sules tasks. (2)
Social  ResPonsibility ParticiPation  Zibo
Yixinlow shows low engagement in charitable
activities and lacks active involvement in
social aid Initiatives, failing to leave «
Positive imPression on customers. Additionally,
the store extensively uses Plastic bags for
Product Poackoging and sales, demonstrating
insufficient environmental resPonsibility and
Failing to Fully FulfFill corPorate environmental
obl3 g trons.

4. Customer  Satisfaction  ImProvement
Strategy of Zibo Credibility Building
Defartment Store Co., LTD

The shoPPing environment serves as o vital
comPonent of commercial oferations, Providing
not only Physical sPaces but also creating

comfortable,

convenient, ahd aPPealing shoPPing exPeriences.
A well-designed shoPPing environment can
significantly enhance customer satisfaction
oand Purchasing intent. To achieve this, the
following oPtimiZzation wmeasures should be
imPlemented:  Firstly,  in terms  of
environmental  enhancement:  Establish — «
comPrehensive Auality monagement system to
ensure Product safety ImPlement localized
cleaning strategies with enhanced sanitation
Protocols; Streamline checkout Processes by
increasing  cash  register  cafacity  and
introducing self-checkout systems; Regularly
maintein - hardware  facilities to  ensure
oferational Yeliability while ensuring stoble
network, connectivity. Secondly, regarding
comfort oand convenience: OPtimiZe Youte
Planning and signage to imProve accessibility;
Create on ideal shoPPing atmosPhere through
adJustoble Lighting temPerature control, and
background music; Provide amPle Yest areas
eQuiPPed  with  recreational — amenities;
Introduce digital shoPPing gquides to assist
customers in Auickly locating Products. These
coordinated oPtimizations collectively create
o comfortable, efficient, ond attractive
sho?Ping sPace that enhances customer
satisfaction and strengthens the mall's market
comPetitiveness.

When setting Prices, Zibo Credit Building
DePartment Store must holistically consider
moayRet Positioning, comPetitive landscale,
and consumer Psychology to ensure Pricing covers
costs  while  genmerating  Profits. A
well—calibrated Pricing strateqy can boost sules
volume, increase Profitability and strengthen
brand ¥mage and comPetitiveness. Promotional
activities are vital for the mall, as they drive
sales, attract new customers, clear ihventory,
and serve as effective communication channels
with consumers. These Promotions may include
discounts, buy-white—you—go offers, and fFree
guFts, but must be imPlemented n o way thot
doesn't comPromise overall Profit margins.

As o social seyvice hub, shoPPing malls must
Fulfil thedr social resPonsibilities to ensure
long—term growth and brand refutation. First,
Protecting consumeyr rights through veliable
Products and services builds trust in health and
safety, enhancing brand  credibility ond
customer loyalty. Second, corforate social
resPonsibility (CSR) initiatives like Public
welfare camPaigns and charitable donations
boost  social  recognition  while  boosting
emPloyee engagement. When emPloyees feel
their work ImPacts society, they become move
dedicated, ¥mProving Productivity and overall
business Performance. Third, CSR helPs establish
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Positive Public Yelations through community
activities and environmental Projects, which
attract Partners and investors. Finally, with
evolving consumey values, growing consumey
suPPort for socially resPonsible brands mokes
CSR not Just social contribution but
strategic business move that differentiates
malls in comPetitive markets.

5. Conclusion

This study focuses on analyzing the factors
influencing customer sotisfaction at Zibo
Chengxin Building DePartment Store Co., Ltd.
Through evaluation methods, corresPonding
imProvement measures are Profosed. The Pafer
first  identifies Rey Primary indicators
affecting customer setisfaction based on the
China Customer Satisfaction Index (CCS1) model,
including store image, customer value, Perceived
Quality, and Perceived value. These factors are
further categorized into secondary indicators:
store refutation, Staff comPetence, social
resPonsibility  fulfillment, service Quality
staff numbeys, store environment, Product
Pricing  Promotional activities, Parking
facilities oand Yestrooms, as well as Store

comfort  and  accessibility.  SubseQuent
questionnaive  surveys analyZed date  to
identify 1s5ues imPacting customer

satisfaction. Finally, imProvement strategies
are designed bused on identified challenges,
including enhancing shofPing environments,
imProving comfort oand accessibility and
imPlementing differentiation strategies to
strengthen corforate Image.
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