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Abstract

With the emergence of the serviceeconomy, customer loyaltyhas been
researched as a topic. Customer loyalty refers to the customer for a particular proc
or service produced a favorable impression, forming a preference, and repeat purcha:
of a trend.The customerloyaltyisaffectedy servicegualityadded valueand a
series of factors. Foreign scholar Reich Held point out that now the main task of
enterprise is managing customer loyalty. It is a science, and any enterprise can’ t i,
the customer loyalty of economic science. Loyal customers can bring to the enterpris
economic benefitsltis the enterpristhatgetsprofitand the directsource of
sustainable growth. As a casual dining representation of the enterprise, Haidilao |
formed a broad reputatiomnd high customer loyaltyamong customers and
implementing the effectiveultivatiomf customer loyaltywhich is the key to
keepingcustomerback toeatingagain.And, theycarryout itsprincipldiove to

employees, close to the customer, intention of the good, intention of management.
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Chapter 1 Introduction

With the high—speedgrowth of leisurdood, overheatedinvestmentlead to
market supply to appeal, sufficienmiarket supply more alternativehoice to
customers, Consumption transfer cost reduction, the customer churn up, leisure fooc
enterprise competition pressure increase.

Haidilaoisa hotpotrestauramthich operatesSichuan—stylleot pot primarily,
which a “fivetar’hotpotrestauranitscalledy themedium. The customerreturn
rate is up to 80% Hot pot is one of the most China’ s popular folk cuisine, and in
city, running a hotpot restaurant is not easy, also in China to create a hotpot br:
fill with challenges and difficulties. The biggest cost of catering industry busin
not from food, but from rented storefronteleateicitvemployee wages, etc.
And all income almost came from customers. So customer loyalty becomes profitable
sourceand themain drivingforceof growth. [tisalsoan importantfactorthat
determinedlaidilao’ profitln such a labor—intensivigw thresholdarket with
fierce competition, many restaurants choose to follow others to attract customers. |
Haidilao did not follow this. They first established a corporate culture, and ther
the customer to develop their loyalty. Enterprise culture business concept is not n

but this intermediate quality restaurant still surprises many people.



Chapter 2 Customer Loyalty

2.1 The definition of customer loyalty

Customer loyalty is a process, a program, or a group of programs geared toward
keeping a client happy so he or she will provide more business. The customer loyalt
isactuallwn customer behaviorof sustainabilititisthe extentof the customer
loyaltyto theenterprisdo some extent,loyaltyisnot rationalAccordingto the
degree of loyalty, customer loyalty can be divided into four different levels: cogni
loyalty, behavior loyalty, intention loyalty and emotional loyalty.

Customer loyalty is the central goal of relationship marketing. Because the loy:
consumer repeat purchase a product or service, customer loyalty is of is the meanir
of the enterprise. Only when the enterprise customers, they may have profit; otherw
if the customer does not choose these enterprises, it will lose the economic sourc
this is the most serious blow, enterprise. According to the analysis, when an ente
have 5% customer thanbefore,the profitincreaseby 100%. This isbecausethe
enterpriseot only save theadvertisimend promotioncostswhich areneeded to
develop the new customers, but also with the enhancement of the customers’ trust anc
loyaltiyto theenterprisd;tcan inducecustomersto improve productpurchasethe
relatedproducts. (Wu Jian’ an. (2004 Marketing Management. Beijing.Higher

Fducation Press, p.463).

2.2 The influencing factors of customer loyalty

2.2.1 Service quality

Service quality is not judged by the enterprises, but by the cemtomer. Custom
perceptiomf servicequalityis the essentiatalue of productsand servicesto
customer, it inclugesductquality, service quality and dedpalerlity of three

major aspects. The quality of the product is only one aspect, quality of service.



product quality is the static reflect for the value to customers.

2.2.2 Service experience

Customer service experience is a kind of psychological feeling and satisfactio
when customers accept the products and services which the enterprises provide. With
the progressof informationtechnologyimpact, influenceserviceexperienceon
customer loyalty behavior also increases. In other words, customer experience nevet

has such important influence on customer loyalty.

2.2.3 Interaction relationship

Relationshignteractions a two—way communication processbetween the
enterprisend the customefince it wahe interaction and a prbmesshed by
enterprise and customer, which are two aspects of the relationship. Of course, only
interactiomoes not guaranteecustomer loyaltyrelationshimpre importantis
whether the interactions establishedased on the principlef mutual benefit

relationship with the service concept of the foundation.

2.2.4 Concept identity

The customer loyalty is also related to the concept of enterprise. If the custo
identityhe enterprisecencept,he (or she) may be loyaltyto the productsand

services of the enterprise, especially for the service enterprise such as Haidilao.

2.2.5 Value—added feel

No added value, not loyalty. Only have good service is not enough, enterprises
must let customers have long—term appreciation of the value of experience. Customers
get the sense of value is the deciding factor of enterprise to realize the optimizat

long—term pricing.



2.3 The measure of the customer loyalty

Loyal customersare the most valuableassetsof enterprisedn American
businessesearchloyalcustomerscan bringmore profitshanthe20% to85% new
customersforenterprisdhe number of loyalcustomersforeach additionad%,
corporate profits will increase by 25%. The discretion of the customer loyalty can t
the following standard measure (Wu Jian an. (2004). Marketing Management. Beijing.

Higher Education Press, p.464).

2.3.1 The number of repeat customers purchase

During a certain period of time, if the customer repeat purchases the product of

certain brand, he is loyalty to the product.

2.3.2 Customer buying time

According to the consumer psychology, selection is the necessary stage when a
customer purchases something. But the time is different. Therefore, it can also juc

if the customer loyalty for a product from the length of choosing time.

2.3.3 Price sensitive

Price is very important to customers, but this does not mean that the customer
the same if they are sensitive to the price. Facts show that, for love and trust prc
customer has a strong ability to adjust to the change in price, that’s the low sensi
on thecontrarythehigh sensitivitSo accordingto thiscustomerloyaltyxan be

measured.

2.3.4 The attitude to the competitive products

The change of consumers’attitudeostlyappearedthroughthe comparisonof
the competition’ products.So, accordingto the customer’ sattitudéoward the

competitiomproduct,customerloyaltyan be judgedfrom theoppositavay. Ifthe



customerhas a good impressiomf competitiveroducts,itindicateshatthe low

loyalty degree.

2.3.5 The ability to bear the product quality problem

Any kind of product quality problems may have many reasons, even the famous
brand products,itisverydifficuktbavoidthissituatiodfthe customersof high

brand loyalty, even if appear quality problem, customers will not change the brand.



Chapter 3 Haidilao s Service and its’ benefits

3.1 Haidilao s service

Haidilao though is a hot pot restatgandre business is not food, but service.
Everyone will have a strong impression of the nuanced services of Haidilao. They wil
provide everything you need. When you are waiting for a table, you can enjoy many
services, such as you can have many different types of beverages, on the sofa, playi
cards, surf the Internet, clean your shoes and many other things, and all of the ser

you can enjoy the freedom.

3.1.1 Smile Service

Every people went Haidilao might feel like being at home. The staffs here trea
their customers like their brothers and sisters, no matter how busy they are, the sir
smiles are always on their faces .

Haidilao’ s service can even reach its customers as soon alsethey, get off t
employees there may give a bottle of pure water to the taxi driver or pay the park:

feet to their customers.

3.1.2 Waiting service

Haidilaois always roaringbusiness,customersusuallyhave to wait, and
sometimes they even have booked in advance. However, waiting in Haidilao is much
more different. A waiting area is designed for this situation, customers can get st
clean and playing cards there, and even surf online and manicure for free. They al
providesome drinksand snacks, such as popcorn, fruitmilk and lemon juice.
Compared to otherhot pot restaurantsjistomersaremore likelyto wait in the

Haidilao and not boring, under conditions in which they can lose their appetite for
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