F=Al£25% | INDUSTRIAL ECONOMY

“R O]+ @ TR NE R ST S
— DU B IX I 2

FRIBERFFIFBe, I f38H 212300
DOI:10.61369/ER.2025030011

i E ! BEEHEEFLRNERFEEKTEA, sREICHEETX—IEEISERETAHRELRA, LEE—"&RHHT
ZAF, ARIEATHERREERRT, AREEBEETZEBHNBEST, W7 @EHHESRMNELFERRENE,
AARLIERMKEEE ANR, RADESHRESHSEERE, SREBSIH. REIEMWIERE, LE
#BEL BN + REREFET ALEll, BLTAURERESAE, FEMZEEER; FTRFRE. MRBHEE
BIER. ESRRERNEMAZNERFRLEREE,; SREREEEARS, EZWHNEFE. NEHNERBREE
Exm, BT, NEREK. SRRS. RHISE. EHEESAEREEN, MRAKNEED. BtEnmRER
%, EHITESRMM. MEHEAR, HhERHeEETNEEEHNALBHINASSLRIEHER,

X 8 @ @ ==EHehHE TE HEE

Research on Consumer Purchase Behavior under the "Membership System +
Warehousing” Supermarket Model —A Case Study of Consumers in Nanjing
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College of Zhongbei, Nanjing Normal University, Danyang, Jiangsu 212300

Abstract : With China's economic development and the rise in residents' consumption levels, the emerging
retail format of membership—based warehousing supermarkets has emerged in the Chinese market,
particularly gaining widespread acceptance in first— and second-tier cities. As a significant city in
eastern China, studying consumer purchase behavior in such supermarkets in Nanjing holds value for
understanding market trends and formulating corporate strategies. This study targets consumers in
Nanjing and employs an empirical approach combining questionnaires and interviews to analyze their
purchase motivations, decision—-making processes, and shopping experiences. It finds that consumers
are primarily motivated by "high cost-effectiveness + quality assurance," with purchase behaviors
centered around family stockpiling and also meeting social experience needs. Significant differences
exist among different age groups and genders in terms of purchase intentions, perceptions of product
quality, and social value appeals. Overall, there is a high willingness to renew memberships, although
this is influenced by shopping experiences, fulfilment of benefits, and emotional connections. Based
on these findings, recommendations are proposed in areas such as product strategy, membership
services, store operations, and marketing promotion, including optimizing price structures and
strengthening product quality control. The aim is to enhance member loyalty, improve the consumer
experience, and provide insights for the operational marketing of membership—based warehousing
supermarkets and the sustainable development of local supermarkets.
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