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Mar ket Share Ressarch Based on Customer Orientation

HUANG Jinrsong, ZHAO Ping, WANG Gao, L U Qrbin
(School of Economics & Management , Tinghua Universty , Beijing 100084 , China)

Abstract : Market share isone of the most important agects that companies pay their attention to. However ,
Chinese companies always tend to lower the price of their productsin order to increase market share. In thisarti-
cle, wefirstly describe the effectsof customer satigaction , cusomer loyaty and price that exert on market share
in termsof customer satigaction theory. Where &ter , we carry out an experiential analyss by usng dataof sev-
en Chinese family eectric appliances industries and draw following conclusons: Price exerts some influences on
market share, but the pivota factorsof increasng market share are improving customer loyalty , customer satis
faction, cusomer brand image perception and customer product and service perception.

Key words: market share; family dectric gpopliances industries; customer loyalty ; customer satidaction
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