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Research on '"Regional Limited' Private Brand Strategy .

A Case Study of Japanese Large Chain Convenience Stores

XU Bin
(School of Business Administration, Shandong University of Finance and Economics, Jinan 250014, China)

Abstract:In recent years, the retailers represented by Japanese 7—Eleven have vigorously developed " regional
limited" private brands. By starting from the angle of commodity development and adopting the open data of Japanese three
large chain convenience stores, this paper analyses the basic path of "regional limited" private brand strategy. The results
show that the "regional limited" private brand strategy is based on the branding of regional resources, led by retailers and
carried out in cooperation with local governments, restaurants, educational and research institutions, and other regional
stakeholders. The results also show that the development of "regional limited" private brands presents many kinds of value
demands, such as " real estate sales", " catering to regional hobbies" and " regional +alpha", and retailers will
dynamically adjust their strategies according to their competitive position and the market scale of their private brands. In

addition, a new idea for regional brand building is put forward from the retailer—led perspective.

Key words: regional resources; regional stakeholder; private brand; regional brand

(REHE *F)

(L% 49 )
Financial Competition and Spatial Factor Allocation Choice .
Based on 2000-2013 DMSP/OLS Night Lighting Data

ZHU Deyun'?,SUN Ruoyuan', WANG Bin'
(1. Shool of Finance and Taxation, Shandong University of Finance and Economics, Jinan 250014, China;

2. Economic Research Center, Shandong University of Finance and Economics, Jinan 250014, China)

Abstract: At present the resources distortion in China factor market has seriously hindered the deployment
process of regional coordinated development strategy. Based on this situation and with the factor resources as the
research object, a dynamic spatial Durbin model is constructed by adopting DMSP/OLS night lighting data. The
research results show that the factor selection of each city is spatial —dependent and the local financial competition
will dominate the whole regional resources allocation by driving its bias; at the same time, restricted by technical
monopoly and local protectionist administrative barriers, the cities still have the phenomenon of uneven factor
distribution and closed independence in technological innovation; and in addition, the two—way effect of spillover
and feedback exists in each economy, and the direction of technological progress as a moderating variable makes the
bias more short—term. Therefore, the local government should reform the single factor—driven development model and
shift regional competition to concurrence while the central government acts as a motivator and coordinator so as to
balance the resources allocation in factor markets and reverse the spatial imbalance pattern.

Key words:local financial competition strategy ; technological progress bias; factor market resources allocation ;
dynamic spatial Durbin model
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