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Abstract: Objective

ence and basis of optimizing management of brand communication for the chain drugstores. Methods

To understand consumers’ preference of brand communication way for chain drugstores, in order to provide refer-
A total of 350 samples from 5
districts of Fuzhou city were investigated by questionnaires and analyzed statistically. Results Totally 350 questionnaires were sent out,
320 were effectively received, with effective rate of 91.43% . The investigation results of brand communication way for chain drugstores
showed that the descending order of consumer preference was as follows: charitable public welfare propaganda, word — of — mouth promo-
tion, lectures, celebrate or holiday promotion, brand or product experience, television commercials, newspaper and magazine advertisements,
pharmacy leaflet or manual, billboards, vehicle advertisements, network, QQ or WeChat, telephone or SMS. Conclusion Chain drugstores
should enhance the propaganda intensity of charitable public welfare, improve the word — of — mouth communication effect of enter-
prise. Through the membership marketing management, the brand loyalty of drugstore members is improved. Brand consumer consciousness

were implanted in pharmacy management in order to shape good brand image of chain drugstores. Optimizing the combination applica-

tions of brand communication way in order to reduce the cost and promote communication effect of brand communication.
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