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Abstract

Firstly, according to the characteristics and research status of new retail enterprises, this paper
constructs the competitiveness evaluation index system of Liaoning new retail enterprises on the
basis of stakeholder theory; secondly, it uses ANP to build the competitiveness evaluation model
of Liaoning new retail enterprises, comprehensively considers the internal relationship of each level
of indicators, and obtains the weight of each level of competitiveness influencing factors; finally,
according to the research results, it proposes that Put forward corresponding countermeasures to
improve the competitiveness of new retail enterprises in Liaoning Province.
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Figure 1. Competitiveness evaluation index system of new retail enterprises in Liaoning Province
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Table 1. Characteristic vectors based on each dimension of Liaoning new retail competitiveness target
%= 1 ATUTHEEESFHERSEENFHEES

TTHEELNVTS) WEFFII A H1EB3E4J) B BiZzESI) C FIEFE W
WS T1 A 1 3 4 0.614
MBS B 1/3 1 3 0.268
i e 471 C 1/4 1/3 1 0.117

CR.=0.071
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Table 2. Comparison matrix of technical factors Al in internal competitiveness A

F 2. KTRARERE Al ERBRF N A h &R FLLBIERE

Al A2 A3 A4 FHER & w

A2 1 5 2 0.55907

A3 1/5 1 1/5 0.08875

Ad 1/2 5 1 0.35219
CR =0.05156
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FIH Super Decision 15 Hi B FERE, R BEFEAT WS ST H R BIR B AR B 2 AN 0 32 AR A, e 3.
Table 3. Limit hypermatrix
< 3. tRPRABIERE
NE Al A2 A3 A4 B1 B2 B3 B4 c1 c2 C3 c4
Al 0318 0318 0318 0318 0000 0000 0000 0000 0000 0000 0000  0.000
A2 0261 0261 0261 0261 0000 0000 0000 0000 0000 0000 0000  0.000
A3 0243 0243 0243 0243 0000 0000 0000 0000 0000 0000 0000  0.000
Ad 0179 0179 0179 0179 0000 0000 0000 0000 0000 0000  0.000  0.000
B1 0.000 0.000 0000 0000 0300 0300 0300 0300 0000 0000 0000  0.00
B2 0.000 0000 0000 0000 0251 0251 0251 0251 0000 0000 0.000  0.00
B3 0.000 0.000 0000 0000 0289 0289 0289 0289 0000 0000 0000  0.000
B4 0.000 0000 0000 0000 0160 0160 0160 0160 0000  0.00 0000  0.000
c1 0.000 0000 0000 0000 0000 0000 0000 0000 0272 0272 0272 0272
c2 0.000 0000 0000 0000 0000 0000 0000 0000 0208 0208 0208  0.208
c3 0.000 0000 0000 0000 0000 0000 0000 0000 0363 0363 0363  0.363
c4 0.000 0000 0000 0000 0000 0000 0000 0000 0157 0157 0157  0.157
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