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Vegetables are an important part of the daily life of residents, which are closely linked with the income of production managers.
The efficiency of the operations of vegetable marketing channels directly affects the development of vegetable industry and the
economic interests of channel members. As an important link in the marketing channel of vegetables, vegetable retailers play an
important rolein stabilizing prices of vegetables and promoting the healthy operation of vegetable industry chain. This paper
summarized and analyzed the researches on the management behavior of vegetable retailers from the perspectives of the
operating environment, the game relationship between retailers, wholesalers and consumers. The paper summarized and
commented on the domestic and foreign scholars’  studies on the various factors which affect the behaviors of retailers. And
some suggestions and countermeasures to improve the issues were put forward in order to provide the reference for further

study on vegetableretailers’ operating behaviors.
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Integrate with Agriculture Base & Supermarket——New Opportunities to Response Abandoned Rural Land
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Influential Factor Analysis of Consumer Price Tolerance in Mobile Phone Industry

LADPULBEORDBRIR

The Problems and Solutions of logistics industry in China
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