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2 |, 3
' 3.1
5 , (latent vari-
' able) , (manifeg variable)
1000 , 853
’ , 662 , Cronbach o
2.2 Cronbach a
’ 2 , 0.70,
) [24]
J 2 Conbacha
) Table 2 Gnsg gent reiability of congructs
! Cronbach a
) 0.892
1 0933
1 0.838
1 7 1
0.865
1] 7!
] 7 3. 2
, 1
7 l l 1 '
, 2 H 1
SPSS(10.0) ,
3 ., 3
’ 3
' Table 3 Bxploratory factor andys s results
1 F1 F2 F3
Table 1 Gongructs and subsumed indicators in the survey c1 - 0.176 0.869 0.078
c2 - 0.054 0.955 0.114
s1 o< 0.013 0.909 0.126
2
s Al 0.7% - 0.066 0.157
cL A2 0.804 - 0.234 0.209
@ A3 0.806 0.0 0.167
3
AL A4 0.753 0.046 - 0.033
A2 B1 0.215 0.284 0.832
A3 B2 - 0.183 0.001 0.736
A4
B1 B3 - 0.137 0.323 0.605
B2 , 3 69. 68 %.
B3
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. 1 F1
( A, 2 F2 4 .4
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3.3 4
R1 1 Table 4 ontingency table for loyaty
’ RZ ’
; R=RU R2, 1 2 3 4
247 5 7 2
1 261
, A B C 94.6 % 1.9% 2.7% 0.8%
2 83 6 2
2 93
2.2% 89.2% 6.4% 2.2%
4 : ’ 3 13 3 2 117 11
(ward’ s method) Q , 2.3% 1.5% | 87.9% | 8.3%
(squared Euclidean digtance) , o | 1 6 2 8 159
4 3.4% 1.1% 4.6% 90.9%
, A B C ’ 3
R , 5
5
Table 5 Output datigticsfor discrimnant function
wilks lambda
1 3.638 65. 4 65.4 0.836 0.071 158.478| 12 0.000
2 1.868 33.6 99.0 0.807 0.331 66.428 6 0.000
3 0.055 1.0 100.0 0.228 0.948 3.203 2 0.202
L 3 L
1 %. 6
(Wi| ks Iarr‘bda) 2 Table 6 The gructure metrix in the dcriminna andyss
, 1(0. 948) |, 3 1 2
R 0.758 - 0.493
) ' c 0.161 0.615 "
A 0.356 0.456 "
B 0.402 0.458
( 6, , r e
Table 7 The four group centroids of di criminant functions
4 ’ ( 1 2
7 1 > 1 2.023 0.281
3 4 2 -3.043 - 0.690
4 3 -0.841 1.493
8 4 4 0.543 - 2.413
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Table 8 The mean values o discriminant variables
( 1) C 2 ( <) B I G
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Does consumer satidaction really matter ? An examination of its impact on con-
sumer loyalty

ZHANG Xinman, TIAN Peng
School of Management , Shanghai Jiaotong Univergty , Shanghai 200052 , China

Abgtract : Many firms are now pursuing consumer loyalty , which is being fosered by satifying their consumersin
classcd marketing textbooks, and many loyalty programs are desgned with the bassdf inproving consumer sati fac-
tion. However , evidence shows that satiSaction would not necessrily lead to loyaty. Hence the relationship be-
tween these two variables needs an enpirical examination. The authors fird explore the nature of satiaction and
loyalty theoreticdly , and classfy them into different sati faction levels and loydty categories, dter that the rdlation-
ship between themisinvedigated usng corresponding andyss. The results show that sati Saction is a precondition of
loyalty , but there is mot a linear nature between them. Inplications are made for firms developing loyalty programs:
firg , they should diginguish between different kinds of loyaty and take different gsrategies. Seoond, they should
pursue® highly stidied cusomers’ ingead o only stidied cusomers’. Third , firms a0 sould provide other fa
cilities to loyalty consumers dter satigying them.

Key wor ds: consumer satiSaction ; consumer loydty ; resaurant ; marketing



