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Impact o the value perception o the reward programs on cusomer |oyalty

LI Chun-ging"' ?, ZHAO Ping', MA Jun-ping®
1. Shool of BEooromics and Management , Tdnghua Univerdty , Beijing 100084 , China;
2. Shool of Economics and Management , Xi’ an Techmologica Univerdty , Xi’ an 710032, China

Abgract : On the background of the supermarket retailing , this pgper develops a conceptua node in which the val-
ue perception of the reward programs is the primary irfluencing factor of attitude loyalty (i. e. trug , commitment)
and behavior loydty (i. e. repeated purchase intention, podtive word-of-nmouth intention , cooperation intention) .
The nodd istested through structurd equation noddl. The result showsthat (1) val ue perception of the reward pro-
grams has a sgnificant postive efect on attitude loyaty and (2) val ue perception has a sgnificant posdtive efect on
repeated purchase intention within the behavior loyaty , whereas, (3) value perception has no sgnificant effect on
positive word-of-nouth intention and cooperation intention but attitude loyalty will irfluence behavior loyalty to ome
extent.

Key words: reward programs; attitude loyalty ; behavior loyalty ; gructural equation nmodel

( 8 )

[22] , . [J]. , 2005, 8(4) : 94,
Chen Liming, Qu Wanhua. Sudy on invesment srategy nodd of techrmologica innovations under uncertainty[J]. Journd of Man-
agement Sciencesin China, 2005, 8(4) : 9—44. (in Chines)

Empirical research on the supporting function o the scientific and technol ogical
environment to the venture capital

CAI Li*, YU Xiaoyu®, YANG Jun-ping®
1. The Management school of Jilin univerdty , Changchun 130025, China;
2. The Entrepreneurship Research Center of Jilin Univergty , Changchun 130025 , China

Abstract : Hrdly, this paper makes a cluger anadyss of hoth the levd of the Chinese scientific and techrologica
environment (STE) and the venture capital. Then, in order to explain the differences in their results, we make a
factor anadyssof the STE and VC eva uation indictors, and classfy the scientific and techrological environment into
two categpries acoording to the supporting principa , named the' cultivated scientific and techrological environment”
and the® gontaneous cientific and techrologica environment” . Fnaly , by utilizing the sructural equation nodel
(sav) , we tedify the differences of the supporting function of two environments to the development of venture capi-
td , and explain the differences of the two cluger andys's results further.

Key words: sciertific and techrologica environment ; venture capita ; cluger anadyss; factor andyss; sructura

equation nodd ; enpirica ressarch



