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JEI AW HY IR B M K

LL1 MR

BEE I AR ER, BIEHMHED B 2804 BHkE
MER. FHREWEEN=RARS TR A BB KL
TGP T = S AR S5 LR R S RO R F A
SR, HRENOWL S W RITHERE R L. Sl B,
KRR S%RME HERARSE. CWRBMEREERSHK
JBERES, NTEEBIINT SRS PREBRY, AERNE
BEHRIEE XD, AT, KREBENREXRTHBRN. BB
Rosenberg 7l Crepiel (1984) Fjifis, FRE—A %K H A £
HR—PIEBER 6 152, MEPR & M H, T HRBH

@ Bayén Tomas, Jens Guische and Hans Bauer, Customer equity marketing; Touch-
ing the intangible, European Management Journal, Vol 20, No.3, p.213, June 2002.

@ Rosenberg, L J., & Crepiel, J. A. (1984) A marketing approach for customer
retention. The Journal of Consumer Marketing, 1 (2), pp.45 ~51.
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| BEMERA, RGOSR TR, T oLl S R RRES

WHABIRRBRIL A EE. —NRIRKEE, AREXEX
HAb SR B I B, T HIE AT oAb R R 35 S
FRAELE ERIRE T, EETMH () B4 A LR
RORBUHAMA R T () A7 4 2 00 40l M BUR OB B 15D,
Reichheld F Teal (1996) g i, KHMBIE R R+
SHAE o X BBIEE 4 SR O N EERRIS : ]
SREMEL . 2BEER MG . SR A% 5Tk K X
FUHZE, TE, Al o s R ) B AR 45 AR AR AR X T 3R
HEKRBEMBLD. G BRTW, LRAROME, M
TG, BFERBE SV ZRKYELXR. Hik, &
WA RR, SRR T A W EE R, ETF XA,
AL B FEA BB S R R il R B o
HBIA QA B 7= (RO B SE , M TR M. &M
FELWFANLC R “LURE R PO BRI AR
I, IR T A B 18 T O 60 B AR T v AR L R SRR
17 BT 97 B T 90 (B0 S i A [ 2 8 A B S A R B 1
WK, LLBRBER M E BRI, AT, @A
BREGTHTABNGE, R RB, BL4 60978 X BU% ¥ 7= () S 10 F 5,
FEEMNEHERRWITHREAIATREN . EHIZR T 55
FAAMBEERAENERZREE (BEMSERER) M
o FL L, BUEMAS RS AT X 2 7770 % R 7] 212409
Ko Bk, BEMSEMER, HHTRE. HANKLITY

@® Dick Alan S. and Kunal Basu, (1994) , Customer loyalty: Toward an integrated
conceptual framework, Journal of the Academy of Marketing Science, Volume 22, No. 2,
Spring 1994, pp. 106 ~ 107.

@ Reichheld, Frederick F. and Thomas Teal, (1996), The Loyalty Effect, Boston:

Massachusetts, Harvard Business School Press, 1996.
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B A A A R 0 TE T PR A ST R s TSR . L
FIZSHERTIR, TUARSHILBUE £ LR AR, HP A A
BB O R . AR BB % 2 ABUE 17 0 B S 0
BREZ (BENSEASBE) RERGRTUZRNE,
RINGBERT (HEXR) THRARSSEERS. S5H
MBRR, SLRBERS (REXR) EEA NGRS
AEFRRIA LTS o

FEt, fEEAN, BEWRS (AEXR) SEOPREE,
BRTEEBERT (REXR) WRBERRZN, BRAEE
B9 (REXE) WHHRE, ABHIMNEZ ST EAT
PRBERS (BRELR) WEENE, ROBER™ (HE%
%) W05, BRSRFIEL. Hiha MR B A AT RS
A BEMERET: RROEEXR © REER H T ER
RO, KRR BRI X RORA, B, WER™ (5
BER) WERAELFERNE W8 X—E8,

1.1.2 BEEY

FEESHHETT T, KABRR, NMUEBTRIMABRE LF
RBER™ (BEXR) WBERE, HR-X—I7 MR
FHEMBEA, MH, EREAETHERZFHEANREORBRIE R
Ko B, BEXMLMFRMOHERKE, FERATHES
izl 5y 22 [ H B B Ao B2 o e o B T MRS A R B R 2 1

LRI L, ABRFE, —HmE, o LME#EA L M R
RE PAUFESI RBME X RN L EHEMEEE Y, AN

@® Barnes James G., Secrets of Customer Relationship Management, McGraw-Hill,
2001, Preface, xiv.

.3.

e R R



PRERTERBIR

S BB S SR IS e, USSR X 4l (01 R
R X R RN SEEE. B—HE, TUEse
O R T S ] PRI SR R R RS . R SR
P (REXR), FRETEAGBLEENER. flm: (1) &
EGELE, TTUBESBE RS (HELR) WiKBE. £R5H
X =HERESHIFRIES . AU ERAERE (HE L
7) BURBBSLSHE, SEAAEXSHFEMNTIHE, XEEEE
BAOR, LMERAW RN RBEE X R, BARBER™
(REXR) WEEEMOITE. (2) MEEL “FEREE” X
ERMBE L RBR, SLENERENHERERLER, #
S $R 4 LG A /R 4 PR BR T B LA R . Sk 5K
ZIEWER, MNFELEEFREERAENER 2R, T
FIAI§E, MBI X R, ALPE “RBEMEE" 8RS
(3) MV EANGR 5B 2 8 (9 ) Y0 5 S, B AR,
O T RAMBETE LG . IR |, 0B R
R AR 55 AR B 2 S ER G AR 5 S AR O R 2 15, U BB IR 9
B SRR o B R B B 25 B Bk F A T7E £l %
B T A AR LU RABA T R IL R THR B8 3 T /ERE AR
%o (4) DUEFRMESESA RS, HENHEEE H
FH M E B RRE, LT MR R K SR
Ho PR IR 5 (BT B R X R 0 2L IE FRAR

1.2
MR R

L2.1 BEMXAMAT L

% (customer) (K58 S, B LA R M0 LR . 0

VR
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BHEEMN “X5” WATE “LE” MUK “LE” €X,
A RTE M AN A Ak BRZH 2R B I 3 7 R BRAR 5 B X &R
(MAL A sRAL) Do KBUKE X, 11 1S09000: 2000 3 F 5
BWEX, BERBEEZ ™ HIRE WARBAN NG, BHEH
5 EZEBHR—M. BERARRITES, BEXSHEAHIA
Flo RIAGHERN “KBBE" B “WEH". BXfE L
iRl “LE” 5 “LE ZRRR, B “THRER”
RS KR

2002 4, Jill Griffin A “X K" HRARIT T BE K E Lo
N, BIE (customer) —iR]HYBEICIAMR R custom, ARG
CEERRER N T R SE R RO WX Bk
Y, BUE AT AR R — A S BT A1l I 3E 7= 5 3R AR 45
Ao B 93X A 2 IR S 7 7 — BEAN [ 09 22 % W 3K/ I B L EL 3
B Eo BRATADH Jill Griffin BT E X BER Y “ %
RBE". BN, “RRBE" WX—EX, HRITEHEIH
A= BERRRIERBERRTA DR EHRT) — L
BRET—AERERORM WR—A 1l B4 7R 38 64 5% 4 A R
FILRMEEWLICRNTE, RABERFRCHXRBE, it
(t) FIRBMLE, HIEM S RIBE & B # i 18] T 8 8 F R
JEH o

.22 MERBMBMAR T

&R (emotion) , B— ML OHEEMS, ERE—AX

@ http: //www. investorwords. com/5877/customer_  html,,

@ http; //www. kwaliteg. co. za/is09000/ customer. htm,,

@ Griffin Jill (2002), Customer Loyalty: how to earn it, how to keep it, Jossey-
Bass, p.31.
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ERFVREHEASGTEMENSEERRY. ERBTEW
- BYEIMRTEZAERF LEEBHE— N MENHE RSN
BZMTREE, WA ERSEY, et () mEmks
HEFEE . BRNERER; kZ, LERBEHE—MMEH
TESAFEERTEEE, MW EREY, R (i)
FEE SR BB . TR R

J %R (customer emotion) , J&— A Mt 4r 0 B2 At
RGBS ERBEETES DA R S TR, B4
FLB TAT 45 07 T BRR 2 T 7= A R R @ ATLLER M, BR
JE AR Al SMESE BT O BT S R 2 )5 BT A S R Y
B MR- DMEEREHEE TM () ORBEKE, b
(fth) B&=AIEH . BRAEREN; MR, WRZEENE
Diigimf T () BOBHEEKAE, HEE M (i) Prigess
RULE RIS KAERBMRME, i () M- RE. Mk
MR, KBHPIRESZIEX®, BENH RSB ESHHE
BEZIAFTEMRR R o 15 5 BT 18 ST AT LA 388 I JBR 2% 0 6 R
i 5 T B9 1 R 2 B ) 2 R & B W R BE (Oliver, 1997)

B, AR, RS METMEEE S M

O EME: (HEMFROES), Ba GRECHEY), ARKE SR 2002
EMR, http://www. pep. com. cn/200406/ca449255. him,,

@ Ortony, A., Clore, G.L and Collins, A. (1988), The Cognitive Structure of
Emotions, New York: Cambridge University Press.

%8 : Lee Sanghyun and Alan J. Dubinsky, (2003), Influence of salesperson charac-
teristics and customer emotion on retail dyadic relationships, The International Review of
Retail, Distribution and Consumer Research, 13: 1, January 2003, p.23.

@ Oliver, R. L. (1997), Satisfaction: A Behavioral Perspective on the Customer ,
Boston, MA: McGraw-Hill. Ortony, A., Clore, G.I and Collins, A. (1988), The Cog-
nitive Structure of Emotions, New York; Cambridge University Press.

%8 : Lec Sanghyun and Alan J. Dubinsky, (2003), Influence of salesperson charac-
teristics and customer emotion on retail dyadic relationships, The International Review of
Retail, Distribution and Consumer Research, 13: 1, January 2003, p.23.
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b RSP IR R, MERBEBRDEN . B, Wik, §&
MBSORE, WREMRMWEE, HiE, #R. BARANRE
BN, CRERBTASEHELRANRESEXNEE.
i, AT LR B R 26

L2.3 BMELMMOMRAE

% IR, REHEHE RS E R EE. BYK
R RREFEBECAT G, B, BEXEE &5
B 55 B B W SE B A5 Al 2 1) B9 3 R 4 R K R 4O, (B
B, RATHE, B R09kSE 0 HR0 E 5 T H Z 5k I 3C 0 B
HFHAREH, MEENIEERT. REEREOFEE. #
REIREE . SR EARS I ERG. RSB “gig” U
B “RHER” HAFTESS. SUTHENBEER, HAEMAE
AT Al B B SEBR b, SXEERRBIBABE (AN
BB EW) , TREHE THRNBEFNES. biThaks
BN KESN T “RE”. BERE “BK7 M “8uE”,
AT RT B th 2o b R A5 B B9 R G, JF R B R A X R
o HLTTH, BNITHEF L HAEGE— I BELS
B

Day (1969) A%, BEELBEX FHWEEWE, NiXET
BiE NTERRZUE L B M TR, #Et, Lutz f1 Winn (1974)
ROETFHESEMTNERER FOBE RRIEEESS,

@ Baumann Chris, Suzan Burton and Greg Elliott, (2005), Determinants of custom-
er loyalty and share of wallet in retail banking, Journal of Financial Services Marketing,
Vol 9, No.3, p.231.

@® #3518 Dick Alan S. and Basu Kunal, (1994), Customer loyalty: toward an
integrated conceptual framework, Journal of the Academy of Marketing Science, Volume 22 s
No.2, p. 100.
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| 1994 4%, Dick i Basu RSN THE LIRMBE A EE (FTKH
| AIAE) BAMEO, MEGRTHERGEEENET. KaX
| HAEROMEE%, TAEERUGRERE. SERNEBRKD
%, 3k, — A EIESRABERS DR IZES BIRE R IT
WRHE, Fitn, EPHERESWE. B (B WX, OF
HESHENNESEN AR FEE —FNREN. b
(i) FERZEARIBE RIS R, B, &, FEMNRE
BURAS . E b, ERFEHEBBENT NIRRT “%
R — BN T — R IR AR .
BESE, MENEEWLTNESKE X8 WER, H4
AT B3R b N — R LR L R o

Jenkinson (1996) Y EIFAIIE LigE X f: “BIERGHE
— A AN ERER AR EOER T, — B AR 7T
KRHHLEL . BIARORE (HBRIKE) XR.72 TUE
i, Jenkinson & Y HOELIE & X - RBUE BIR, KB TH% X E
A AT —— R . SRS RUR A XERINEREHNE,
W T B SRR — T T A O e X b B
iR, TERLAEREF, AXOBERETSFER. Fim, 95% iy
I TR IE7E— AL IS W STAR I . 85% 934 B A Ik
T—REREEEWZEY®, B L, HREHNTRRE—
KRS EIR S PR ZA S, TREDEES IR (partial loyalty) , J™
R FFY Oglivy A1 Mather ¥ 2B IHERMY, Tk, —%K
ATRMBEHHERZE R4 30% et (54) WETEMRE,

@@ #3818 Dick Alan S. and Basu Kunal, (1994), Customer loyalty: toward an integrated
conceptual framework, Journal of the Academy of Marketing Science, Volume 22, No.2, p. 100.

@ Jenkinson A. (1996) , Valuing Your Customers: From Quality Relations to Quality
Relationships Through Database Marketing ( Maidenhead: McGraw-Hill) , p. 148.

® Sargean Adrian and Douglas C. West, (2001), C Retention-Building Cus-
tomer Loyalty (Oxford; Oxford University Press), p. 180.
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i 70% goEtiE] (358) WET BTSN FRMMR. HILEX,
FEESUTTH LNAVRE BN S, LHER—FRXML K
ZAME” (share of a customer) 2%+, JRR[: F—MEHEEAL
b B S ERIR 45 B I SR AT B S i LU B R R Ao

1.2.4 BERFHBIEHMERE

WERAR, RETERBSALUHREFH R BE
Z AT ABB A AL B — TR A B E M RS BT, MEREANEES
Pl Z B R RFTEBKE WRRKZGF 2i. Reichheld 1 Teal
(1996) #i®, KBIMEE KRR +40A F#, X
MHBIESEBES. SEEMARBNNE. SEFHMIHE
RISRMGSCRIE SR, WoH, Atk B i E 8 Rk 5 A A
St FRBUHT % KR BE(RIB L. Rust, Zeithaml Fl Lemon (2000)
WAER FIRGX WA, AR “S MK EERARE L
BT ERMBRE X RKME"D, Grant fl Schlesinger (1995) &
G FIVEE, LRI T Hb . 5K PR BE B A SR N SE B AN
BRAMSIAEEHD, HER, BEHRARIIFHENBELR
B U M2 (customer lifetime value, CLV), iR EXt—4
EXFHFEENAREFRBR#ITERMITE . BAITE, ER
AL SN ERT T K =R

®© B CMUEFEREX), 8 (MSAT) 2003 £55AH, $45 To

@ Reichheld, F.and Teal, T. (1996) . The Loyalty Effect. Boston: Harvard Busi-
ness School Press. $% H : Jain Dipak and Singh Siddhartha S. , (2002), Customer lifetime
value research in marketing : a review and future direction, Journal of Interactive Marketing,
Spring 2002, Volumel6, Number 2, p.34.

® Rust, Roland T. , Valarie A. Zeithaml and Katherine. N. Lemon, (2000), Driv-
ing Customer Equity, New York: The Free Press. p. 4,

@ Grant Alan W. H. and Leofiard A. Schlesinger, (1995), Realize your customer full
profit potential, Harvard Business Review, September-October, 1995, p. 59.
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