EIESEILY PR ISSN 1672-0334 Vol.30 No.3 110-121
2017 4£5 A Journal of Management Science May,2017

“HERIM TR 5
HW%&EW%M

% Eyﬁ%‘%&s}:‘ﬂ'ﬁ‘a
WK EH2EL, TR I 518060

BE .52, AN TRAFERANZAGHFEMAER B F XD BET, HELELD
EHMEEMNZSNE FELEREFTEIREFARE EFLHEYEERETRE, AMmER
RIFIME,:Z, B2, ENBANBEEFAFEARE, BETRAMNERERARBE, B
B ALK M, WA EIWAGHTSEP T EN" TR RMBER, BB T HI WA
% W OT fR B A LR L B b e T 2 2 SRR AL & R,

KA TARAERDAOEE, AR LAV G B WA AR ESN WAL R M AT R E B &)
Boh  FRBEEY ESMA LM Tk, BA3 WA AHALEE 098 FHEEZR
FAREALEER  KRAFEXMBBATME,

FRIRAFEOFR(EAFREIR) xMALE(EARTR) xBMALRR (R EK)
HARER,RAEARFERGBERT A TAABEIFIRE, DRENMERALREY
WALE , MALR T B M E S MAL B EA TR ENHEAE, AL RAN, &5 W
AEABMFALBEEREAERIFAESAEOBEL AR KIRAEREBAFBESTH RSB E
B Wi, EESWAKF RN TR T EERFHHEMEAFIARAFIAAEFTRAAN
(AT RA) P FRREFEETTENBEL,

EFR2EAFBRER(EAFRER) xBALER(ZAFFR) xWAlA MRS LM .4
MFRELER)GAMER KFTEFSHROET T, EAMALG R REE B EH Y
FEB AR EIINTPAHE, FEALERFABRETERINER ., MBI FHBEFEHEG
B MALGER, TURKEA LR R e, s, EENMARFRAGHTRT , HE >R
oL EEERAHREFREEN D HA(ARERY )R EFARESRES L LB I E,

MRERFET AT ES AL AP 5 BT R 769 IR, A R AT S AT R4 &
RAO“HA—HMBER"BZRTFRETAREM , L LMALMEH T8 LT A #84h
L EEBSEA -, AERE . RETAAF ERARANERER. O£ HA
PR )G, %) & RAT Z 8 B4 2 & Fo S TR 409 o Bt 217 .

X BN E R B AR B EAL WAL R M B &

hESHS F113.5 SHRERIRED : A doi: 10.3969/j. issn. 1672 - 0334.2017. 03.010

WERE 1672 -0334(2017)03 -0110 — 12

58 TR G, BT EE W RO T WS B, 4R
BRAEFEDREWAL, ZEPERFHIARALWR Y RKTGHEETHENTE, GEFTBERRNT

R EME.2016-03-18 B35 EHI:2017 -04 -03

BEMB : H5 A AR IS (71402099) ; I 5 75 4 O AL R 3h 91 H (201455)

EZET: 5, WA M, BN B el U, B 55 0 1) 0 ORI 0 E R EMT I IR R AR R M
A2 i1 TR O S e R S| R T R R AE2014 SR 5 A M0 (B B RLF S L) | E-mail s weixia@ szu. edu. en
Wk, AL, BRI R F R HIE R AR TR RS EH SRR SRk,
AR 22 2 AR LR A Performance evaluation of service recovery different service industries” , & # #E2013 4F 48 6 1] { Inter-
national Joumal of Digital Content Technology and its Applications} , E-mail ; ungting@ szu. edu. en
JER,EMEE A, WINREE LR, MR RERS, EREE A RB 5" & M
TR A 2 0 455 5 v T PR B OU o ot 5 R 1) FE AL R F 9« il A BB B9 P 40 ™ (71272090 ) , E-mail : mnizzm@ szu. edu. en



53

F B MR R 2 WO Rl ) 111

RECHEBE,  RRPSHAGBASEK ™ &
oK, —F A T 0 8 0B T R = (8] 69 1 AL 77 K (R
BEIMEAL) B 45 E R , B 3% E 1 ML W A B3
BRIt , 22 5 3k AR S T A WA LR BB 2 S B G B
MRS, — W, BN MALK N REE B KRR
SHBE,FAEAE LRSS R, R A EE
H-LREWEHREE, DEELWXMBERO R
BT LU R ROk BLBE S A s 5 — 5, &b
WARHREEHNZHN ARBEFETNHREY
T A9 AR B AT 48 , A 1509 T A9 8 ) AR LA & /Y
KMEEWES BTN % &AY, Hil,
B SIS AL AT LA R — M BT .

MTEBMALRBSAMEN, ME“FLER
T BN ZEERT, B, BAEILE FHIAN
ERGIE L RENE. B EXERP BHRET
FE 2 18 2 % %o 1% W AL B0 AR I R B O, A B
FHHE LA EALER M, ABFFRIND, B AL &
REW LR S Z BN %, BEBEMNE
Wb 3 A — S R WS B FETE , 7 2% A T M AL 5k W
A F KB . EBAR S AL BE ) N A A A R
k3 &, B AT A 8% 4n e & R R S0 W L Sk AT
BAMR. MXNEAEREBESWALENEETBE
KA, WAL R MR EF T %X R
MM EE, AR TR AR, &AWt 285
B B, SR BN AL S R RE R B AR
Xt B 28 A% JF 5 AR T Y AL SR MR KURR: LA Rk HR T
JB AR AR EE LB E L,

1 EHBLRBEXARTR

WEEBE —SERZAE  FHENILY, 8l
Oy i — ol i B R B9 HROBE R R B T, B R R
FERACY . RHEHMENESES BEELRE
SMEALEREMAES . Bl HRELEEA LR
JT R &5 e, AT LAGE A 35 i 2 65 3RS B BLAL A 2R
Pr4n" 3 [E Panera T 115 % T8I T 4 M EE
W35 B SN B L /AL 9 B SR R T E ¢ 3R #Y Panera
(MyPanera) ", ¥ %% % 7E M 25 L ARG B0 B , 3K\
TREMEHBREY, ME EEHRENEEAR
HRREH ESH, HRERB AT, “ZELHE
WEXAHRELDIN M ERE, CERATHE L
—MtoREMEHER, IMHBELS BT —
HIGERT . EAR R R, R AR
WM EEDRIEMEFTHNTAL TIEMERE
RO KRB BRA RS, B NAE N R T BEF T
i — b IE T A 45T, A R T HR B B I AR
WOk EmOR BREERWEE , BiME
AHHHREREN —FE RN, RN EY
W T EEE T AR

AR 2, 16 S 2T i AN AL B, A BT IE R
B AREHERERENIBERINRESR B
WOl 1t 1] W SE BE & R Sh a1 L T, AL
FFEEAREEN, EHAEERAROIBRES

S AEEREEEESE (SEKAR R
FWHBRB ) NMETEEY . YEHAB LR LR
EIRE PR AR, AT LU & & B A
RiFO P, WUetal"™ &, BT S RAHI,
T A1 5] 1 A SR B AR T & M B R
XA AEEN L ZHRBEEREMNEENR
EAF, AL, B T RS WAL AT O A K AR, B
ARG g fIBE 2 & a4 A £, 818
S, ATA B TEF |3 A4 5 4 8 K, T B
EEASGRASEHMLMED . B mLa R
B THRASH A, BT A EAS S W R BRAA
ANEE AR B AL AN SN

FEAR T W BN AL 232 5 J5 M 0 A 0 7=
RS- WALAGNRENMEE, BN ERE
HriEma, NEFHEESE WAERE L, MR EHRE
HHERMNENE MMM, B394 8K
WO WY SR — R E

HE B DTRERAEELS . AHRELR
L, WEALFE A B A WA B, A BHE S 2 A I AL
R AN, LU et al ™R8, RS G A BEH
WA g % — N, BRI R 18 R B
HWoHTEREWANFERETHEES R BT
B, 18 R 25 K /D XE 53k A B o & FEE , B LA R [
BEMENBMZIH. Ko, FEE™ 20, 45
TRE A R R R T 2 BT S A oS, & 1 Xt
5] £5% o 17 B R % Y B GE, DATT T B R IR R T R
25171,

BHEEN S ENEEAES RN ER, F a0 3
MR% s/ ah o BRAR 2 B R IR &5 2 &, 3 W Ak
38 2] JE 2 0 % W AL S B AT e E O, AR B SRR
ZhELRM ., HEFWR FTEHRITHEREWZ L™
i Bk AR 45 58 38 Ak W R O, AT B B AE R B R S Ak
WER R W RERMARE HBRE
G S 2 7 G0 4o A ) 5 A A AR 4E 5 R R R et
MR 55 e Moy 2, B 45 B R 4R R T 9 3 X IR 55 kW
B2 B BT o ey R B HE A A B RS L xR
[ 24 75U 6 % HE AT b BET) & T EH X 7 2% B A e AL
BRBMBFR T o e,

MAEAAARRHENELOEAN R, HBERE
ShmEAL RS B A AL B AR H L RA +
B, BEAAMEAL A M YR E , LR EI KWW,
FAREIA N HO LR H A I 4 4L g g X & 1%
BTBEME, AEHAKME, A+BRHERDT
ABIBER—-IM“HE". HE, BIEILBERARY
W 24K A8 5, I 7E IR IS P OE A B AR, AT AR &
BEIEAAAER  MEBEEBACHENRZA
+B, M AU A 4 , B R MBI TA+BY
WrE, BB T — P “MMZE, L, B il
MEREESBNEHEN N, L FBELZ KEE
FHIRERBTHBA G -0, 82— 18
MR, ik, AR et — 18, 8ETH
B e R B AW AL A .



112 B BB (Journal of Management Science)

2017 4£5 A

2 XTHMBUNASHFEN LN

201443 A1 H IR T R &5 S R¥ 0104 &
R=E=%#4EERRBS 5T HE, B4 LH37.50% , F 45
1#%2520.90 % , gl R W — /AL 4. & Sk, iR A Bk
RETAEMEBY R /ML ED, MR
A BEREWEF AR KM ARG, -8
6] [15] 2 75 8 B ok X WAL A B R A R O,
WE AR EE; &G, 3§ 80 o o 8 4L i
F.HETXFEFMHMIEE, BAHEE KR
W] 5] & 55 1% BIF 9% 0 96 19 L fth — 4 ] B3,

WEEFERY, H86 4 (182.69% ) # ik HRTE
P £ Wt g Al B 3t AN RE AL, HoAp 75 4 (587.21% )8k
R BB WAL R, P AT EXEER (R
F)"“BREETEETAERNARAA " “HBERE
J R R A Rt R AL " e B LA
BARERMPHE" "X HAERIF ARG N

L, 25 0 4L 5 WOt , % f R AR OF A EE R
HF3NHm, OBEALRBEI & T X i HAw.
“RTEHRLOEER S ARERE" (Y
GE)BRAEERBRER, U NERWOARE, K
kg —m " “HERAN(EFR)ATUEERE". @
ALK MABRT SkEkE, W (HELY) BAES
R MBI EIE"  AELFN LB (HER),
WAABBE" B (W) SRR (W)
FHREREZER”“HMBRT,ERNRE, R0 H”
"MEFAEANFAE . FTHEE, LERESEERHA
RIRBMIT A", @BALRWHAR T 3 7= i R
MR, W HESEENER N, 3 B
W% — T XARMEAE R, AR MR FR R
WK (E=E) AR ALBEREMN LS, A 2%
RPGME"“WREHHATFH, RESIEREF XK
EHATE" " BEHRARBEERAS, RMBAET
(EF=mB) BT,

T 7E B4 AL 5% W B 4 AR 2 1 T BB VF 4 A gk,
RERFEEPEFRNTTEH, OB GFEEIIEZHB.,
W EAMCRIE AR 2T (W5 B &, e
BRABAR " “AERHBEF " “FRANLATE
BAET " “ZHMERBIIZE" " HAKRE"., @
KEIEMERERABENGFES. W BARE%AL
MEEBARE“EEBREERBRAL, NEHELE
WL, BEEBRERMNER " "RAAWMEBEHAEMNE”
“EELOHTCRREGHOT U AEBEER
“WTHRESERER

B AT AT, B A Y AL 2R MO B A R R A |
B@m. —Fm, MRMEEEXEWALK K
W, H R R W AL Ok TR IR RS, WO &
KRR B —F, B FEALRERERRS R
ZhE.ECENBAN MR EELZER DM
A" XGFE mMOAHLE L RREFE FTERAR
FEERTE RS WRERmMME. TR, ZH L
2% L B 4% o {6 % v B 7 e R K A R B RO T LR

BRER, REMEEBILN KK , ERXE"E
SR AR R T AL, ABFRUAN ,HBRENE R BN
REMBEXERH—ITEZERE.

3 HRRIR

BABIN et al. " '{\ 4 Jil % 7 5K 70 45 1 Bl %5 0 3K H
MTE, XM EET U ALHMERAK
KULFAEBRERKERE RO RMES R, E R
MEHMERERIBISAM, XOFBRPHRE
I, TR, ERERERTRE LTS BRI,
LAMNBRERTFTRELEERRESH™ , hTE
ERNBERT, X EREL R A SHELR
MERANBERHEL, EREREROERE LR
2B ERMEEMRNEMERTRRER. AW
TR KBRS THRE, L ETHEHRE
M EREERSRE LT WRBE ST
SRS 2 B AR, T EE AT A B A T R Ak
W, HEATE IR EBAE AR A

2L, T % B AR AT LA PR B AE S 2 X 5 2K
B b, 43 g S RS ORI AR R P R 0B A Th B
(MBATT) |, J5 % M58 98 7™ 5 4 Sk m AR R (nfb otk
B0 WA EFANTREEKEFMBEE,H
LHABEGEMBEEELENRN, TRE &
MM BEELEREREY . R, HREAL
27T LA #H LAY 4> 26 . CHANDON et al." 4 {i2 5 FFf 42
HHME S AT (AETALE REER .
S MERM(AEARIIH.FZR . BE5%).

FHREB, BREMMEESHALZEHRER
7= i 26 BU ) B W, CHANDON et al. ' 'A 2H, 24 34 2 %
7E 347 52 R U W 3K W, T 5 B SRR B R 25 A B R
R E R R M R AT R W KR R
ERMRMEERKP HAMEE K. U, 2487
S A B 0 ) 2 042 85 0E Sh AR At B0 P 25 — Bt (R
EABMBFRNEAE), RESEER.HZ HEH
BORE R 3 — B IESR T Bt . 2 {3, KIVETZY
BB 55 F2 B, 0 & 7 W K 2 4R BN 7 5 A R 0 AE 4 4R
{44 , W 3 S AU 7= G B IR T AR (R . B T AR
R85 TN B AL A A2 . KIVETZ fy
BRI A2 —FEAESR” Hif . CHOL et al. ™4y
BHL, LAY B AR T 2 E R S A A A 25 0
B B R B TR SR B E AR T U I 1] 0
2§ RS R S R e i A RO f - R N S s e

Bkl AERHEBERT, M T EHEXE
T 22T A Ak A T W AL 2R MO £ G A T A e R
B. ARt AXRYMAL BB HERIERE PH
Mz RS, —AMALRART, B Fx
GRBIERAEREREA MAZREER
ERBRNBREE, AR HEBENWEL MK
£ FRUREABREHERSHRLH LRGN
BRE EBHEE. Eit, AUREHBRE.

H, BEEZRERERF, EABILEKR(S
FRCTh AR EE ) 2 AR T 2 e R K I R



53

F B MR R 2 WO Rl ) 113

H, BIEEZRERBRT, R85 5L
(S BEE TR GMENHENHEE
48

ELHMEBERT, —FTH,. HBERESTRA
Hhn R AR  RR SR WAL
BBl RERN A BEETIEN: B —H i, H
NEWBRAESEREFAHES T EAMILREE
BHZIEREN EIW BHNETF NEREE
A B TR R A5 R, T LA R R R RS R
B, WA S SR T A A, B E
B DR R AN Y, BT LA AL R I
5B ENHENOERER A K. BIrHE #—
PROMEHBHEELEN, EHREWZERS
Bt , B2 AR B At SE B S8 RO RO E
EHBEWL AN, REMZEEENRHSN
R E5F. T H, k¥ TVERSKY et al. {2 i §9 3 & 1
R, A AL R4, S22 B AR T BB %A L
B S I fA BB AL, BT LA AL 2K AL ——Bp
B AMZENR K, Bk, ABFIE 4R H B,

H, BEELAEBERT, BAAEILLEK(SE
SR M H ) AR 4 W R R & X 78 5K B A

H, BEAELZAWHRERT, BARILALRE
SR B R SE AR, X AW B R R = AR K,

H, FARBEMNER, BSRAFRHERESRT
BEMANXESAAER. SERERERT M
EAHL,CANRERTHORE RS X ERER
S L 25 5L, BT LAZE M AL S e AR T R
Ko 7 2% M 3 R

THEIWALREE FRBE, LB1AR
SHERMLRRFELARERYNRBR T, Ho5008
EMOMBERBEEEM L, G%H fMH,, £H2
AEGHERBREEMEE. VR THEMNERG
A IFHHBRENTEERIAARTESHPHER,
3 5] 5 F T AR B8 A 280 e A AL 2k T
B XU , K3 H, JH, fH,,

4 WRBIHAME S
41 TH 1:RBEUBBEITEIHNELOBE
Tl R FEEIIMILYRFSEHAEFR  RRBE
EAFEMREHERERT, YA RN H%RES
JI B JBR A 6 TR AR B R T 2 B R R,
4.1.1 38 B AL AR 45 04 w0
WIHETEREN ELR AN R, EEETE
M RIS F AR RN R AIM E R% .
014F4HNBHEITRERGEERFHAERE L
M2 ZFEARESYS T, B 553.57% ,
AR R23.07 % AL IR R — Al f . B
REW EEHFSZRAMEX, WERN2 18, kX
F1.34, 0 =-7.22, p<0.001 ; FH 4% B 50z (7t K 4
% PIEN2.39, bRHEE R1.45,0=-5.87, p < 0.001,
HEEMEREEER A5 RMMEXHEES R
EER,t=-0.59,df=27,p=0.77,

4.1.2 LRI A

FEB A2 x2MARER, BIHFER(EM
MER) x WAL R (ZC R EE SR ) > M8 L AR W (
ThAn g W) K p ik AL 7 8 N4 .

WI4FE4HI6EE4HITH, BYIHELEEHEK
FHEITAREGRN40ZFEAEZSINT L,
WIFE RS FIEE RS, PR — /LB AE N
35, A RO A 230 i, BB 5 47, 39% , OF ¥ 4F il R
21.01 % , & 1% 5 09 A %018 4 26 7~30 4 .

BAESAREFIEARTRERNESR, AL
BEZLHERER.

(ZHABERER]IERSREEF B THEN
W], — /B AR B A M O I, O R B E
G VAN

[ 5030 2% B A5 ] 0 2 A8 3R 4 b O 57 3 vz i
MR RIS —RKET,

SR J5 ) 6] AR I g e BE B S A SE R
RS R E AR ERL.

ETR . BAMEINE2EER, " HEZE, B
WEHBETHREDAFTO” ARG RERETH%R
FHER. EXHBEFINEALAER L LAY
A I

(Bl R BT RS R & FE, AR
ZH BT RUEABREETHHERS . i
T—T,H i EEEF. REARHKERE,
B TFHBCRBAL.

[ S AU AL, R W ) 8 T IR % B 4% VF 45, B I &
ZHEITIORME R BEE T ERS, Bzl
T—T,.HbMNBEEET, REARNKFIR—
B EET R AL .

[ZERBWAIL, R BETRS REFE, BRAE
ZH BT RUEGBTFHEENRERS. &2
BT —F,EMiI#HEEE. REANRBKFRE,
% BE 13 1R £F AR -

[ RBIMAL, LM EITRS REFE, RS
ZH BT R RGN TFHILEMMERS . B
KT — T, E M5 S E, RS AR BKFEHA
i RS A ET R o

T B 4 B0 & T R WAL AT VR4, IE M E T
MR R BT XM RBRB R BT XM
1h 3 R % 4R T R A O T IR R E R
“REBNXREITHEFE”, B0 WAL B N
“TRS BRI NI X TRS R WE R
ERXTRSE”. RATEFESE AN EFARAFAE,
THEERE,FFHEZMZERSFOMBEE,RE
HEAWMNMEREBR.

4.1.3 IR

(X2 BARA IR R . 2% V0SS et al. " FF
At A3 METRREHAMERER, 28 F
ZEEVANE LIRS HE LE, Conbach's o £ 5
0.90; 3 MEm B EERANEBEER. . BEFELEE
B AL 3, Cronbach's o B 40,95, X



114 B BB (Journal of Management Science)

2017 4£5 A

BT FHEENBEHNET, FESTNERE
N, B A S T R H AR R4, FESE RO B B AR R
THN6.23, EZ R R ERITE T N3.18,F(1,230)
=865.01, p<0.001; M ERHEFHWRE S, £
AR EBRER TS, EEZRERERERT
#6.39,F(1,230) = 783.27, p<0.001, F A %t % H
B BB FE S AR B Y

() AL R BB AR . F 3 E K
LML AR EEZAESRENAR LB LA,
Cronbach's e {H 4 0.96; F 3/~ 0 101 % 58 B2 S 1, 0 4%
HEBRBSBRMPIS . FE 3 WitR, Cronbach's o ff
0.97, BUE I 1) F 35 (HAE W& o, =W
ZRER BETHELHBLEE, N5.9, KTF
B4 BE 93,24, F(1,230) = 439.01, p <0.001; E# T
B R 18 4 B A%, M 3.51, T F I B 19 6.24,
F(1,230) = 534.20, p < 0.001, F K EE FIEN
FABIR S F AP EEIE A F R B IR %5 f R 45 2 AL 20
i

GIBEEERERBRTHHREERR ., 45
F R R IT W U B AR KA, 4 5 R x Sk AL
) 375 L BE ROR B K R R R RE b AR A, DIREAL R R
AL h B, T ES . UERHMAE
M RN ER TR R EE, JWEE S
PR ILANEERE. HEATSERILE(a)
FMEL(h),

1 B 1 (a) A %0, DU & X S AL A 0 B OV R R
AT 0T, AL B B 80 B &, F(1,113) = 8.20,
p=0.005; 8| A% WA RN th B3, F(1,113) =
1393.52, p<0.001; — 3 )32 B AW & 3%, F(1,113)
= 10.83, p = 0.001 .3 — 4 & R 43 #7 & B, 24 @ 4L 2

O REALHTh 8 AL e i

®70r 650

6o 5.84

50

=

330 2.14 2.18

f—; 2.0 7 ;

st | P | G

= ORISRl sEH AL
4L

(a) BRI BAR T3 EAME AL B

7.0 OMEALACY) B REAL S
% 60F 5.53 il

s R AL
AL

(c) SLAH S iR T A A AL A R
Bl RERIHEESRIHASUEIELANEGRNFTEE

Figure 1 Customer Satisfaction Levels of the Unexpected Free Service and of the Service Provider

FIRBIMEAL

TR RN, 5 S AL B (6.50) AH B, B AL Sk I (2. 14)
BEREATE S m AL AW B, F(1,57) = 1 069. 88,
p<0.001; 2, HugsL BRI, 5 WAL T
(5.84) AH Lb , W8 AL 5% W (2. 18) L &2 2 [ 41K X 2040 I
AL B E , F(1,56) = 468.48, p < 0.001, 7 H., B 4L
KB R AR B RS (2.14) BSE AR &5 (2. 18) /Y
WEERAER,F(1,56) =0.11, p=0.74, }5b , 7E
8 AL AL T WY 1% B0 T, X2 AR B G AL A T R (6. 50)
W xSk RO WAL M W OB BE (5.84),F(1,57) =
16.46, p <0.001,

BB, ImEN AR EENEER
AT WAL B RN EHM A R E, F(1,113) =
3.54, p=0.06; WAL WY E RN B FE, F(1,113) =
499.00, p <0.001; —F K3 5.4k h B %, F(1,113) =
5.81, p=0.02, 3 — LW T A3, Y WAL R ZE R
RpS, 5 W FLAR TS (6.38) A H, ALK (2.61) B F
B A % B IO R, F(1,57) = 420.31, p<0.001; 2
el 3, 56 4L 2 5c A AU, 5 AL AR 3 (5.72) Mk,
WALARM(2.69) h B ERMUMBBROMWEEE, F(1,
56) = 155.05, p<0.001, Bp Rt 2 428, 5
WAL TR, WAL R AR B EF R E AR 2 H AR
JBT 75 %ot e ¢ 04 B L HL A8 3 3R E .

S b Bl (a) FIE L (b)) AT, EERE R B T,
B 75 %oF A1 3K W R 45 0V 4 0% R A R O — 3L,
B WAL R RIF R, AR . I AL
B 4 TR 3 K BE R B R % . B Sh , dn R R A g AL
RERARTh, S AR EAL (5. T2) ML, EARK
WAL(6.3)EERA BB R B E RN R B R A
KWW EE,F(1,57) = 11.56, p= 0.001, {25 “ 8
A KBOR  H, BB BIE

O Gl AT B AL R
6.38 57

o] T A BT R
S =W Lo
cCoCocoo o SO

SRR, SCHI AL
g A 2

(b) ZARIH TR B A5 T X 7 S A9 R

701 CEFLATh B gl 2 i
i 6.0
3 < ob :
e 5.0 429 401 4.36 4.40
=40}
5
i 30t
= 2.0
= 1.0}
LR A AL S R AL
L8 Rz

(d) AT 2R B A5 B X K O R



53

F B MR R 2 WO Rl ) 115

M FEELAHRERTHHBEERR. X4
i % B 48 T 0z AR A B b 2 S8 AT A R 56 W AL 28 AU A
WAL O A AL R E A RN EEN
P, AR RE()MEI().

B P& 1 (e) ™ 0, LAJRI % xof Y AL Y 6 5 R O B AR
AT b, WAL R RN R B, F(1,109) =
1.45, p= 0.23; B8 3L 5 M F 306 83, F(1,109) =
455.23, p<0.001; —F M EBN A B E, F£(1,109)
=0.10, p= 0.75, 24 & 5 8 4L /& 3 55 AU AT, 55 08 AL R
T1(5.53) Mk, me AL 2 W (2.21) BB 2 B MK 3 2 4 g
FL B B, F(1,56) = 240.10, p < 0. 001 ; 26 {0l 1, 34
AN AL R S AR, 5 WAL L Th (5.77) #E H, W4 4L
KW (2.35) th BEREMA B/ MALK B EE, F(1,
53) = 215.85, p <0.001, % 5 B W4 3L 01 32 A 29 W4 4L Y
MEBRAEZEN,

MBI, UBEN RN EE AT
HAT AN, ALK BN ERNA B X, F(1,109) =
455.23, p = 0.13; WAL A W B9 E 5k 0 R B =, F(1,
109) = 0.63, p=0.43; " HEMWAZ L RN B EF,
F(1,109) = 1.15, p = 0.29, X4 & 4} W4 4L B = K BB,
W8 3L 5K W (4. 01) =508 AL AR 2 (4. 29) Xt 5 K 19 v B
R msa BEEMN,F(1,56) =1.52, p=0.22; 4%
ShuE AL 2 9 A BY B, WAL 5K W (4.40) =R & AL 2D
(A36)MBERMMEEM R MO EAE B E EH,
F(1,53)=0.05, p=0.83, Wit B, U0 RSN H#
Hir BELAm, EAWILA LR AEB RIS
E,MEANBEENRA B E 20, H, A H, 53
B IE -

Xt b E 1 (e)FIE ()R %, ELAERERT,
iR % %t 3 A1 W L T A X R R B M 3 AR —
Y, B 88 % X 4% T I AL BB R, (N B R R 2
WEM, TR, M TLAERERBEER “FER
%,

42 TH2:FREBESITRENELAOMR

EWIHREFHREZFTH AL, B5™%HE K
AR, —BANREEE LY REE. AT H
P F R AT il 47 1 4 L BY B AT . A 3 RE R B9
i1 HE B, R 55 B0 %80SR 4 1 bL B ME LA VR AS ; SR E
WAEE REVBUEAUBEEIEMNAKR, Y&
RN MR E R R, MES AN
BEMNSFHEBMEMS, Ba, EF-HHERNER
T, EBAEENERRKRET RS REMUBRER,
SC0 2 B AT M T B R R, RS R BN
AHRE B E R U RN RSB R
B o

BB, BRSO RIS T EEX S
M52 VF AL RO RE 7 38 58, (B BT & Q0] B £ A AL AT
FERRTHRAR. EXHERBET,.HES
A 58 B L4 P A0 7 R R A K G AL S
FEXEHAER EZRERERT, 5% 060 w5 5
BREGLTRBEFRERERN -0, EXE
HRER,

RT3 A I R A AR B Y O R e A
NHEEAS  AMRSHEMANBER, RALE
BEMTERE P AP .

4.2.1 UM AL & Y R

A WF5E 3 % LARAN et al. " BF 55, 2% £ 40 B4
AMEWIERHE LWL, BEBLHEILY
6 9% B AR ; 8 5 A 2 R 2 R R N S AU o e AL
O HMAMGZEGBEESARE, SHILHEX
BERAEZR(HMEMHEXBEEEIERNER) .

PR, e R b R LR 11 R R AT
B, 42 95 OB K AR L/ & 4T L B8 A F L 30 k& /D
B.OER&S A ZHE BEL Aia. asE
B FeE EH B FUSBE O 4485, 20154E3 A
2600 27T 2B T RHEAHRFERWRELEREN Y
AERESS5REWHE, B L51.85%, FHER N
22.22% , SR R W — /N AL A 55 -

LWeh WIABRACEMSE EWE T XM
B, 1m0 48 R R AR A AL R I 0 B 2 8, ZE B AR AL
B EREREFI AR T — /sl k. RJEH#
B % B BB B 11 R B S 5 A L (8] B R 6 M AT AT
G RATHEFSE, I ABEREX, T AEEHX,

TR REH MRPDNETSHILAHERE, H
Fe e 1 N3.07, AR dEZE K1.52,t=-3.17, p=0.004,
&y 55 FH AU M DU AT 5 VLA HH 58, A R
P8 42,89, FRiEZE M1.65,6=-3.72, p=0.001, 3% %
EAREES HEMEAGR BR ZF 0L H%R
HFREER,t=0.55,df=26,p=0.59, H Ik, K5
P /N G KT 048 217 1 O 35 S5 5 1 30 B -
4.2.2 BRI E

BER A2 X2 X3 A RIS, BB B AR (S5 H
FIER) xBALRR (LAHMELS) x B LR M (R
R R RESER) BRI EIL S 124
H,

2015464 A12HE4 13 H , RAMYLHEE B,
TERINT F 28 6 MR BB B > = M E 0S5 3%
B w0 BT, 903 8 A U ), IR —
B/, SIOBF¥EFESMER, B B A6
9y, 5 1 4i38.86% , L ¥R H20.74 % KRB
R [|] % A 37 #3~50 113 5

AR E- T BUNNERYHE R, BRLBACHE
HIEREMIFEEEMG, B 5%, 2% LARAN et al. "
MR BEELOHEBBRIT.

[SEHERER] BBERT —HITHETER
F—HMHE. BRH TEERESHEEST AR
HlL,EFETEHHEIESRFBEEERACH
THE, ERIERENRN, FEABHRERENE
%, % Bkt LR B B TEMLE TR,
BB EEEHENLE. SEWH RN &3 £
BT, AP T LT XK.

[EREHRER]IEHMTAMIASRAZRST,
ITEWE —SHIRIERIREPHERITH . BF
HEXBHNEEECRRARENREN, ABMEAN



116 B BB (Journal of Management Science)

2017 4£5 A

B B AR SR, b & R AL, R AT B D R A R Rt
BRANEMBANEFE I, EHEZZHRMAE
MMERERE. BAEWY M L&t Z I3k, &
Bk T TR

PR V5 181 Bt e 7 2 AL B R £ ) O AL
EEaR AR, S HILAA RS A
Je ¥ [ B k7 0 R 3K b £ TR B 9 P B R SR
BHE EHRERL,

BETR,BARERE2EER, ILRUE, Bk
BITHI.BEEBESTHN -8, REARE, LARWE
A, BMENEFREHBIERET o Y IR AL
iR — R AR B R, fE o B8 ALK
KA(EHBRHPNET, ZRENBEAF) LW
AL R, T R R T .

(AR AL, R | BRBEREMET — 4
MBI XD EITHI M REE R, AT
— TR BEETL,EBERE.

(AR, R BRATEREWET — 4
MNEIT XD EITHAATARREE W IR, &R
T—TFEERHR M, MERRKEE.

[ZRBEAL, R BEAERABEXT — 1
BB AT, XA BU08 A 7 3508 Sk £ Ik , & 2 ok 7R 7T
Z, B ERE.

([ERBIAL, KM BEBEREMET — 1
MEAMF, XA EAFEER &, B FhAREE
ERMER TERKHEE,

T A B X W AL A0 AR BE AT VE M, O 6 8 AL
FY R I Oy 3 W R AR AT 3R A g R )
MR RERIAWSE" TN EENEI R H R
SR ANCLE TR BB T X A O IR R B
"HRXEMEMT RN ENFRE " REE IR
BRRGFE". RATAEIL I EFEARE,7
HEFFRE-

ERMIF R RA, WA ETEMET2F 3 X
HEoRER:“HE - BEE AR X BINE RS
ROREBERILANFRNE ER BT 5, BN
“EEARALLERAEE T AR ERMETLT AW
Shim BB UME", RATEFSE, LA
WAEIE,T AR R B, X R i Y A 0 3G
T A5, 5RO N R AN RS .

BRI ZESENMEEE, REHEEH
FERE R .

4.2.3 R m A AEME B R

FE 7= afH B T AWK IR H, A1H, 8 A B
& MR

2SI, X 3k BT 5 2 P g 8 A 4 I 3 47 4
BroBi2x2x2 JHB AR (EAMESR) x Bl
(ERMZER) < WAL W ( BRI R ) .

()X 34 2% BAR MR EART . BHEVOSS et al. ™'y
EhEHER AMEINEREAER BN, 0
XEAENGRWBEREE AN CHAERN . R 22—
4~ T H , Cronbach’s o { 4 0. 88 il 3 ™ 1 Wi £ 36 £ 5K

HHRAR B XHHILGRVBRERESEBN .2
N P41 4 A PR E , Cronbach’s o {6 0. 74, B i 5
WY EENEESHED, FEI TS REN, #
RWEHERBAGE S, EXHERARERTH
53T, EZERERBERBERT H2.87, F(1,374) =
1045.98, p<0.001; il WY AR H S BARfG 20, TE S5
FAERBRER TR, EERHEREFRERT
H4.94, F(1,374) =176.76, p< 0.001, FEH X E % A
L iE R =Y R i

() EALLB W BERT . H3NET R R
LAY E B, AR XA S G IR R R 0 &
MK HRE—TH, Cronbach’s a {f #0.90; I 3
A R T Ao T W AL B AR B, A X S Y O 4 TR R
WRARBE A NE X 4 N R, Cronbach’s
afH40.93, AT i F W EMENMEN B, HE
gt REN, PEITHNERGT(5.22) B T/D
ILE M (2.76), F(1,374) = 720.70, p < 0.001; /&G 4T
WERB(3.62) KT /PR (5.17), F(1, 374) =
197.33, p<0.001., =HH /DG ATHE D 2 A AL BEAL /D
ey EARB M ALA B R AT .

GEFEZRHFAFRTHBEERT. HY
KARPLEY B bR R AR i, 4 51 DAY 2 Ah AL B9 i R
JBE X B RO 0 2R O R AR, DL gL 28 B D B AL
Bk E R, AT E ST, URRE AR
A O A S e R B E B T S 22 A
PRXILAZRESR, RRGERDE2(a)fME2
(b),

P B2 (a) AT &0, LA B2 %) 50 A0 0 AL Y 7 2 R O (B
AR AT ST, WAL R RO B, F(1,181) =
7.97, p=0.005; 0% AL W W py L5 B, F(1, 181) =
287.99, p<0.001; —F I3 B0 A B E, F(1,181)
=1.16, p=0.28, Bk 5 , WAL B Z AR BIA, 50
FLAL T (5.24) AR L, WAL 2% W (2.70) B 3 FEE X &
ShWEALA T B B, F(1,91) = 141.22, p < 0.001; 3 {8l
M, LR S BB, 5 AL AR 2 (5.48) A LE, WY
ALK W (3.25) B 3 FE R X E Sh WY AL BY W B,
F(1,90) = 149.82, p <0.001; iy EL, % 3¢ i % 08 4L 9
WEERTESRBMEAL,

B B2 (b) AT H, LAJEE 2 % 7 2 R AR B O R A
BEAT AT, AL R E RN A B E, F(1,181) =
0.36, p = 0.55; W AL 5 WAy 3 &ns &35, F(1, 181) =
459.43, p<0.001; —F R BN A B FE, F(1,181)
=0.29, p=0.59, I\ it — 2B B BN 43 B B, 2 g AL 2
FEIRBIET, 50 AL RIS (5.59) #H B, W9 AL 5% L (2. 90)
% B AR X R A MW R B, F(1,91) = 195.39, p <
0..001 ; Z& ol b , 24 W AL 5 FH AR, 5 WS 4L AL 20 (5.74)
FH B, WAL SR W (2. 91) s 532 R I %o B 2R A 0 A B
F(1,90) =274.41, p<0.001, AT L, R s &1 4
KA, GEALEIIHEL, Bl M= B ERIEES
1 2% B A5 % X 20 B R, L, 8 B 5 E, Bp
LUMENEZERHE BB, WAL ES X
PR B —3ny, AL R Th, REER I .



& R HEREIT R R WO B R 117

%3
w70 O MALARY) @ WALk
w60 594 5.48
Es50F
S0}
53 3.0F 2 70
=20t
E 1.0F
= 0.0
%iJ& I F TR AL
M L2 A

(a) BRI BAR 0 RS AL R

w70 O ML) B AL
i 6.0F 534 5.40
E 50k
=40}
= 30k .90
% i.g- %
% ool L
IR TS AL Sz AL
i FL

() SEFAI % BAR T 0 R AM AL I R

70r O WEFLELTY B AL S0
# 6.0F 5.59 5.74
#E 5.0F

E
= 4.0F
5 2.90 2.91

g 30

g 2.0F
= |
FEIRTERL S s f
LeE iR =S|
(b)) ZRIET B TR EE

7.0 O LR B L S
B60F 549 5 s 5.85

TLIR AR
mEFLEA
(d) SLHEH B TR EE

T RLmE AL

B2 "RHEHBERIMESNEINBLANERNESE
Figure 2 Customer Satisfaction Levels of the Unexpected Free Product and of the Product Provider

HRE,5SEXBIRFHERAR, ELT2H R
TR, RS AL AR ARG AL, B 3% AR R AL
(5.59)3% 58 1 BY W AL (5. 74) R B 50 B BE B9 %2 e i
ﬁ%%ﬂ,F(l,SS) =0.40, p=0.53, B H, %A 45 2 &

o XUREREN, R/ ILRFERS 5T HEHRM
Wﬁ LHBRAN R MBS AL R SN, —FEH
R EMERRSHEL, BARBEEAL > & (H
T AR B R S AL AR 45 ) X 4R T R R IR R R
ORI 5 o

(HFFELHFERER THHEERE. HW
SEAPLE B b5 2 55 B, 43 30 4G 6 Y AL 25 Y 0 g AL
L%t A/ L R R 3R 9 R RE A R e, 45 R UL R 2
(e)FHE2(d),

1 E2(c)m] &, LU X5 B A W AL 6 B o8
AR B AT A, ALK B RO B, F(1,187) =
4.53, p=0.04; BEFL W 9 E WL B 3F, F(1,187) =
222.20, p<0.001; ZEMZHE LA BF, F(1,109)
=2.95, p=0.09, 24 &5 AL R B, 5 0 ALK
Ty(5.34) AH LG, 8 AL 5% W (2.90) 2 ¥ B (K X 2 4 g
FLETE BB, F(1,90) = 132.08, p <0.001; 2Dl 3, 24
FAM AL R 5k R R RY , 5 08 4L AR 2 (5. 40) A LE , W8 AL
KW (3.47) o B FEFEARX AP AL AW R, F(1,
97) =91.07, p< 0.001; 7 H., X+ 55 FH B0 4L &9 5 & B2
TR AR R WAL R .

d1 B 2(d) ] A, AL % p 2K 00l 2R O AR &
AT, ALK R ERN A B EF, F(1,187) =
0.19, p=0.67; WAL B W iy £ B0 BF , F(1,187) =
25.09, p<0.001; — 3 fy 32 LM B 3, F(1,109) =
5.60, p=0.02, & Kk UE, A 36 W 4L 2 B R W
oL %R AR LSRR I ESBE T
4.80, AL R“FERT” -

Xt B2 (e) F B 2(d) A3 & B, 7 0 AL 2R R,
B AR I %o 5 A B LAY 9 R E (2.90) I T S5 B
AL A (3.47), F(1,96) = 12.06, p = 0.001 , {H X 0% 3%
B0 B0 AL 7 S0 I B BE (5. 15) X S AR AL
TR EE (4.89) FBARBFEH, F(1,9) =
1.95,p=0.17 X /R BIMMEAL, WAL KK (5.15)
HERI SO MNARFEEEHEMEBEE BHE
5 ,F(1,90) = 2.51, p=0.12, H, KRG B IE,

AEE R, EEE LB R P, BUEH % E
R R Sk AT AL AR A5 R 2 BY Y K B R Y
ERBMRAREEN(AL)); BEZE2H &
7 5 P, A Tl A Sk PR R W AL A R R R B R
iR L X TR KR R (5. 85) , R AEM TR
BRI FL KM (4.89), F(1,97) = 41.19, p <0.001; i {f
T =R R ALK W (5.15),F(1,95) = 11.35, p =
0.0, XEZNEBHEHRTESHBEALR DT R
(5.49) ,F(1,91) =3.76, p=0.06, H,, % A 18§ 2 8 iiF .
X A]BE R B O P A b AR 95 R A 5 oL PR AE , B TSR
K %% B AR % 5C T 2 4 R, T A2 A9 5K R B
AFEGRLEBETHRERANME  FUREFHRER
JB & %oF T 2K G R B
4.2.4 I RE &K A B

THEEAEBILAUMNERXESGRER SR
W X B % B 19 R R, BN RO A P A BB, A
TEHR2 x2 x 2 1) 8N4 A #E 4T 4047, BDIE 9% B b (XA
MELR) x BALRE (SLAMELR) x WAL W (5%
WA R O RIELR) . ABFRBM, i F 5 AH 2
HIrWBEAREUER REXELERETEN
AR FEREREGAOEE, RESEMAEX
BOMRB R G R B R T, W& 5 X W 4L & W AT
& BAL O, el 2 X T 2K A I R BG TR W .



118 B BB (Journal of Management Science)

2017 4£5 A

UMBEROWRBEENEEZER, LIHERER B
KE EBRBRXESGRANAZE, FEIWHER
WE3. 6% E AR EROE B E, F(1,363) = 103.02,
p<0.001; 3¢ &5 R 09 00 B % , F(1,363) = 94.53,
p<0.001; 35 3% H o5 M1 HE 45 R M 22 B M 8%,
F(1,363) = 126.20, p <0.001; {5 2% B % . B8 #L. 26 B A
KELRI DR TR B F, F(1,363) =
7.92, p=0.005, H Ath F= 3 W MR LM E AR

BAMIEELREXES RO A4 TR
B, AR B AL R M, RBBE RELSR, A
UHEZREBARABENHEXN W EREN291E
ERERA.73,F(1,96) = 97.44, p< 0.001; KRB E
S AL SR T B R R OG TE 4 R, T LUK B AR 9%
H B 9 0% X B % B I R BE A 2. 90 (B 3F 4R 7 35, 22,
F(1,96) =177.30, p<0.001,{H 2, % F 3¢ i {6 %% B 5
B, AR SR Sk P B R A0 I AL 2R I, xR R
FERA4.90, JRME R IEL R MW EE LS. 03, —HWAH
BFEEH,F(1,85)=0.47, p=0.49; IR B TR A
ShIEALARM M RMEEERS. 15, REXESR
MW EERAT2, —ERABEFES, F(1,91) =
3.73, p=0.06, H, 1§ B I&iF .

5 &g
51 RRER

ABTFE T IR 5 (8T R R A (R 2
PP LEFER, N TELEBRAN EXS
B G A S 8 AL L I S 0 LAY R 8 R 4 A A ok
BMEMABHETHRN. FRGEREN, OHHRE
WAEZRHET BT, B8 AL & W & B K H 3/
FHRWER;QYHRELEXAHEZART, B
BALA R, BRERFRANHE RN HEEL ;O L
R R ER o IR B T A [ 9H % B bR A E 2% E R A K
EREFEEZR EEXEBIRGETEILNER,
] 4 1 RSN WAL S WO AR IH 3% BB B N R Y
WL @A, T 4R R 45 9 BT R, a0 R RE AR R

BANEALRD) B AHBERBREREE/SR(S
SCFABYAR H ) W AL R 55 RE O 47 3R R BUE 6 R A
W B T X T R 7 A T K, B Zh M 4 5K RN 7R
bR % 8 5 52 AT B (5 R BUAE E) AL 7 Al
B S i £ 08 O X T K RO R

BT R, RA S B MALK KB F A& BE X
LHME(GHAIERSGR), ALK E R E,
7 4 %5 & CHANDON et al."" 42 H ) {2 45 %0 52 09 < il 25
—HHEER"HE., CAMAELEBMBEHRE
X RSN B AL B B, B UL, A X 2 5 8 AL A 5K A B
KBRS THSNEILSEREMEFROAR. HF
Tk 92 5 BLIX A | $2 76 5 50 W8 AL 9809 A B R AR SE
B %ot T S AL AN B OW B W R R AR O R R A,
mE, REXMETHHRERNBEA R “FEHN
B 4B X S AR H B E bR B BUE B G R AL R Sk
B R B, R TR ALt & 1 E R R IR T R I
ENBEERNBERE. AACENARERTRT A
F &M

BeSh , ABE T R B, T 2 3 WG AL # TR BRI X R
FHWEHALR—ZW, 5 ANMRE AT
R R, BN M AT T R K AL X R & A R
W, XN EREIL SR ERENERERRAEN
I EHE EF —EMRIRE. B2, AP
5 J5 T 0 W AL X b B BT B9 AR AT T AR A
Wit , FE T BRI BB AR
52 EEBR

FEEBE, RNRE A C M E L SR
0 7 it BUIR 55 B 45 A, SEX B AR R B I £ H
B B AR, A B b 92 R P AL SRR . WIR R
FREHTFAAHA REEHETHN2EEKR AR
WREAEILZBEEEZ, T W KKK F 5 EAL
ARG RO MR R ERRE RN %,
REABBEIL, MERSBEWE.

ERR PRS- 2SR SR T $
ARG T BOR VUM BUE AR R H 28 B AR, 217 Ak

601 S 1s O 92 T4 5 I o S T Y 5 o .

ol 4% y . ;?2 - 7/
«wl | A 7
%30- %é 291 2,90 éé éé
Tl | | A % 7 7

S p 4 28 4 ERNRER | SANRE b SERHRER |
R IR R £ RS e 45

B BEEXIERTERNVNAERENRR
Figure 3 Result Induction Influences Customer Satisfaction Levels of the Product Provider



53

BB J O R B R 119

A8 AL , BEH BT 4, wi °] BE BUAS BE AR AR o

7 25 P LA S T 4 R 6 9R R S SR A 9%
F A IREE AN % B b5t mT LU A 0 AL B A
AR R EBISCF, R WA R R Sk AL 2 AU B Rk
RERETRBEXRERETESAMALNGER, TAH
O RS T AL 2% T XURS: , L IE AR AP R AR E o
53 RRRRARE

AMRGFE—EHRRREFTREESITIE
DBE R T 52 B o 803 W i 4 4% 24K 1 8 50 g AL
HERMEEEXNBEN“ABRE . SER, B
A VA X 50 A0 % 56 3 50 1 AL B9 4 1 LA Je 0 AL 2R g
FEERE. QMAERSHHIT T B H B R
B oh s ALES R R o5 AR R 7 i R, TR R R
i A SR R E R, O THBE K
E R M WAFET, mRRE™ R, RFE B4
T (M PR B oy BB 4R ) B AT T AR A
2T X (S 6 0B 6 898 (E1Z 8 6%
MWEEE) AR AR E 4T X 8H %EXMESHS
L B T T BB KR TR B R S L AT RER A, A
TR 5% W Xof 2 S g L A0 g AL R R R

AN AR N ERFE, BRMEMNERE
S AL B B LR A B, R X SR A A K R AR
Rl E ol x, PFoasb e n L 8 — B
A EREMTERRANHERER, WHFEELRK
it — it o

SEXM:

[1] CHANDON P, WANSINK B, LAURENT G. A benefit congru-
ency framework of sales promotion effectiveness. Journal of
Marketing ,2000,64(4) :65-81.

[2] RECZEK R W,HAWS K L, SUMMERS C A. Lucky loyalty .
the effect of consumer effort on predictions of randomly deter-
mined marketing outcomes. Journal of Consumer Research ,
2014 ,41(4) :1065-1077.

[3] Bale, =%, Fokk XABEH PEF N HITHME

P FRAT M AT R, PEEERE,2009,17
(5) :140-149.
MA Baolong, LI Fei, LI Jinlin. The effect of retail reward
programs on customer brand choice behavior. Chinese Jour-
nal of Management Science ,2009,17 (5):140-149. (in
Chinese )

[4] DOROTIC M, BMOLT T H A, VERHOEF P C. Loyalty
programmes ; current knowledge and research directions. In-
ternational Journal of Management Reviews ,2012,14(3) ;
217-237.

[5] THE YOUNG ENTREPRENEUR COUNCIL. 9 virtual ways to
thank loyal customers. (2014-02-10)[201703-26]. https : //
smallbiztrends. com/2014/02/ ways -to-thank - loyal - custom-
ers-virtually. html? utm _ source = tuicool&utm _ medium =
referral .

[6] WHITEHURST C, WRITER S, COLLOQUY S. Shock and
awesome ; why surprise rewards work. (2014-04-09) [ 2017-
03-26]. http: / www. retailwire. com/discussion/ shock -

and - awesome - why - surprise - rewards - work /.

(7] Wi, Hes % U5 i Rl ol B4 . T i Ty

FAX T 159, (2015-09-30) [2017-03-26 ]. hitp; // mt. so-
hu. com/20150930/n422457456. shtml.
ZERO INFORMATION. The business thinking behind 2-D
barcodes ; are the 2-D barcodes correctly used in your restau-
rant 7. (2015-09-30) [2017-03-26 ]. http; // mt. schu. com/
20150930/n422457456. shtml. (in Chinese)

[8] WHITEHEAD J. How small businesses can think big with
their rewards program. (2013-02-17)[20170326]. http . //
blog. fivestars. com/ think - big-rewards - program/ .

[9] PRICE J. What's in store for incentives in 20177. (2017-01-
02) [ 20170304 ]. http: 4/ www. incentivemag. com/ Gift-
Cards/ Prepaid/ What - 5 -in - Store - for - Incentives - in-2017/.

[10] KIM M G, MATTILA A S. The impact of mood states and
surprise cues on satisfaction. International Journal of Hospi-
tality Management ,2010,29(3) :432-436.

[11] VANHAMME J, DE BONT C J P M. “ Surprise gift” purcha-
ses ; customer insights from the small electrical appliances
market. Journal of Retailing ,2008 ,84(3) :354-369.

[12] OLIVER R L,RUST R T, VARKI S. Customer delight ; foun-
dations , findings , and managerial insight. Journal of Retai-
ling ,1997 ,73(3) :311-336.

[13] LIU M W, KEH H T. Consumer delight and outrage : scale
development and validation. Journal of Service Theory and
Practice ,2015,25(6 ) :680-699.

[14] BARNES D C, BEAUCHAMP M B, WEBSTER C. To de-
light , or not to delight? This is the question service firms
must address. Journal of Marketing Theory and Practice ,
2010,18(3) :275-284.

[15] WANG X. The effect of unrelated supporting service quality
on consumer delight , satisfaction , and repurchase intentions.
Journal of Service Research ,2011,14(2) :149-163.

[16] WU L, MATTILA A S, HANKS L. Investigating the impact of
surprise rewards on consumer responses. International Jour-
nal of Hospitality Management ,2015,50.27-35.

[17] BALL J, BARNES D C. Delight and the grateful customer
beyond joy and surprise. Journal of Service Theory and
Practice ,2017,27(1) :250-269.

[18] VANHAMME ], SNELDERS D. What if you surprise your
customers. . . Will they be more satisfied? Findings from a
pilot experiment. Advances in Consumer Research ,2003,30
(1) ;48-55.

[19] HEILMAN C M, NAKAMOTO K, RAO A G. Pleasant surpri-
ses: consumer response to unexpected in-store coupons.
Journal of Marketing Research ,2002 ,39(2) .242-252.

[20] SHEN L, FISHBACH A, HSEE C K. The motivating-uncer-
tainty effect ; uncertainty increases resource investment in the
process of reward pursuit. Journal of Consumer Research ,
2015,41(5) :1301-1315.

[21] LARAN J,TSIROS M. An investigation of the effectiveness of
uneertainty in marketing promotions involving free gifts. Jour-
nal of Marketing ,2013,77(2) :112-123.

[22] OLIVER R L,RUST R T, VARKI S. Customer delight : foun-
dations , findings , and managerial insight. Journal of Retai-
ling ,1997 73(3) :311-336.

[23] BERMAN B. How to delight your customers. California Man-



120

B BB (Journal of Management Science)

2017 4£5 A

[24]

[25]

[26]

[27]

[28]

[29]

[30]

[31]

agement Review ,2005,48(1).129-151.

WALSTER E, WALSTER G W, BERSCHEID E. Equity :
theory & research. Boston : Allyn & Bacon , 1978.312.

FE BT, SRR, MU T SR A OC R o B B A
MAREKBMBELREEWZE. EHNEER,
2014,10(3) :85-98.

WEI Xia,TU Ping, TU Rungting. Understanding the effect of re-
ward price ambiguity on customer loyalty intentions. Journal of
Marketing Science 2014 ,10(3) :85-98. (in Chinese)
BITRAN G R,FERRER J C. On pricing and composition of
bundles. Production and Operations Management ,2007 ,16
(1):93-108.

VALENZUELA A, MELLERS B, STREBEL J. Pleasurable
surprises : a cross-cultural study of consumer responses to un-
expected incentives. Jouwrnal of Consumer Research 2010,
36(5) :792-805.

NOORDEWIER M K, BREUGELMANS S M. On the valence of
surprise. Cognition and Emotion 2013 ,27(7 ) :1326-1334.
LIU P J, LAMBERTON C, HAWS K L. Should firms use
small financial benefits to express appreciation to consumers ?
Understanding and avoiding trivialization effects. Journal of
Marketing ,2015,79(3) :74-90.

FEL WP b 3 R % 0L O, RG]
s . EHRF IR, 2014,10(4) :17-28.

WEI Xia, TU Ping. Understanding the dual role of price tag
on the attractiveness of reward program. Journal of Market-
ing Science ,2014,10(4) :17-28. (in Chinese)
Peds, R sLEE, B — k. 45 5 AL (] s A S0 A b
FIEE SR A 7 i 2R JBOI 1 8l 5 BT I 1 4 ) 22 . B R W
it ,2014,26(2) :92-103.

PANG Jun, SONG Zhuozhao, LV Yilin. Desire for revenge
and desire for avoidance : the gender differences in consum-
ers' responses to ufilitarian vs. hedonic product failure.
Management Review ,2014,26(2) :92-103. (in Chinese)

[32] TSAI C C,YANG Y K,CHENG Y C. Does relationship matter?

[33]

[34]

[35]

Customers’ response to service failure. Managing Service Qual-
ity :An International Journal 2014 ,24(2) ;:139-159.

MU, B — e, BUER 0. 7 R S T B Ak A S
e % LRI B 75 PP A < T o T AR 5K AR I
Y SEE R 5. 2 FF IR R, 2012(10) :51-54.

FENG Jiao, LV Yilin , HE Qingwen. Dynamic effects of nega-
tive consumption emotion caused by product failure on con-
sumer loyalty : an empirical research based on product hedonic
utilitarian value failure. On Economic Problems ,2012(10) :
51-54. (in Chinese)

PO, R AL B R R R B AR AR 5 R W i
FA = ol O O 02 A O A AR SCIEBE . PE TR
7F,2014(1) :114-126.

ZHONG Ke , WANG Haizhong , YANG Chen. Sensory market-
ing strategy in service failure ; an empirical study of the posi-
tive effect of the haptic experience on consumer attitude. Chi-
na Industrial Economics ,2014(1) ;114-126. (in Chinese)
REANTE, B, B Al B MR 97 b o B BT I OE R A BL
Tii 3% . SR 4, 2013,9(3) :45-59.

TANG Xiaofei , ZHONG Shuai, JIA Jianmin. Service recover-

y : i3 choosing timing to recover needed while catering to her

[36]

[37]

[38]

[39]

[40]

[41]

or his likes?. Journal of Marketing Science ,2013,9(3) :45
—-59, (in Chinese)

U, T ML, W W R RN OB 5 R M R
Mg ahET XA BES W, 2014,11(6) :876-
882.

YUE Ying, WAN Yinghong, CAO Xiaopeng. Customer per-
ceived service failure and compensation expectation ; taking
Chinese catering industry as the background. Chinese Jour-
nal of Management ;2014 ,11(6) :876-882. (in Chinese)
BABIN B ], DARDEN W R, GRIFFIN M. Work and/or
fun ; measuring hedonic and utilitarian shopping value. Jour-
nal of Consumer Research ,1994 ,20(4) .644-656.
ADAVAL R. Sometimes it just feels right : the differential weigh-
ting of affect-consistent and affect-inconsistent product informa-
tion. Journal of Consumer Research ,2001,28(1) .1-17.
EPSTEIN S. Cognitive - experiential self-theory of personality
//MILLON T, LERNER M ). Comprehensive Handbook of
Psychology ;. Personality and Social Psychology. Hoboken ,
NJ : Wiley & Sons, 2003 :159-184.

MITTAL V, KAMAKURA W A. Satisfaction , repurchase in-
tent, and repurchase behavior; investigating the moderating
effect of customer characteristics. Journal of Marketing Re-
search ,2001,38(1) :131-142.

DHAR R, WERTENBROCH K. Consumer choice between he-
donic and utilitarian goods. Journal of Marketing Research ,
2000,37(1) :60-71.

[42] KIVETZ R. Promotion reactance ; the role of effort-reward

[43]

[45]

[46]

[47]

[48]

[49]

[50]

congruity . Journal of Consumer Research ,2005,31(4) ;725
-736.

CHOI S, KIM S. Effects of a reward program on inducing de-
sirable customer behaviors ; the role of purchase purpose, re-
ward type and reward redemption timing. International Jour-
nal of Hospitality Management ,2013 ,32.237-244,

SO, T B, PR S AP S P M e g O AL
Wy, EALFR,2014(10) .87-93.

LV Wenjing , ZHAO Zhanbo , CHEN Rong. The influence of
hedonic and utilitarian atiributes on the effectiveness of free-
gifts promotion. Commercial Research ,2014(10) :87-93.
(in Chinese)

TVERSKY A, SATTATH 8, SLOVIC P. Contingent weighting
in judgment and choice. Psychological Review , 1988, 95
(3) :371-384.

V0SS K E,SPANGENBERG E R, GROHMANN B. Measuring
the hedonic and utilitarian di attitude.
Journal of Marketing Research ,2003,40(3) :310-320.
LOVELOCK C, GUMMESSON E. Whither services market-
ing? In search of a new paradigm and fresh perspectives.
Journal of Service Research ,2004,7(1) :20-41.

MA J, ROESE N J. The countability effect ; comparative ver-
sus experiential reactions to reward distributions. Journal of
Consumer Research ,2013,39(6) ;1219-1233.

IACOBUCCI D, SALDANHA N, DENG X. A meditation on

ions of e

mediation : evidence that structural equations models perform
better than regressions. Journal of Consumer Psychology ,
2007,17(2) :139-153.

B BEN,KE. BESARRMBENESH/



553 4 BB J O R B R 121

HEMOVZRA. b kR REPHSEFEHIR L, thinking and perceptions of integrated/ partitioned price .
2007. Beijing : China Center for Economic Research at Peking Uni-
ZHANG Lee , TU Yanping, ZHANG Shi. Holistic/ Analytical versity , 2007. (in Chinese)

Effect of the Failed “Quasi-loyalty Program” on Customer Satisfaction

WEI Xia,TU Rungting, ZHOU Zhimin
College of Management, Shenzhen University, Shenzhen 518060, China

Abstract : In recent years, a newly developed marketing practice has been gaining a lot of attention: a firm gives unexpected re-
wards to its customer after transaction, aiming at giving its customer a surprise so as to achieve higher satisfaction and gain long-
term customer loyalty. However, even though these rewards (or gifis) are given to the customers unexpectedly, these rewards
don’t always achieve the intended effects, i. e. , pleasurable surprises, because the customers may or may not like the rewards
received. In previous studies, researchers mainly focused on the “surprise” value of this type of marketing practice and few dis-
cussed the downsides and the associated risks of such practice, especially on how a firm should react and respond if the program
fails.

In our research, we explore the effects of failed “unexpected reward program” ( referred to as “quasi-loyalty program” in
this study) on customer satisfaction, taking into account of different consumption goals and various types of rewards given. Then
we further propose coping strategies to reduce the associated risks of such program. Two studies were conducted and 969 universi-
ty students from a large university were recruited to have our hypotheses tested.

Study 1 was a 2 ( consumption goals; utilitarian vs. hedonic) x2 (reward types: utilitarian vs. hedonic) X2 ( end results
of the quasi-reward program: success vs. failure) between-subject scenario design of a “service” consumption. The results
showed that the satisfaction level of the utilitarian-oriented customers did not decrease even when the quasi-reward program
failed. It suggested that to these customers, having the rewards was still “better than nothing” ; however, by contrast, customers
with hedonic consumption goal showed a decreased satisfaction, and low tolerance for a failed unexpected reward.

Study 2 was a 2 ( consumption goals; utilitarian vs. hedonic) x2 (reward types: utilitarian vs. hedonic) x3 ( end results
of the quasi-reward program: success vs. failure vs. failure with reminders) between-subject scenario design of a “product” con-
sumption. The results again showed that, for utilitarian-oriented customers, the failure of the quasi-loyalty program would not de-
crease their satisfaction; however, the failure would decrease the satisfaction of the hedonic-oriented customers. In addition, the
negative evaluation of the unsuccessful surprise could be curbed if customers were led to focus more on the surprise itself, name-
ly, to perceive surprise as an “extra gain”.

Our research enriches the understanding of the unexpected reward program ( quasi-loyalty program) and extends the bounda-
ry conditions of the previous findings on the benefit congruency framework of the sales promotion effectiveness. Moreover, our re-
search provides practical implications for firms to develop successful quasi-loyalty programs by understanding the consumption
goals, reward types, consumer types and the associated risks, especially based on the service/product types provided.
Keywords:loyalty program ; consumption goal ; unexpected reward ; reward failure ; customer satisfaction
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