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Abstract

This study aimed at inquiring into the effect of the reward program in an online web homepage,
which is most widely applied as a sales promotion tool for the foodservice industry, on customer trust,
commitment and loyalty. The result is summarized as follows. The effect of the reward characteristics
within a reward program on their trust and commitment showed that first, for the reward time, both
compensation for delaying time and immediate time has a significantly positive effect on their trust and
commitment, suggesting that the reward type as well as the reward time of a reward program is an
important factor for improving their trust and commitment. In particular, indirect reward was a

significant in raising their commitment or loyalty continuously, and for the reward attribute, economic
reward was a significant attribute in building their trust.
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{Table 1> Quassification by the type and time of a reward program

Reward

Immediate

Delaying(after the passage of a given period)

Classification by  pyiract

the type and

Retailer/brand/maker promotion
coupon, premium, reduced price

Cashback, mileage coupon
points accumulation

time of a reward

program Indirect

Offer of information, participation in event

Offer of affiliated products by mileage
hotel booking, various insurance

* Products which aren't provided in a family restaurant, providing services as benefits

Rewards

* When the range of reward is narrow as only its products

* When [ want to differentiate its brand with competitors

* When attracting new customers with the existing customers

* Discounting its products when points of customers, who buy its products, were

Rebate

accumulated as a regular level

* When the range of selection is wide, as its products are various

* When inducing their additional purchase

* The different point with reward is not providing the third different things but

Kind of reward

A iati
program benefit ppreciation

providing one's own things within its brand or service
When [ want to improve the value of the existing customers' life cycle

* When providing the existing customers with samples

* When sharing customers of database each other in concert with a different brand,

. not a competitor
Partnership

* When applying to the purpose of securing new customers
* When interests identify with partners

* For the purpose of increasing purchase without reward or rebate by having strong

Affinity

relations with customers participating in a reward program - i.e., wine club or
mountain-climbing club

* When its brand agrees with the life-style of a specific customer group

Data: reediting on the basis of Kim Jun-woo(2003).
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{Table 2> Positive and negative attitude to the acceptance of a reward program

Acceptance attitude Researcher Research contents
Kearney(1990) . . . . L .
. o - Failed competitive strategies, Failure in increasing customer loyalty
Critical and O'brein & Jones . .
. .. - A criticism and alternative proposal of a reward program (Need of cash
negative vision of (1995) . . .
; value, desire value, selective range, fitness and, convenience)
reward program Dowling & Uncles .
(1997) - A reward system for customer maintenance

Positive vision of
reward program

- The effect of a reward program on customer maintenance

. . - The performance of a reward program improves customer loyalty
David C. Smith . . .
- The improvement in customer loyalty has need of offerings' good value

1996
( ) - The improvement in customer loyalty has need of strategies by customer
Sharp & Sharp .
segmentation
(1997) .
- The effect of a reward program on customers' value perception and
Bloton, Kannan & loyalty
oya
Blamlett(2000
. ( ) - A study on the effects of a reward program itself using involvement
Kim, Shi &
. concept
Srinivasan(2001) . . o ,
Ye J ik - The attraction of a reward program rises with increase of consumers
e Jong-suk *
N efforts to get reward
Yang Sung-hee(2001) . . .
Yi & ] - A study on positive attitude of reward types in the change of preference
i eon . .
by consumers' efforts to get reward and internal motives
(2003) . .
R . - Moderators that promote consumers' oral activities, and reach this result
Kivetz & Simonson . .
(2003) (the quality of customer-brand relation/status of products use
R - Consumers' efforts and agreement of reward increase the preference of
Kivetz(2003) J
a reward program
Kivetz(2005) Progr

. - The maintenance of existing customers and the attraction of new customers
Jang & Mattila(2005)

Keh & Lee(2006) have need of strategies for the type and time of a reward program

- A research on the preference of restaurant customers' reward programs
- The effect of loyalty by reward types and time

Data: Woo Sang-chul(2007), An study on the effects of revisit intention and word of mouth by reward program in

foodservice industry, Sejong Graduate School Doctorate thesis, Reconstruction on the basis of p.15.
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Conceptual variables Scale  Questions Measures Leading researchers
Reward 4 - Immediate reward S heol(200
time - Delaying reward(accumulation) - U Sang-cheol(2007)
- : - - Lee Seok-Gyu(2005)
Reward . Reward 0 Dlrfzct( inancial) ' - Dowling & Uncles(1997)
characteristics  type - Indirect(non-financial)
Reward 0 Practical reward - Kivetz & Simonson(2002)
attribute 5-point - Pleasurable reward - Voss et al.(2003)
Likert - Morgan & Hunt(1994)
Trust scales 3 - Sustainability, use benefit, partners - Gwak Jin-Min(1997)
- Berry & Parasuraman(1991)
- M & Hunt(1994
Commitment 3 - Use Intention, diversion intention, help organ. .un( )
- Gwak Jin-Min(1997)
- Pri i It ti 1
Customer loyalty 6 riee p.r ermum,. ‘ ern.a vep an's, ... - Gremler(1995)
perception, ordinary time, sustainability
. Nominal . .
Demographic factor ) - Sex, age, occupation, income level
scale

Total 43
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{Table 4> Demographic characteristics of the respondents

Classification Frequency Percent
Male 123 554
Sex
Female 99 44.6
Under 20 years old 117 52.7
Age 21~30 years old 81 36.5
Over 31 years old 24 10.8
) Married 198 89.2
Marriage .
Unmarried 24 10.8
Under high school graduate 100 45.0
. College graduate 92 41.4
Scholarship o
University graduate 20 9.0
Graduate school graduate 10 4.5
Housewife 6 2.7
Student 177 79.7
Self-employed 7 32
Occupation Professional 12 5.4
Service 8 3.6
Office worker 5 2.3
Others 7 32
Under 1 million won 173 77.9
1~2 million won 18 8.1
Income
2~3 million won 18 8.1
Over 3 million won 13 59
Total 222 100.0
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{Table 5> Feasibility and reliability of reward time
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Element
Question Delaying Immediate

time time

4. It is good for the use time of mileage, point accumulation and cashback to be fast 0.886 0.156

2. The use time is important for providing partnership service(travel recommendation, free 0784 0317

gift)

1. When events(graduation, admission, birthday, others) are provided, the time of benefit 0.146 0.885
is rather important

3. It is good for the time when discounts, coupons and free tasting are provided to be fast 0.331 0.755

Eigen-value 1.531 1.479

Dispersion% 38.284 36.972

Reliability 0.685 0.643

KMO=0.732, Bartlett's test Result 7’=195.842(df=6, Sig.=0.000)
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(Table 6> Feasibility and reliability of reward types

Question

Element

Direct reward

Indirect reward

. Event for members(invitation to an event)

. Partnership service with other companies(travel consultation)

7
5
6. Information offer(discount on a movie or a musical)
8. VIP member lounge, speed pass ticket

9

. Phone reservation

0.176
—0.131
0.195
0.234
0.123

13. One plus one event

12. Discount system by grade

14. The use of a partnership gift token
11. Coupon(discount coupon, free tasting)

10. Point(mileage)

Eigen-value 2.585 2.519
Dispersion % 25.850 25.190
Reliability 0.722 0.758

KMO=0.781, Bartlett's test result

7 2=573.866(df=45, Sig.=0.000)

{Table 7> Feasibility and reliability of reward attribute

Question

Element

Pleasurable attribute

Economic attribute

17. Music CD

15. Concert ticket

18. Movie ticket

19. Jewelry(ring)

24. Participation in a foreign camp
16. Wine

0.092
0.096
0.284
0.164
0.071
0.278

21. Fruits or cake for birthday
23. Offering a gift token

22. Discount

20. Drink coupon

Eigen-value 2.849 2.288
Dispersion % 28.492 22.884
Reliability 0.773 0.729
KMO=0.746, Bartlett's test Result 1 °=664.411(df=45, Sig.=0.000)
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{Table 8> Feasibility and reliability of trust
Question Element
Trust

2. The benefit of the reward program is trustworthy
3. The partner is trustworthy, if it is affiliated with the reward program

1. My reward program will continuously provide additional benefit

Eigen-value 2.247
Dispersion % 74.884
Reliability 0.832

KMO=0.724, Bartlett's test result y°=250.922(df=3, Sig.=0.000)

{Table 9> Feasibility and reliability of commitment

) Element
Question

Commitment

4. 1 have any sense of belonging to my reward program

5. 1 won't use other companies' reward programs because of the benefit of the reward program

6. 1 will continuously use this company's reward program

Eigen-value 2.106
Dispersion % 70.210
Reliability 0.788

KMO=0.694, Bartlett's test result y°=195.378(df=3, Sig.=0.000)
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{Table 10> Feasibility and reliability of customer loyalty

Question

Element
Customer loyalty

10. T will continuously use this family restaurant, though food prices go up

11. I think I am a loyal customer of it

12. T will more frequently use it from now on

9. 1 will use it, though food prices of other family restaurants are cheaper

8. I positively recommend it to the people around me

7. I pleasantly talk about it to the people around me

Eigen-value 3.459
Dispersion % 57.643
Reliability 0.851

KMO=0.860, Bartlett's test result y°=513.376(df=15, Sig.=0.000)
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{Table 11> Relationship between variables
S Delaying Immediate Indirect  Direct Pleasurable Economic . Customer
Classification . . . Trust Commitment
time time reward  reward reward attribute loyalty
Delaying time 1
Immediate time 0.512%* 1
Indirect attribute 0.346%*  0.310%* 1
Direct attribute 0.454**  0.376%*  0.397** 1
Pleasurable attribute 0.195%*  0.159%* 0.310%*  0.345%* 1
Economic attribute  0.366**  0.327**  (0.334**  0.634**  0.450** 1
Trust 0.497**  0.485**  0.432**  0441*%* 0.175%* 0.308** 1
Commitment 0.344%*%  0.323%%  (0.243*%*  (.181** 0.125 0.124 0.450%* 1
Customer loyalty 0.401**  0.417** 0.392**  0.26** 0.240**  0.221*%*  0.520%* 0.391** 1
*p<0.05, **p<0.01.
{Table 12> The effect of reward characteristics in a reward program on trust
Unstandardized Standardized
) ) coefficient coefficient ,
Classification p—— p F R
t
B andar Beta
error
(Constant) 1.270 0.203 6.246 0.000
Reward . .
time Delaying time 0.285 0.055 0.337 5.188** 0.000 51.177** 0.312
Immediate time 0.260 0.054 0.312 4.803** 0.000
(Constant) 0.922 0.264 3.485 0.001
Reward .
ty Indirect reward 0.308 0.063 0.305 4.854%* 0.000 41.101+* 0.266
pe
Direct reward 0.330 0.065 0.320 5.100** 0.000
(Constant) 2.073 0.264 7.851 0.000
Reward
tribut Pleasurable reward 0.041 0.065 0.046 0.641 0.522 11.685%* 0.088
attribute
Economic attribute 0.270 0.068 0.287 3.991** 0.000
Dependent variable: trust
**p<0.01.
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{Table 13> The effect of reward characteristics in a reward program on commitment

Unstandardized Standardized
. . coefficient coefficient 5
Classification p F R
Standard
B Beta
error
(Constant) 1.548 0.236 6.552 0.000
Reward . .
time Delaying time 0.213 0.064 0.243 3.339%* 0.001 18.945%* 0.140
Immediate time 0.172 0.063 0.198 2.731%* 0.007
(Constant) 1.799 0.311 5.782 0.000
Reward .
type Indirect reward 0.213 0.075 0.203 2.862%* 0.005 7.961%* 0.059
Direct reward 0.108 0.076 0.101 1415 0.159
(Constant) 2.364 0.286 8.281 0.000
Reward
attribute Pleasurable reward  0.081 0.070 0.087 1.162 0.247 2.384 0.012
Economic attribute ~ 0.083 0.073 0.084 1.129 0.260

Dependent variable: commitment

#5520.01.
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{Table 14> The effect of trust in a reward program on commitment

Unstandardized Standardized
. . coefficient coefficient )
Classification Standard p F R
B tan Beta
error
(Constant) 1.435 0.210 6.836 0.000
55.760** 0.199
Trust 0.467 0.063 0.450 7A467** 0.000
Dependent variable: commitment
**p<0.01.
{Table 15> The effect of trust in a reward program on customer loyalty
Unstandardized Standardized
. . coefficient coefficient ,
Classification Standard t P F R
B tandar Beta
error
(Constant) 1.187 0.208 5.719 0.000
81.575%* 0.267
Trust 0.558 0.062 0.520 9.032%* 0.000
Dependent variable: customer loyalty
**p<0.01.
{Table 16> The effect of commitment in a reward program on customer loyalty
Unstandardized Standardized
. . coefficient coefficient 5
Classification Standard t P F R
B tandar Beta
error
(Constant) 1.823 0.196 9.312 0.000
. 39.650%* 0.149
Commitment 0.404 0.064 0.391 6.297%* 0.000

Dependent variable: customer loyalty

#5520.01.



2ol o

2z

A, 2 B

X

gl

3}

0]

#7253
283 A Al 158 A 43(2009)
171 <1

}

0]
pil

E

o -

328

W
Nbdowﬂkm‘@]J,
dﬂ7_|vA\|50;o Diﬁ ]
Mﬂzqwﬁ_@wwl e #%T
= = O N N o T
#%m%;%z%m . mﬂizmmﬁm%ﬂr?ll
AR R TE PTH TEZGETEZRT
ﬁaﬁ<mﬁ_@oo_35 = zz_ﬁomomﬂ_%lo %17ﬂﬂ7m.§_nan -
ok B o % e N H%l% E%ﬂu%z_m%}ﬂ T AR %
Njo \m_iEAoLtﬁ‘m_ﬂn_mo E._o,.MO E.GLATEHH,olnﬂdﬂE,lzﬂ.Ervﬂ_w'ﬂ ﬁ.n_o“w._.u._ﬂl
ﬁnioﬁclﬂﬂ._ﬂioqio oﬁa.so ‘.rioﬂo#oiumnmoﬂﬂ by Ml]F_E ﬂ._ov W
10_.ﬁ K T T " T = =n o Mo_a " %X &E_/a‘_urmﬂ]ﬁuw wy OMhAv_Al wjy oy W = o e
%xﬁ.ﬂu%iﬂc.ﬁﬁi q o Eoﬂﬂé.&ﬁ_aoﬁ%:_'ﬂdlvﬁl Eﬁ.ﬂ E.ﬂ;o_ﬂdrﬂ
S0 T X oA % o : = T NF Fo Nb & w (O S ;W
@oioié_%m.ﬁx JudﬂrizoAEE %0 9 L xﬂa_EJlmﬂ%mﬁ% ﬁﬂmrhﬂ.ﬂ
ﬂoiixozokdﬂwMEnﬁ_.o W_m}mi%_s‘_mxoﬂ%%oﬂnﬂ%]ﬂot X eﬁvﬂmuu]t
%Eﬁk,%ar.%ﬂﬁwoﬂuoiﬁ.ﬂoz%ﬂmw%ﬁiwmmojﬂoﬂL %%%imﬂaﬂ
i =] B £y oF o J.\l/ X ‘|\_|
‘ﬂ_l‘._ymo‘_1,rl_v..¢l‘uM7_|_ﬂ_UEO,UIH._OLMEEE\DIM#,WI\%]MJ@‘WHNEA#PL7AW\OI,W_I %lmmx_ﬁ‘_ﬂoﬂ_
].ZT]‘_Han_ﬂ_ oe.o|E._uLo o ]XW\AO_L_I E;EzZﬂu N o Mo
e __aoUr]Of.so1a 7ﬁuo€1yv1,_iﬂawioue_ei o R EN\J% o Tl R
Eﬂﬂﬂi%%%?wﬁﬂ%ﬁwamaﬁfomﬁ%ﬂ.tﬂﬁﬂ%ﬁ%i@ ,Azﬁ_g%%
X0 T = ! i . el 2 < = Bo
mot@aoEELaMﬂLwauqmﬂwiLuoago}z@%_ﬂo%uE eI E S
_oodﬂAﬂw_vH\ﬂﬁﬂﬁﬂge%ﬂoﬂug’ﬂnqﬁnundb7UWEOATMHQ_|M0E 2 K o mo §
ARG W o <o ﬂﬂ?%ﬁﬂgg 2 om _ﬂmmwﬂanm&
mds s nolwmaa%_@ou_ Pt @.HVAEOTZ
ﬂvﬂﬁm:Lo_E o W oo A e o_an_rmﬂmAQ\Ml .Aber o
ﬁaﬂo.&ﬁﬂo N s%m%ﬂ»?ﬁﬂqﬂﬁﬂeeﬁi
wﬁ%%%%% iﬂmﬁwuﬁm S Af%ﬁﬁmm@_%ﬂ%aﬂ
oo § Mo N o] © o %0 RO H| %o T T H %
o~ = T H_._ <O e ;AIﬁAo
qm_ﬂl%ﬂw__i . ‘Dﬂ_.m‘mﬂ.ﬂwmn_ l,_lr” ﬂLﬂoﬂooT&@ﬁﬂﬁoﬂa _
° %Eqﬁdr e ﬂﬁeﬂﬂianyéxmﬂ G
ﬂ_ﬂoﬂFéyAHuM J%Aﬂe_e 70 ﬁovudﬁg_%ov@é Y W W e R
PELIEEL | TaEis SEES TR oY PEIERET
o ik = Sl o X :
@m%avm TR @%@uw,%mwk%m AR g T
Awﬂzuoi RS SR W= wOH T G RERLED
53T oS R SR I O_Eﬂ.ﬂﬂ@.%a%ﬂx S
—~ o)) L 7_._._ o ) oy =/, TR x oy - o o o = 0 < —
o o)) Ju;oo b K . oﬂm oy H ;%VEO mﬂmMmﬂHAru e#ax o = T go n_m_u%
M_l‘mw_lim,muogbf - ' lﬂm E._,N.O.A‘\Winn_/_l OHZ._C,._i_i] = Odﬂi_ﬂ_ﬂ
uw_,mooﬁe =N MH_N_E._.W] EM_MHW EATEEaHoNroM ﬂ”dﬂnﬁﬁo_‘urm.?_
T T ﬂ/..AnA_IM\M x HA_I Aﬁ‘yl E_ 0 _n: o X E K = yEﬁ Z.o n_i <0 T T _H_ w o fred
ﬂemg&zm o % 0 o nor,:_umomﬂ,n« = R LET
fmﬂ_,&?monnn %%wc.ﬁgﬂ Eu%ﬂﬂ?%éﬁ.]qg iz_oxmko_a1
EIETEE ;mﬂﬂmqamaﬂmuwgﬁ%%@ R R
13s} P ! 0 S
- I O T ﬂamuﬁkﬂezmﬁﬁwﬂgwaﬁo%?é Mgm_n@%ﬁﬂ
Wr ook B o o = o . R F o A m X o T o ok
I lmﬂimawkmﬂx ﬂdomﬂ_EEme_m T ﬂﬁdoe_o_%w:ﬂ
ZOUAlm_X EE%.XA,QWA_.O :T‘IﬂﬂUOLOT ._W_E._ﬁo _L Oﬁ ‘WMOWA..O ~o
diEm,z%ﬁom_fwftqn,kﬁwjﬂgiwo
(;ﬂﬂm&wﬂ%awﬁﬂqﬁwﬂ
o) O AR ﬂﬂwlﬁ;eiia
| BT oo



329

T, 91-94, AL

gt

Ag Ao )

A
Ny

el

H

}

o o

Ir)‘r
R LR N

pul

81997% 37(3):585-604.
°

6. =713 (2006). Al
24 "=

o)

=

=}

@o =2 7}

=
T
.‘%.ﬂ

]

zl

o %

gl

T 24IA) 3

4

=2 11-18, O,

H
AO

H

~

B

ol A1 ¢]

3] %] 13(4):80-91.

57

- o]33-& - F3A (2007). 214 LAY

a7 B 2Ol gk o] 71|

et

Isy
4

T

SIREBEE R

s

8.

T

T v
oL
_EWT
B
=T

;O_l
T X
ﬂNH_u
_L_l‘lﬂ

oF
o T
H =
T
B
™ T
K Mo
e
T iy
T B!
ﬂ%

10°
M o
- =
M RO
O )
o oo
o oF
o
X o
AE-
z_ﬁﬂ
B
LO
3
o W

£ (2009). 2J2}4kdellA
I B AZ)7E el m) A

G 5t3]x] 11(3):147-169.

A

¥

(¢}

]

=/

- o]%% - o]
A

w7 BT §
9. 7

2.
=
—

wjr

xF

}(2002). K-

Z
gl

10. <%

el

o)

1

o
!

I
of h

Ly

7}

ke
T

FrofA B A Y 7(2):123-139.

: Prentice-Hall, Inc. 176-200.

5]%] 12(3):186-200.
16. Berry LL - Parasuraman A (1991). Marketin

Iy,

ot

=T, 96-97, A

11. ©]A9F (2002). 272 BAF 23] A]7]9}h

FED} A

=)
14. 713 (2004). L =ERG o] Qlojx F

6_1'-
SFa )] 3]i2 F 7(2):151-182.
12. ©]AF (2005). 112] 1
i=1}
=

ey
9/

7

O
4

9 v

Service: Competing Through Quality. New York,

o T AT

13. o]F% - JEY (2006). T3t 52| €4
B4 9977 4(2):99-117.

15. Belcher DW (1974). Compensation Admini-
stration, N. N.,
Free Press. 136-140.

515

H] el

).

°
of

AL

5>

=]
il

=
pu—

oJm ]

)

thetal skl HpAlehe]

A
(1997). 7578 wi7) &

1

u
fis

]

57.5].%] 10(4):201-214.

o/

3
114-122,
201-216.

4. 2732 (2006). Z=B1ALE] B

EuS

=1

2.
3.



330

17.

18.

20.

21.

22.

23.

23.

24.

25.

26.

Sk 8k3)A] A 157

Blattberg RC - Scott A. N.(1990). Sales Pro-
motion Concepts, Methods and Strategies,
Englewood Cliffs, NJ: Prentice Hall. 28-52.
Bolton RN - Kannan PK - Bramitt M D (2000).
Implication of loyalty program membership
and service experience for customer retention
and value. Journal of Academy of Marketing
Science 28(1):895-908.

Dick AS - Basu K (1994). Customer loyalty:
Toward an integrated conceptual framework,
Journal of Academy of Marketing Science
22(2):99-113.

Dowling GR - Uncles M (1997). Do consumer
loyalty program really work?. Sloan Manage-
ment Review 38(4):71-82.

Gremler DD (1995). The effect of satisfaction,
switching costs, and interpersonal bonds on
service loyalty, Doctoral Dissertation, Arizona
State University. 19-30.

Jang Dingsuk * Anna SM (2005). An examina-
tion of restaurant loyalty programs: What
kinds of rewards do customers prefer?. Inter-
national Journal of Contemporary Hospitality
Management 17(5):402-408.

Jones MA - Mothersbaugh D - Betty S (1999).
Switching berries and repurchase intentions in
service. Journal of Retailing 76(2):259-274.
Keh Hean Tac * Yih Hwai Lee (2006). Do re-
ward programs build loyalty for service? The
moderating effect of satisfaction on type and
timing of rewards. Journal of Retailing 82(2):
127-136.

Kim Byug-Do * Mengze Shi - Kannan Srinivasan
(2001). Reward programs and tacit collusion.
Marketing Science 20(2):99-120.

Kivetz R * Simonson I (2002). Earning the
right to indulge: Effort as determinant of cus-

tomer preferences toward frequence program

27.

28.

29.

30.

3L

32.

33.

34.

35.

36.

Al 43(2009)

reward. Journal of Marketing Research 39(2):
155-170.

Mogan RM * Hunt SD (1994). The commit-
ment-trust theory of relationship marketing.
Journal of Marketing 58(3):20-38.

Mummert H (2000). The years best bells &
whistles. Target Marketing 23(11):3-5.
Narasimhan C (1984). A price discrimination
theory of coupon. Marketing Science 3(2):128-
147.

O'Brien L - Jones C (1995). Do rewards really
create loyalty?. Harvard Business Review 73(3):
75-82.

Orr A (1995). Customers for life!. Targt Mar-
keting 18(3):20.

Reichheld FF - Sassers WE (1990). Zero de-
fection: Quality comes to services. Harvard
Business Review 68(5):105-111.

Rothschild ML - Gaidis WC (1981). Behavioral
learning theory: Its relevance to marketing and
promotions. Journal of Marketing 45(2):70-78.
Schultz DE - Robinson WA - Petrion LA (1993).
Sales Promotion Essential, Chicago, IL: NTC
Business Book, 34.

Sharp B - Sharp A (1997). Loyalty programs
and their impact on behavioral loyalty patterns,
International Journal of Research in Marketing
14(5):473-486.

Voss KE - Spangenberg ER - Grohmann B (2003).
Measuring the hedonic and utilitarian dimen-
sions of consumer atitude. Journal of Marketing
Research 40(3):310-320.

2009 99 49 A 4
2009 10€¥ 169 12} =254
2009 119 29 27 =&FA4
200913 12€ 159 A A g A



