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Empirical Sudy on Deter minants of Brand L oyalty to Portal Website

Guo Xiaochai ,Sun Can,Chen Beilei ,Wang Kai
(School of Management ,Zhegjiang University , Hangzhou 310027 ,China)

Abstract : Domestic Internet portal's are faced with an increasingly fierce competition environment at present ,and it's of great sgnificance for
portal websites to develop and keep consumers brand loyalty with their own stes. Based on the commitments-trust theory ,this paper develops a
framework to analyze determinants of consumer brand loyalty to portal websites,and empirically verifies the fitness of the model . Results show
that the main determinants of consumer brand loyalty to portal websites include consumer satisfaction to websteés core service as well as the
clearness and orientation of consumer norms ,and the relationship between these determinants and consumer brand loyalty are mediated by rela-

tionship commitment.
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A Sudy on Effectiveness of Government R&D Subsidy Policy

Feng Zhenzhong ,Wu Bin
(School of Economics & Management ,Southeast University ,Nanjing 210096 ,China)

Abstract : Based on the analyss on game between the enterprise and the government ,this paper analyzes the ef ectiveness of the policy on gov-
ernment R &D subsdy under information asymmetry ,and proposes an information-di scri minating mechanism. The result shows that , under in-

formation symmetry ,the government could reduce costsof R &D by offering subsdies efectively to encourage the enterprise to invest in R&D;

however ,under information asymmetry ,the government should strengthen to check and punish’ sham R &D behavior’ to improve the efective-
ness of the government R &D subsdy policy.

Key words: R &D investment ; information-discriminating mechanism; government R &D subsdy
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