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Review of Research on Customer Equity Theory

Guo Xiangru
(Anhui Finance & Trade Vocational College,Hefel 230601 ,China)

Abstract : This paper reviews recent developments of customer equity theories and discusses different research perspectives. On the bas's of
which ,it putsforward a new and integrated framework of customer equity and pointsout the direction of further research.
Key words: customer equity; ROI; CLV ; integrated framework
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Analysis on Tourism Consumption Based on Income and Time Constraints

Lu Feng
(Anhui Universty of Finance and Economics,Bengbu Anhui 233030 ,China)

Abstract : This paper researchesthe correlation between income and time of tourists and constructs the touri sm consumption model based onin-
come and time constraints. Through analyzing the effectsof the wage rate ,le sure time and time consumption of tourism product on tourism con-
sumption it interprets some difficult phenomena and summarizes problems existing in the tourism consumption market of China

Key words: tourism consumption ; income constraint ; time constraint
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