Search by research record / citation map

Please access SSCI (Web of Science) from our library
website and see the citation network of journal
articles.

— Search by article titles

— Search by keywords

— See citation records

— Use citation map

— Find related records

— Create citation report

— Analyse results

AN\CEIBS



http://www.ceibs.edu/library/resources/databases/105912.shtml

Example 1: Search by article titles

1. Search the article title in SSCI and click into the article
page

Search All Databases

Basic Search \ Select "Title"
brand loyalty programs are they shame Title ~

+ Add Another Field Reset Form

My Tools

Welcome to the new Wi

TIMESPAN

. All years =~

Select Page @ e Save to EndNote online ~ Add to Marked List

From 1980 ~ |tO 2015 ~

il Create Citation Report

» MORE SETTINGS
1. Brand loyalty programs: Are they shams? Times Cited: 60

By- Shugan, SM (from All Databases)

MARKETING SCIENCE Volume: 24 Issue: 2 Pages: 1682-193
Published: SPR 2005

@ Link to Full Text View Abstract

A\CEIBS



Example 1: Search by article titles

2. See related research records on the right side of the
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Brand loyalty programs: Are they shams?

By: Shugan, SM (Shugan, SM)

MARKETING SCIENCE

Volume: 24 Issue: 2 Pages: 1585-193
DOI: 10.1287/mksc.1050.0124
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View Journal Information

Abstract

Brand loyalty and the more modern topics of computing customer lifetime value and structunng loyalty programs remain the focal point for a remarkable
number of research articles. At first, this research appears consistent with firm practices. However, close scrutiny reveals disaffirming evidence. Many
current so-called loyalty programs appear unrelated to the cultivation of customer brand loyalty and the creation of customer assets. True investments
are up-front expenditures that produce much greater future retums. In contrast, many so-called loyalty programs are shams because they produce
liabilities (e.g., promises of future rewards or deferred rebates) rather than assets. These programs produce short-term revenue from customers while
producing substantial future obligations to those customers. Rather than showing frust by committing to the customer, the firm asks the customer to trust
the firm-that is, trust that future rewards are indeed forthcoming. The entire idea is antithetical to the concept of a customer asset. Many modern loyalty
programs resemble old-fashioned trading stamps or deferred rebates that promise future benefits for current patronage. A true loyalty program invests in
the customer (e.g., provides free up-front training, allows familiarization or customization) with the expectation of greater future revenue. Alternative

motives for extant programs are discussed.
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Brand loyalty and the more modern topics of computing customer lifetime value and structunng loyalty programs remain the focal point for a remarkable
number of research articles. At first, this research appears consistent with firm practices. However, close scrutiny reveals disaffirming evidence. Many
current so-called loyalty programs appear unrelated to the cultivation of customer brand loyalty and the creation of customer assets. True investments
are up-front expenditures that produce much greater future retums. In contrast, many so-called loyalty programs are shams because they produce
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Citation map

* Use “View Citation Map” to see the citation
relationships

3 steps to create a citation map:

Citation Mapping Help | Close Citation Map

Citation Mapping Setup for Literature Record
Use this screen to create a citation map for the record named in the title bar above (the target record) — you can map forward, backward, or both forward and backward citations for the target record — yvou can also select the

depth or number of generations of citation to map
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" Backward Qnly ! Forward and Backward
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- >

Choose Forward to see records that cite the target record, choose Backward o see records the target record cites — to see both types, choose Forward and Backward

Select Depth: 2 Generations v
Select the number of citation ge| 1 Generation =ee in the map you are creating — the records that directly cite or are directly cited by the target record are the first generation, records citing records that cite the target

record and records cited by recolf e - record are the second generation, etc.

Warning: Selecting 2 Generations may cause the map to time out due to the large numbers of records being retrieved. To improve performance when selecting 2 Generations select, Forward Only or Backward Only not

baoth.
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Step 3. Click "Creat Map"
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