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Table 1 Various dimensions Questions of consumption experience and brand loyalty
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Table 2 Rotated Component Matrix of consumption experience
Component
2 3 4
A B A B A B A B

S, 0.093 0. 082 0.213 0.215 0. 694 0. 683 0. 267 0. 288
S, 0.144 0.137 0.214 0.219 0.787 0. 768 0.164 0.194
S, 0. 130 0.142 0.017 0.027 0. 405 0.372 0. 627 0. 658
S, 0. 140 0.152 0.263 0.276 0.172 0.132 0. 649 0. 685
S 0.032 0. 048 0.204 0.216 0.221 0.179 0.729 0. 763
Se 0.240 0.246 0.708 0.719 0. 065 0. 041 0.311 0.328
F, 0. 196 0.182 0. 595 0.597 0.311 0.319 0. 159 0. 155
F, 0.022 0.012 0. 387 0.387 0. 666 0. 662 0.182 0. 191
F, 0. 146 0. 148 0. 666 0.674 0.203 0.179 0. 206 0.227
T, 0.243 0.232 0.712 0.715 0. 329 0.330 0. 060 0. 057
T, 0.197 0. 186 0. 696 0. 696 0.316 0.335 0. 168 0. 141
T, 0.533 0.537 0. 544 0. 555 0. 086 0.075 0.055 0. 063
A, 0.436 0.426 0. 540 0. 541 0. 256 0.285 0.226 0.185
A, 0. 257 0.265 0.104 0.107 0. 061 0. 096 0.563 0.503
A, 0.393 0.354 0.075 0.439

A, 0.482 0.344 0.032 0.321

A 0.617 0. 609 0.483 0. 489 0.079 0. 088 0.029 0.018
R, 0. 638 0. 632 0.255 0. 264 0. 405 0.397 0. 036 0.053
R, 0.734 0.741 0. 086 0. 099 0. 167 0.152 0.202 0.215
R, 0.736 0.752 0.195 0.214 0.097 0. 062 0. 190 0.224
R, 0.750 0.762 0.302 0.319 0. 000 -0. 031 0.102 0.131
Re, 0. 407 0. 401 0. 157 0. 160 0. 560 0.574 0.212 0.197
Re, 0.713 0.704 0.034 0.038 0. 255 0. 289 0.170 0.134
Re, 0.445 0.430 0.176 0.177 0.611 0. 636 0. 105 0. 088
Re, 0.537 0.530 0.329 0.335 0.320 0.339 0.134 0.117
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Table 3 The validity analysis of brand loyalty scale
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Table 4 Confirmatory statistics of potential independent and dependent variables
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S, — B kR 0. 69 * ok ok Re, 3 ¥t [l iR k50 0. 69 * % %
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Table 5 Preliminary model path coefficients
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Table 6 Load factor of each index

2 SOYITE 7 WERE ELEFERE p AR RHEAR WERE HFECBRTEN »
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Table 8 Model assumes results and testing results
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Study on Milk Consumption Experience and Brand
Loyalty of College Student

YANG Juxiang, XIAO Li, TANG Xiaoming
(The School of Economics and Managemet , Yancheng Institute of Technology, Yancheng Jiangsu 224051, China)

Abstract; With the development of the times, the comsumer demand and consumption features has changed significantly, which
results in more and more consumers begin to pay attention to consumption experience attached to product and service. In this pa-
per, with SPSS and LISREL software, an empirical analysis is used to identify the impact of consumer experience on brand loyal-
ty. It shows that the factors, such as perveived, behaviour and return on investment of consumption experience direct influence
brand loyalty, however, the effects of emotion, relationship and thinking consumption experience are not obvious.

Keywords : milk consumption; consumption experience; brand loyalty; structural equation model
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International Liability for Damages Caused by Climate Change

LI Suhong
( Department of Law, Fuzhou University, Fujian Fuzhou 350108, China)

Abstract; Climate change is threatening the survival and development of mankind, a part of the states have suffered tremendous
damage , who should compensate the damage and how to compensate become major problems plagued the injured. The article from
international liability for damages caused by climate change to study the legal basis of the responsibility ,to determine the subject
of international liability for damages caused by climate change is all mankind, to through the way that intergovernmental coopera-
tion organization set up a special foundation to share co — mankind responsibility ,to try to establish a intemational compensation
caused by climate change fund for the injured to protect their human rights, and to provide an opportunity to strengthen global co-
operation to further address the issue of climate change.

Keywords; climate change; Damage compensation liability; subject of legal responsibility ; Shared responsibility; Climate refu-
gees
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