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Abstract

Due to the rapid growth of online shopping market, many industries have developed various
loyalty programs in order to secure their customers and boost their profit. However, the effect of
loyalty program on customer’s purchase behavior is not clearly understood. This study conducts a
stated choice experimental design to explore how loyalty programs can affect a customer’s choice
between a traditional bookstore and an on-line bookstore. This experimental design considers
that the on-line book store has various loyalty program features including requirement to collect
the reward, type of reward and timing of reward. This study applied multinomial logit models to
explore factors that can significantly influence their choice between a traditional bookstore and
an on-line bookstore. Results indicate that immediate reward is not significantly better than de-
layed reward. Most of the consumers prefer delayed monetary reward. Price and travel costs are
also identified as significant factors influencing consumers’ shopping mode choice. Waiting time
for the arrival of purchases is also an important factor for their choice of online shopping.
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Table 4. Estimated results of binary logit model
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