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3. ENR K fieBe , dbat 100872)

OE. BEAR BRI H R E A L0 b A G R IEAT 09 2 F) 6 Rkt
X, ERR LA —FHAFHEEE S LV EFAGERTX, AEEREL RO EEZT AL K
AT AT IA LRI, 2R T — A BB it X B M o ATAER (B, kit 25 —F
AR LER), FBITEASRRALL FAA, R T AR BRI R G LR EE
(o, ) P40 0K e W AR AR R 2 ), B3R T 3R Bt X R B4R 5 A A A ] R
RO B HAEHOS Z AP R BAR, M T AR BRI X B0 B AP BB R, 2 f A A B
AR It R 64 25 MR T M B e R AL R R BT R T e 4R B T L

KR BRI X AR K R B B Sl 5 AR B A T8 AL

FESES:F270 XEFRIZES: A LEHS: 1001-4950(2019)04-0085-13

e e e B e e ST S o ST S e o T S S o

—. 5l

A AT (coalition loyalty program )& AH XS T4 4t i 1 37 Y ik 11X (standalone
loyalty program )14 i i —FhEIF A% O R AEHLE B B B plopR oy TR e B FR
GrBRER R ARG T RISGEE AR 6 | PR R R B2 L 20 i 228 e i 3
Z—(CapizziFllFerguson,2005) I & ALUL TR 7E BRI S ARAT T NS FEZ 1T
1533z % H (Finaccord , 2015 ) , Hf B IX Hgk 4 AR i st 2 Jig 55 iy A A5 156 5 AL R a4
HFR B ARAT T 3 [ A9 K 25 1] (Kowalewski%s, 2017 )

A AR T RIA BT EAT R — P2 BRI B R GE, & — PP XHE 353 2 b KA T R
[l i) o B — M R B A LA Al (B A S 30l B ) B 247 5 280 G AR 1) Bt 25 4
A7 LAy DR L2 B S5 2 ARy, AT S5 88 H 25 R (SharpFiSharp, 1997 ) FEEK &
AU, 25 DB AT DA ITE 2 AR 0 H H I 28 rh RO 22 A3 T Se Ry 4 fiff
ks B #A: 2018-05-16
EEWB: B R A% K85 8 (71402050, 71772059)

TEHEMN: R 12(1982—), F, TR K 5 2508 22 5 (R 81 308, 1 A 507
EEA(1995—), %, AR F LR ERFRG LA A GRS ) ;
T (1953—), %, PEARKFH FRARK, 42505,

il

Bra A ST R R AR 5 R E

85



36

FHIX LT 28 FH 43 (Lemon Al Wangenheim, 2009 )

ARG B AR E 52 B b 0 LA W R (R s AR A A ek Fnm] Rk v
ZEVE AR ITEE BN, 2 5 E b 2538 R S B RIS A s 0 B, O RT3
X AR T 2 0 B R B X S FEAR A Mk S 5 R A T R B A AR g R
(Paytronix, 2018 ) ; i = 4455 535 AV B AR XS RN L 52— 14 YA 38 J7 58 LA 2000 5 B
15 BAL b WL T S B A R B0 RZ #T5E7% (English, 2018) o S AR, H ATECA R T
R R s AERE AL TR R Mg 2 .,

AR TN ATy AT A AL A 3508 EALHIEA T T 3R A8 LA TR 5 28
ST R B BB , A FIE RIS S I E R TR Al 38 A RE SR, (H s B T
15625 80 SR B T2 & (Gardete fllLattin, 2018 ) o A BFSE 45 H I 25 S iRl A A %
PR T FLRT A1 3 ) {8 S H PT343 3 2%00; (LemonFlWangenheim, 2009 ; Schumann¥,
2014; Wang§, 2018 ) o i AT —SERIF 58 WITA A %o 3K 28 SRl 2501k 9 25 58 7 DX AN [l Y
BEEFR , AR AR AT R R RORN B & 3 B4 (Evanschitzky %, 2012 ; Rese®5, 2013 ; Villacé-
Molinero%,2016) o SRS X SEHF 57 MBS0 A3 5 53T A FHBILE AN IR0 45 TG 520
I R TR I E VR R 2R AT TR AER AT SCHR 1 AR o 5 28 S+l
HLER A RS AR S T HESR , S A0 24 1 i lb X B 28 SRl A A 35U 559 o 4 Tk, A
SCHF ] BT AR (R AR DA ST, 46t — NI R R R 32 VEAL B e BT HE 2R (R S PR —1E
FHESAR—VEIZE S, anE IR ), LA e BRI A 78 s nl o 1) B VR FH LB

ER L fpEsE
< ' : gz
| prmeneEs | | femER
PR At | i PRIBIR S LR
0 B ‘ BB | » RS AR
R R it : : B 3R 5 B
Bl

ORI AR SCV R R
B1 BKAEBRITUERNESTRER

AT I B BT RE VR BT AE SR D R R ARG ST AR Bt T BB IRl 1
9, W HTHESR N Z 2 507 WU s 1 B0 R Z IRl B S B k5 BB R i 207 3]
FAEAE LU, B HrAE SR AN R Y BEIE A A SRR 1 2R BRAR B A4 s 5 L8 a1l
A (7 B e HE R IR RO, o Fie I, e o ITHE SR AN [ 9/ B H B A s 1 VRIS R 2ot
P s A LG TR P AT 22 AR B/ R HIRICR:  EAh , e O B HE ARt o $2 1B 45 BBl
RO FEHE 7851 AR IR S —I05T A B8 TRl A ERE AR RV AR , B
TR BT AR, DATITAT RO A A SARRIB 1 B i3l AV B B0t 5 ML o T — I
WA 10 R B A B T 5, A AT T TR I Z RS A B VIR, A B P M i
HBTHE R K-, BOT R B TERC B TR I BSAR & 815 50

—. BAEBEITHMTER

BCA AR 15T 22 2K (program design components ) /&35 TR0 2544 | [l iz 54
A s PRGN 52 RSO ) 2 e kIR & (Dorotic®:,2012) B AT & R IR B Y
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BRI A3z A D7 O AT RO A R Al A 5 S Bl S A e Al R A X =2
B BRI, RUH P 4L O 2% R AR RO &

(— P4

HE— A BRSO RIFE 2 =07 IR S5, WAEE Al 2538 el AE 2 (n
FI2BT7R ) o e B G 30 8 A e % ll B S et A S B2 A0 3, AT DU At i
il sl Ll z A BRI B 2R =I5 BRAT s 258 bl 2 A — 58, 3l W 8l R K s Al AL
Fy, EAT RIS BB A Ak 5 9 Bl 2RI LS TR A e T, A ] — e e
i —E BT R P O IR B R 3l A 12

HE

HHE I RIB H E— VIR

BRETEPITR < S5EM
(REE) A —HRI B

GORDIIR AR B

B2 BASERHiItNE5ATER

S AV AEBET IR S BB 5 1 A 552 S 245 (user portfolio ) 755X, Bl
Z5E AR S E P Z A 7R ICH . 2 58 A — TG RS o 22 4
B IAZTH R PR OC 2R A ARAF AR N T %8 Ao 8 2 (8 — T LGl 2 A B
MAZ A 04 22 A PE ANl PS8 vp e B 22 B9 2% R o At 3 A U 15 7 s 472
5 A AN S HZ SO RIS 50 R

()2 R

T P PRI G UL R R AT 2% 14 1 752X (reward structure )2 B 2 RGBS
b 7 Y R e 32 A X o AIBR B LR R Y B AT TR, T B T LA R B
25 A 2% TS BN B AR 003 ARG 50, AT OR S5 5320 A R 2 538 Al R 46 1Y
KK A (Berman,2006) o 255 4l I [7] 1) 1 2% 2 OGS4 B3, R S Il 9 il i 1%
AT RITEA IS5 8 Al Ak RARTH 28R 25 BN 25 35 AL A SRR I3 i i 7R H 4
A, B B A AR B S B BT I 5 X AR RN R J3( HHTRU  JsAS A R 25
il REHEA TR AR AL

(DA

A B BB BB B2 T AR Ak 5 2 5 b Z A1 H & R 414 (partnership
portfolio ) o HCH A HY A (0, K3 R ABHR) T g — 20 0 B 2 o — 282 oh A 3 40 1
ARSI SR R A BB IR 55 Bl , BRI Sl B LI

Ay ) T K BB BBl o A Al A USRI A B T2 5 Ak e B35 3

BN REOT R T B 5 A i A58 B S AT 5 KR Ak #E 1T (Breugelmans &, 2015) o 7E
IEZEHRE BB T, 2532 Alk AT RE FURSEIN S U3 S D RE , 1 rT RE I ARHE T 98 A3
SRURCHINRE - I — A th At 3 2 A A IS BB RI A R Y Al v, e
I E R 7R TV D A ] B s B SRR o, RS S SRR

BRa A BRI R AR 5 RE
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RS, HE 5485 55 0B BE S A VRIS R (Breugelmans S, 2015 ) . 77 2
ERA 2 A FEIR RSB A 15 & B L T, 2 538 4l i 6 R AAHE 5 OC R VL RLERAS 24
T A BEHLLEL G, T2 e B R e 2 Al A T S P A DAl R 1 4 J s 1T o 1) o 3
A RO T RIS 550 2 B E R S 4 S 55 R B, a2 il
B AL UG SEAT A AR 11 724 (Lemon A1 Wangenheim, 2009 ) .

=. BRI M E L ER

G AL TR M A& 240 (value creation effects ) &85k B L F B
BHE R FZ N (Chang FlWong, 2018 ) o #& F+ FH P BB 5 1 i B 2 KA B A+ R 45 H
FUR Y R AR  F P BN R RO I 9% 8 5 S 5 38 RS B R4l i
NI AR S B A 2 25 ¢

(—)IE PAE A E RS RN

IR eaiblegsilives

HE S5 BRI LR T TS 5 SE A 2 R S5l 25 i e KAk, LA
JARAS SRR R B 1 RO TR (Beck 55,2015 ) o AT, 4l 2238 i Sl R kA% i — 2251
X B T 2 E1 4, DA BB Rk (Oliver, 1999 ) o HAAKTHT 5, AR 35 0 (B 1) 1 52 il
7% B LIRS 1 20 5 B A (A [ i, A i B2 1) T 9% T A8 L i T T 2 1 7
ST B I ) B 0 5 B T sMGE A S A A DG R T EE ST I AEREIE X il
Y 3 ( DrézeAINunes , 2009 ; Palmatierds , 2009 ; HendersonZs, 201 1 ; 4R 845, 2014 ) .

TH 2% BRI B Tl B A 25 1 B S s HER FRAT O oo AT — T A 2R Sk
KA £ A A R T B X AR SN , 1 T e T 2R O TR A e A T (4
Z 53R YeE (Chang FTWong, 2018 ) o 11 28 25 OIS 25 IR IR T 16 A& S TRl i 208
ARG IR IE 5 Z R T B B G AL TR S A8 S s B RR 1 3G I AT A5 20 He v i 9%
F B BN CETIRSE, 2016 ) o LAk, A AR B sk 0 T 35 Bl 2% 28 (i AL 34508 9% nl 4 iy
RIS, AT A5 T1 2% 2 T LS Rkt SRR 25 W5 | 07 AT 2R B0 I AR Rl - B e A
SR AR AR M T HE T AT T 2 A 2 5 (Wangs5, 2018 ) B4 RIE 5 bt 7 =i
F WA BRI R TH A S HIA BRI R AR .

156 70 R0 A B A (L I RS X PT DA AR T 20 3 B8 s 1 2 5K sl RS SR B A T
AR BN B A AR AR AT B e | BT AN R A B 1Y R AR B IR B AR
TH %3 58 X 3K , BCHE 5 IH 2 2 X Rl 9 A BEPEIA AT (Breugelmans®,2015) o HeAh, 71 9%
OO R R ] B AN ELIER A W] DAGRE IR i e 00, B A T Rr 2 2 5 RI &
JE AR T S ARG R BA BRI RE A A i B 22 R A bl 2 1 HL g
1% Ay TH B B FEAL NS SR B A i UK (Chang MllWong, 2018) J FE 42 5 F A ¥ mT LUIfE
FH 38 FH M T 2% Wl Candir 0 BRI B 2555 ) AT ST 2% & 10 H54: 2 5 (Mimouni-Chaabane
F1Volle,2010;Frisouf1Yildiz,2011 ).

2. HPE BN A

P65 AL R0 1 52 2% T S B0 93 B AR () 4 e, DA T BELAG 9 21 25 OC TR H BlcdE
S22 5 R 52 2 M B R T 2 A2 > 5 (0PI 28 Ry a3 s 198 J e PR e e
(ChangFWong,2018) BX & ALEI T M i 2 07 2 52 R BOH 93 B 24 MR 2ok
JE AFEATE A2 55 A T e 2 ks B B s -l i e — 5 SR EA TR, DRI mT RE R 1K
TH BB RS A R TR AR T 2NN B — 250 (Villacé-Molinero %, 2016 ) o H 3% # 1 5 414
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SR AT RESR R T IC A AL h BT 3 i 205 8., WORTR] A B AR 5 L IBE TSR 7
I MAS RN il B SE X T BB A R BUH P RN BT EL A TR A DO 45 0 B 0T
A AL 0] AR 7 RBP4 IR 26 (1] (Chang FTWong, 2018 )

IEAN T 2 X R3S A AR (8 BRI 2 s el At A DX 675 28 Al R0 A fefT P 7T 2 o i
TR S m A T2 R o sS B A R B A (B, — UM 2088, IF 5 S i it
A& SEAT X b A IE 2B, BRI A R R 1R 25 2 B Ry Sa e B T R k]
S, YT B BT IR ) SO S RS A B LR TSN A I 0%, 2947 AL L T R 2
R AR BE ARG, B & 2 b k(1] (Danaher$,2016)

()2 5F A AN E AR

1. 2 5F b B R

MAERTE 19 R A BB TR LA RS 55 M IRt E WIR ST 5ME B
J7 TH Y E 5 9% 7= (Srivastava® , 1998 ) o 0S5 85 55 7= B T N B4 Bl TR RS 5 5 el x) 8
W A

TELE SR I, B8, SBAS 55 b ARSI alA F F LR A (5 | 5
2 IR R 2 S 5 R o S S IS E B AUV (Breugelmans 5, 2015 ) . 2 5
H A A — I A A Rl Y = SR B B A A R A A5 [ R R 5 | T 2
TH PR Iy 5 2 Z A R DI SE B (Lemon Al Wangenheim , 2009 ) . HK , A~
Z 5F A A AT RIS 2 R 2 o 24— T A B Rl L B T T B R I S
b ) e — R A B, LA B Aol T LD S BB R ROV T 3R 25 (Brown, 2017) o 2 535 4
23R FHEEG BROEAL 09 7 2R IEM B SRR R A, T8 A A A YR
(Al 55, 2011) 1 5, BRA Bl AS B 58 0 B B Ul i e, TR IH e = 5 il
2 5E A0 WA A8 SBEE L 45 TP 3R F] (Lemon fllWangenheim, 2009 ) SR 1M, B W58 K LS
5E AW IFA SRR A L8 A es s A SIA AL EHE o 2R RIEET XS 5
Ak AR ES (5 BT iz Al A BE MR8 1 2l Fh 3k 25 (Doroticds, 2011 ),

FETT 5 B 5, WA BRI TR TT 462 5 38 A 3R I —A T i)z i T % 8 5 B k8
JF (ResedF,2013) o B 58, B T, 504~Z 58 L o] LA s i s A= 3 =X H
AT DV GETHREAE , AT £ & B8 5 2 HAA RIS A5 500 B R A —FE
SAEEG TAY E R R T R 0 4 A BB A DA [] ) A48 3 i At Ry Jal et FH 28 R AR G
9% (Breugelmans% , 2015 ; Bijmoltfll Verhoef,2017) A 411, £ AR J5 5 7] LRSI 155 HTH 2%
S Tl WA ] S ) S 288 5 5585 (Villacé-Molinero %5, 2016 )

2. Z 5F B EA

Z 58 A AR AR B [ T 1) 11 9% So 0T SR B A 2 i v B S A AR
AN RS 5H M IEL S N aGR A BT 2 5 3 Al 0 BRI SAS 32 21 5 T
RIFZIR , — 2T 2 B0 S AR AN P, R AR S A A 1 o e T =X

TH 2R3 S A5 A AN 2 1 22 B A RBHE T2 5 3 Al A SRR B A 2 PR A3 2 AR o LA 3
FHPE T 285 AT ATEA 2 58 AR SRAFFR 53 I 545 B 2 065 280 AR 0 1) e B ZE R AIE
5 2 A RUBO TR A2 5 38 Al 75 S R AR 9 38 A R S3 Sads AR S SR, T 23 S At
R B ANEA PR BT BB A A S OB E P, SRR T R IR R 2 5 3 Ak
FHEE £ 546 i A Y [R]85 ( Breugelmans =, 2015 ) .

WHE S 55 A LSS5I 98 B3 ) AR B HAR A 25 -5 LS PR R B A
M, A RO RI T 6 A A T2 585 KR R B A AN, b4 2 55 4l

BRa A BRI R AR 5 RE
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AH VL ) 2 Jih 55 RS 4348 B 3 9140, 356 AU S TR A ke A RT DG A S AL T A [
(option contract) 4 77 X 45 2 5 Al AR SR 7 A Sa il 55047 R0 548738 e 3 Al 1y
Setf e BT O B I IRAE h EE AR S EE T NS 5 E i s B SR PR Rl A
i, ) Hoz A R0 TR BRI R 1T, LU E NS 55  JoE AN S 55 b Ak e A
THRI OB R R S 2 5 B, DL DR TR AT 3145 1 SE PR A1 25 (Caod,2015) .

(DX E RGOV IS

Y (B B3 250 R B 2 SRS B A5 T R 22 B L, T e A S I S
SRR 5 R4k 22 H P B3 SER SR, A SCUERF5F 2 R A5 T A UL TR I 25
B P B (B RON , T A ST 45 2 5 38 Al ] I AL Ea) AR BRI 23, DL &
Z: 5F A AT E B L A A (BRI SR

M. BXA&BY Bt R Y i R

T th A0 (spillover effects ) J&46 F P XTRA BURWITHRI4 S 58 L P Z ] B A B2
i (Lemon I Wangenheim, 2009 ) o B 5 781 I3 =2 BT DA 25 7 A Y 00 2 D] Sk 9 2% 28 X —
1A= P 25 B B 1) A28 2 i L At S ) 285 B S PPN i el A8 o 7R 1 FHEG & L R Rl B
T4 238 St o T R TR S5 T A 2 538 Al IF sl 21X 282 535 4l AT 2 A
it FHAR ST T IMARTE AR5 S (R 2ob 5 A A8 B BUF AR S & 2E 1Y BB Y A8
515 (Baumeisterds,2015) o I, 18 3% 8 XHHRIA & CR AR & k) B9 S BS54
X145 2 5 F AL A B SN S AR B, ORI s H 300

M 28O0 PR R A B A SRR 0] T A B S0 AT A Sk T G RSN RN A U ROV
EATER AT AR & A T AR s A, BRI AR B ) B4~ 2 5 38 40k A9 H (Evanschitzky
,2012) MIHE—ANS 5E 0 W 75— D2 5540 % H (LemonfWangenheim, 2009 ),
AR A2 5535 il ) SR R0 AS B Y it (Schumann®s,2014)

(—)1E¥ A0

E T HHASONE S R 1Y B e R H AR B B 2 5 Al i R TP S S AN [
HIRAR B RYASEEZNR LA 2 DO 9, 2 AR Al T e St T — IR A RS |
WS, T 235 2 A2 TR G 5 (RIS, T 9% 3 63l i i R e T 28 T LA$ o
X 2 532 BT R B 4ok 19 32 1 & (share of wallet) A4l 9 5 45 65 4
(Evanschitzky?§,2012) . 3X Ff MBI RIS Bf 1] B~5 5 35 Al B9 16 i HH 00 S B AU R
THR R A Ak B MR, WE S 5 38 AR HRIH Ea  JEa

1E T AN WAFE T HRAZ 538 b 2 (8] R A BB TRl 3 2 X A0 sl iR
35 V1A A8 FH et it T P8 T T R A B A 2 5 3 il 8 7 it BB IR 55 118 38 U S 5 A 1A
KF XG0 A 28 S 3K i SORT AR FHIE 2 3 A% 0 7 53R 55 19 4 i (Lemon Al
Wangenheim, 2009 ) . 3X F7E S 5 F AL 2Z [BIFF IR 1E 45 HH R0 JE A7 RIS LK A
FEIBAVERIRIE AR , X Rh E I 28O0 AT Be A AE T HA o B B AMAE 1 2 5 38 Al 22 1] i PG
BE B2 AR A Al 22 8] AT B I AN FAAE X AR T s Ak i VR FHPLR] (Doroticss,2012)

(=) S A5

TH 28 XA B AR B B 2 538 il i 0 PO 5 A BE TR R 5 AL Rl v
WAFTEUS RN o A T Sk R B 2 55 38l B IR 5 T ARG T 2% 2 Xz Aol A
WAL, VT AT BRI 9 8 X% 11 A9 R (Schumann®, 2014 ) 5 3 & —F A B2 5 5 4
M 1wy BRI AR B 1 s 7 2 AR AR 55 2R W R T Al 1 R 55 g ) 2E AR LA
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TEMAT R T, R 23 7 i O 25 5 21 (VotolaflTUnnava, 2006 ) SR T, 244 H A
TR ) S R AL T I A RRIR AR R R 25 B, T T RNERE AR B G s O R R R T
DA 25 B 0 9 A S A R R R R A A 2 T A DG R R, DT A B — DR AR
(Schumann%,2014 ).,

(=% A8 P

Tt H0 RIS A 28 A3 D) s 7 Y SR ) B T B T AL AN A A
i S22 5 3 AL R A R R KA 28 S 0] 1) T i A8O a4 s HH ASO  SR T, B
A SCHRATIBE B 28 S-S RN, PR AT A A B o 811, 35635 2R S gkt Jal A L s i R £ 36
H RN FE AN ] (R AR A ] 22 57, R Ak AT S 5 35 Al ol o %o 3 22 S AR A e
BN SEERAT FRER AR R -

F. BRAE BRI R BRI

BAERLN (data effects ) &8 A AL AT X Usc 8 A0 45 FH P 25080 16 5% 1 (Martin %
2017 ) o T A RGH AR (b R B BRI &R & L NS5 H S g s S A
ORI HERA A FEAE , LR UEE AT AR 28 3 75 oK 5 A TIH 2 & A o B RE 7250 % TR BT 2 &
48R S 4T

(—) B 54T

A E A B & R AR Al A FH B A 28 R OB 1 2 3 B9 N TGRS HRRAE N 2%
%, LLIR AT BT 25 2 34T 4 (Chang FWong, 2018 ) I 71 sipl Rl 4 22 2 4l 7l )
FHIE 238 AE R 53 BB R o 3% Sl B BT 10 2% 2 X B 5 2R SR ol a3l A ol 5 R R 4 S 4t
b P T BRI A N I 2% T S A0 i R 5 B I g 5 R P T 2 v R SR A T R e )
T 25 014 2 5 A0 i G (FrisouMTYildiz, 2011 ).

FETHCA AL TR R3S 00 2 B B A2 5 R B E — M s i e
1, VAR 7 B 3 B Can i % (0 g A= 06 2 T 2R 2 AN N D e HRRAE 55 ) a2 4
AWM EMTIHER , S BEA E A 85 H (Leed, 2013) 4N, 2 5 F AT FIH
XoF T B R SRR A T A 1 TN She LA 4 5 A 1 TN B ) 55 (Dorotic %, 2014)

A A T R TE B A () At o] DA S [R) T4 2 3 AARAE , I 3 e SR
BN A AL T 5% B R IE (A PEAR 28 o an , B AU R TR 8 & e 35 4l vl AR i
TH 2 B0 ) T AR R S 4 HLAR R sl 15 R TH 2% 2 SRR 40 B B ) R a5, AT BT X P T R R
A3 545 A RN SR 4 (Hwang a5, 2016 ) o & AR5 il il AR 91 25 0 A0 A f50a B ke 1l 2 fi
W3 9 2% R IR 28 R A S Mg (Chang M Wang , 2017 ) o EUATT &, X T k& flseb 4
T T B A AR R RI ) 2 R T PR AR e, SR I A A AR S, I
38 B H A2 245 8 D HT TR 25 AR T 2 R v 1) HL R s iz R 74 8 48 A O By T 1) 5
s LA A 0

(¥ R A

TH B A AT P 28 SR 5] B oA N R G s L %) b JHL XU SR A 5 BRI
V3 Pl I A BRI, Al A5 B (™ S & 58 5 T 3 I b e 55 )R T
REBIC SR AT (Demoulin I Zidda, 2009 ) o 14 2% 5 FeRA i JXUSS: SRR (1) 185 T 25 B2 AT HCAE R EE
A AU BRI ) R o 4T 2 TR B BRI R RIS, AU 2 s/ F 452 kA I 5 78 R il
71X (ChangF1Wong, 2018 )

TH 2% 0T B RO T 628 XU F) SRR 32 1) H AN N B & B P (data vulnerability ) BTS20 .

BRa A BRI R AR 5 RE
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TH DB A NE 0 2 30 ARSI = T 23 R DO 2R, BVEE AR 2 di 1 i th ) S Pk it
T Z i A 2 B (Martin®,2017) .

R TSR FHEE 583 1T 9% 8 5 BRI EOR R I & B TR B vl s F — 2R
FART-BORFRARTHE 9% 3 B0 BRoRAFHTE o il n , 1) B RA 5 8 BUBREE X2 B i 28 3 A T 40 4o
AR EZWSE T 20000 28 S R W S =) S r AR L8 i = A
B AER X o3 2 B R AZ BT 9 A AR PR R AR T AR B A 2 A (Jai FTKing , 2016) . F:
un, FTEBGE A B MG B R AR B AR A 2 3 B 2 0 A5 BT 45
T A AP 14 (Blanco-JusticiaflDomingo-Ferrer, 2016 ) ,

(=X BRSO P

T ERSC AR N AT A B RN R B A 0] DX AR e bkl e e/
WL 22— Bl M B R AERE ) 2 BRE ) N RE T B4 T B s e e & 7 o TRz
Vol R ORI A o 2R T, H AT AR X — E B AL A DGR LD e R R
PR WA RN 43 BT 114 1 T RIS, BRI A S0 & R 4525 5 N BE B2 5 b 4Rk 25
MBS M B TR

« BREERREITRIMERER

A lb R 025 kS B A A R A A T oA A T IRl SR R R AR R Y S
ABERAT N, T IE BN AR IS 4k 2% 10 B G o BRIk, s Tl B VR FH 235 S8 T DUCHEE Jis 2
)2 T PR JB 25 SEL R (effects on customer loyalty ) A HIE A Y 2 T ) o % 5 FEAIUR (effects on
customer management ) ™77 T HEA A & o PG ALRO TR R ARSI S 55 M
FE A =S5 (S WKL) ERA BB B B EA 2R A (R, TR
S5l IR AT R S A SR SIS B SR g A AR T NS AR B T
AN A T

()3 a5 Al A

TH S — 3100 AEane T 93 A A P R A B SRl 1 T 3K L YIS AL TR
PRSI0t T8 3% TR RN R A1 I P — Al B2 R TH B A X S 5 E k)
SR, T 2 M O T B O DR B E T 5 A Z BB N B SO R
(Evanschitzky55, 2012 ) 33 PR B 0Dk A B ERL 55 M 2 AT 2 5 ) o Al S0 DRl P I R 2R K
B — T O RAR, FEAT T 28 Al A TR] 505 A1 S DGRl oA i a2 1) 4 B 52
Wi (Kang45,2015) o THLEIAEA BT 2255 (YifilTeon, 2003 ) o 7EIK G BRI H 1
e 0 BB AT RIA - (DTERR ST BRI B, T 28 AR o3 SRR B e e 1 OGP BG 5 AU
PR R s (2)FERR Sy S i B, T 2 B Ay s s e PRl e T HOW R S 5 E Ak i
S (3)FAETEE WL B, T 2 B A S A e B8 S e T X 45 2 5 35 b 9 S8 K (Frisou il
Yildiz,2011),

156 R R T ) & A A Al T AR R VS 9 28—l A oy T 2% — R R 4
325 Al AN 24 & R ZE ATl i 2 57 A — 2 T 3% 8 — b B, e 5
Ml T A B 9 2 A A RO AA T B R o O R R T B TR AR
RS S R AT 2T A WA ST 2 CRTEHEAE T A 2 538 A s B 9% ) st il LA RBUE T
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2012).
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Summary: Coalition loyalty programs, compared with traditional standalone loyalty programs,
represent an innovative customer relationship management tool. It is also known as loyalty program
partnership, multi-vendor loyalty program, or universal loyalty currency program. This paper provides a
framework (i.e., program design-working mechanisms-program outcomes) for understanding the
effectiveness of a coalition loyalty program based on the literature review.

The paper begins with the review of three most important decisions in the coalition loyalty program
design, i.e., user portfolio, reward structure, and partnership portfolio.

This paper then reviews three working mechanisms of the coalition loyalty program identified from
literature, integrating both positive and negative effects related to each mechanism. First, perceived
value, determined by the difference between perceived benefits and perceived costs, is a key mechanism
of the coalition loyalty program to attract and maintain both the participating group and consumers.
Consumers’ perceived benefits increase due to various opportunities to earn and redeem points, while
their perceived costs increase as the program complexity and point price increase. The participating
group can perceive more benefits because of the opportunities for co-marketing campaigns and market-
based assets access; whereas the increasing costs for points redemption can increase their perception of
program costs. Second, spillover effects occur between the participating group and the program sponsor,
and can be either positive or negative. Although positive spillover effects help to keep the participating
group in the program overtime, only those companies showing high fit with each other can enjoy such
reinforcing effects. Negative spillover effects occur when one or some participating companies fail to
serve consumers, which can be mitigated if the program offers high-level special treatment to
consumers. Last, data effects indicate that both the program sponsor and the participating group can
benefit from customer analytics using data collected by the coalition loyalty program. However, data
privacy concerns may prevent consumers from adopting or using such a program.

Furthermore, this paper reviews various outcomes of a coalition loyalty program. Consumers can
develop either behavioral or attitudinal loyalty to the program or the participating group. Consumer-
program loyalty and consumer-company loyalty can influence each other interactively. Although the
coalition loyalty program is effective in customer acquisition, its effectiveness is relatively limited in
customer retention, especially for the participating group.

In closing, this paper suggests several promising avenues for future research.

Key words: coalition loyalty program; customer relationship management; perceived value;

spillover effect; customer data privacy
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