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Abstract

As important components of firms’ relationship management strategies, multivendor loyalty
programs aim to deepen relationships by rewarding consumers for doing business with
coalition firms. However, relatively little research has examined the factors and mediating
mechanisms that underlie the relationship between the perceived value of loyalty programs
and consumers’ purchase behavior. This study proposes and tests a model in which perceived
value affects purchase behavior (i.e., purchase volume and purchase frequency) through
overall satisfaction and switching barriers. According to both self-reported and objective
behavioral data, five proposed dimensions of loyalty programs significantly influence
consumers’ purchase behavior. In particular, cash value exerts the greatest effect on
repurchase intention through both mediators (i.e., overall satisfaction and switching barriers).
The results also show that group norms positively moderate the relationship between
repurchase intention and actual purchase behavior. The authors conclude with some
managerial and research implications of the study’s findings.

[ Keywords ] multivendor loyaltyprograms, perceived program value, perceived
relationship investments
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Rk G AR S R AT DB RIFE T 1896 £ 0 FHZEE] S&H Green Stamps 23 &)
A - HEEEHSREEEFEEEENEE (Lacey & Sneath, 2006) ° MoK A
BERIFEMEREE 2 HEBNZE/ F] (American Airlines) F2 1981 ZEF#ETHY T i
= ZREMAEE T2 (Frequent Flyer Program) ;, - H EREANA EFEHE & Z & THAE
B ZRAE - DIHREUIZE A R ESIED - ol © A ERBEER R R B SR EE - IRIEE
FEMTFERIAS R - EEE T EAET - AIDVESUREHE R EHE - MRS R
Al (Wirtz, Mattila, & Lwin, 2007) « {4 & HEIERIAVSI G - HinFFEEins
ERRERE © IRIEERIIMITFEREREAT T4 (Jupiter Media Metrix, 2000) * H T 75% HIZER
HEEZDIMA—EEREFE  FEEBDINIBEZE (20« EEFEMN ) - thEFEE
FHE AR R T 5 -

TR E AR R T EER R - I AR HITH R fifEEDE
R R BRI R G T SR AL (R RIE T 2 FE 2 - B il Ry 1 S A AR BRIV E 2R T
H. (Berman, 2006; Grewal & Levy, 2007) ; [E][ » thigpk 7 ASE B E T 2= 2 MRS
fre {5 A SRR AR A B (B R RS T 28 - Hodrae s | AT EH R RRIZ 55 A [F15E i B ES N [A] 2
R TIREEIE TR, c HINEERN S ¢ a5 EIURYER G S T ZERE RS
FREEHAIEE  BOME - HERIRESISEEEE I EERFEEE - 5
EEREHEEE R - AR R TR - Fit - e B E TR g R EE
EEERENY SRR (Lock-in Effect) (Dorotic, Fok, Verhoef, & Bijmolt, 2011) ; #A5.~ »
HEEH G MRS M — S EMPEREE K8 - R - R A " IESTEMRE
B ERIRIREME -

PR HAE A B — W g B T & - B e EE TR B E — M T
(7E") » FE— P HEHEMEIEREG (Lemon & von Wangenheim, 2009) © 75 /7 Z< 5% Lk
PR BRI RS EE R - N REAETERREG FT R 1B TR B MR EE - s
BB FE R T EFEM I F TR (FR - BEE T Rel I T /55 ) (Dorotic et
al., 2011) » (At - & — L& FRE R R B 2220 HIR - ajEhin - SEENEFR
P BB A R S ERMR PG P RER N AR « R T EBEMPE S » S EEIRRE S ™
EE AR - " OREERES] Bl T RIBER(EHERER] o TEREESI T - B RIETE
i RE T LAETR 0] DARHE 5 R 5% 0 W pa QA% Tl 5 TEmI g (e ERE ] 5 - (S e
HIETERARR - ATDMEE /T M pR B 3 - thll - HE B G E TR B EReE T

FE WhE R A R R 2 MR SR FE D - AP TER ISR m N — R MR S - P
e TERPERIR . - FESRBIRHE TS - 51 2 M B A PREE — ARy R 5 =2 - FLd -
SR ZE N F RIS DA VT % - AGE— 2P IS R SR IRAE © EHE © $R1T - RAHEAE
= Sl
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S S S B S R o R R E R RO - B T R R e A
TEISHY T ZE RN %% (Lemon & von Wangenheim, 2009) ©
HER & B AR TS LA VMG R - R H TR L - SRR
BEE LB EALET - L EPIINTEEE Lemon £ von Wangenheim (2009) 3T
STl & R S B AT ETT IO ZE - BRI B2 A S BRI Jeaxat - BB A FE
ENEBAETR  E-PESHESE N HBE R SR SEE SRR T I
HESRFCR (Reinforcing Effects) | fEiAEA IRAVIH & G 7 Z2AHB SR - WA =
{1 2B SERVFRRE(EIS P 35T -
—  EHBEERERRE - BE R WE T EE O St E B 2 AT E
BHIEE S @ 22 (EREEANTERE » R E NSRBI E S E TS
FEHVEE GBI o W R R RS MR b R R E B2 T T 5 (Dorotic et al.,
2011; Grewal & Levy, 2007) °
= TEREESE T ERAEE ) K TGRSR ERRE ) AT
BT E S BB E YR E R MR E TR ? TR A K
E o R ESIRIERET A BN M U B2 SR TR T S TR T SR
BE, & " EFMrERRRERE ) BN NEEREEE BB, 2R
HIRCEETE o H— R PRES R Bt & R 2 B2 TR LT R B G R — 2
(Perugini & Bagozzi, 2001; Todd & Benbasat, 1999) - {H5—{2HE » AW
GRGHEREEBET HhER KRR A - EERrEREREE
FEFTE B Y (i 5T R ER - thm] LSRG A SR HE Gm HY RS 92 (Rindfleisch, Malter,
Ganesan, & Moorman, 2008) °
s B A T B BT R L MR S AR TERCR ? AW ER AR R TR
L I BHEE H RS R T SEEHE R E B - (ERAIRE 'R
HEE TR - AWFEEE SRR e LA aRAG R - B T it g B |
s —EEEAFEAE T EYCRAIRES - e T2 HE ST
FER YRR (FEA ¢ Conner & McMillan, 1999; Perugini & Bagozzi, 2001) :
JERRTRTT Ry IR SRR R B HHEERUR - FEDIBLIHE ST RS -

1]
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JHBEEHINT

SR HERRTEAY
TRmEE

JHBEHNNTS
IR REMRTEAY
RS EERERE

A ERRE AR

RIRERE

HF SRR,
ROFREEIER )

1 HRERIBE

8l ~ NEREREUER R
— ~ R RS T AR A

E‘Migiﬁ; I EIEFERZM S - 255 Homer H Kahle (1988) fEH : E{EZE#EAE
B O BB I EEHE R EY) - WEHBEERAEESE - & HEEE LY
FEHIE M 2 B YNETT Ry - TETHHSEIEAL - 2255 Yi B Jeon (2003) 5805 —1{IEE 3R 7 %
LY I A E SR E TR (IR EE B B R  ZEER SRR
FIE - fEBR G SR A - B HBEEH T ENREAEERS - T S HE Et
SEE .

E2# O’Brien il Jones (1995) &S M EH SRR T 2 2 B EREm - BEHIRYHE 5
fE{H (Cash Value) * #2522 (Redemption Choices) ~ #Z[iHJIE 5 [F2F (Aspirational
Value) + ESEEIHIA 2% (Relevance) ~ B2 1175 ZHIEFIE (Convenience) 5 78—
IR T ZARTE B — R MR P 32 R 5 52 JHE B (ERE R ML R e TR R R
FARE S, o ARFFEER T 223 O’ Brien H Jones (1995) AtHe H & Gk 5 AHRBH(E(E
T - EEDIGENEE SRR - R A E R ERR A EEE R - A
5 SRR SEE - SSIEERENE - SSRGS (R - BAZ 2R RIRIET 3 (Special
Treatment) ~ DA ETERREGHIZ % (Variety) © 2RI # il O’Brien B Jones (1995) 1E{#
HEEEE T L F R ZAG SR AE] o DU S8 BT R ME(E RS 43 BIERBH . -
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(—) %EBay B EIEA

SRR S EE RS T 2R BRI SHIE(E L (O’Brien & Jones, 1995) ;
T EL BB AR AR - kR B AR R £ (E (Yi & Jeon, 2003); 7] DAUSE AR IR S (B [E f s
AV HE B H G S T g G s e FIEE -
(=) %EmayEIF M

HEM SRR M (R TR T B E R SR - HWEBRIRE OWNEL - EEHCE
B EEEIE = s BRIRER - 1HE AT DUE R B B A - B AR e -
AT DU E R =X - HRE R R B S B AR A
(=) BB ay BRI 425

A5 Y O 5 [ 2 B AR 45 W s P 42 (R B9 2 N7 & H & E Y B EE (O’ Brien & Jones,
1995) » 2 EEBE-FMrT7ERT - 223 Yi B Jeon (2003) BFFAELIAVEIES - AGLL " A
HIESIN A A 2R & BB AR o (F R I SRR E R — - 1EFIRAVETE M
W - H ORI AR EH B E I - HNEE B A E SIRIAIEE -
(@) B B4R 69 FF B

FEEHE EE OHE A 2] DLEE H 5 R F1{EH (Gwinner, Gremler, & Bitner,
1998) » JHE & E2 B G EE FZRAEIE R - 5 RERCZ FIE 2 815 2 M 77 2R RF
FIFEE 5 Fbal - FEARMTERIELFOEIE T - ZEERE] " ASRIF R E — iRk~ Al LAE
BEHASIRNERE , - SRS OB A i s - S AR EE A -
(&) B %tk

MRIZEE Dowling B Uncles (1997) RUFFTEE A » FEGEE 7 2845 RE 0 & B s HY 72 i
IR EE - HEERRAEERS - EAMRIIERES - FEETERGRE TR #H
HEATEE - ARESE R T HE B LR LAY R K - AT DU & B 7[R Rt B ER AEAE
TTEREA S B IR -

o ORI TEAEE o B R R R R B 1 BH R

TEATFH A A - HA S HE SE 3 5% (The Disconfirmation-of-expectations Theory)
(Cadotte, Woodruff, & Jenkins, 1987) & fEREH 2 & = E RV E S GR » LRI
LamBh R HBEETHEER G (R E/KFRIAEE  fEEE 2% - g RHEE
ISR GL B B K ME B SR T HA S E AR L - HEMIP R TR BT NRE L B
Mgz - fERBEHEEH - L 2E MK T IR EREE o miR " (E5ARSE
M2 BRFMEE , - I B RFEAE(E & £2 5 W = & (Heskett, Sasser, & Schlesinger,
1997) - HFEERE - G LHEE (ELA0 © Anderson B Mittal (2000)) 7552 S B AR5 i
B Ry —E = PERUREAMEE - W ERDL FRYRIREIR - SRAIEESCEmEE B
ZHMBEEGERELNE  BREVEREEN - BHEAENE - Be S aE

aup
=
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o ML 7 EHAE B R R AT AR

T A ER R DLRR AR ELRE (Cognition-based) HIEFERE & - Ib—E M SR
FEFEFEE FEEE G - X - T ARFEREmERE | R "B
EHINE, s M52 HBEBERZIRENTEEE - g PR EEE
v EERE R

R - JHEE R R T = EERS - A EER S s - Bl T RE
BEN A2 « BEEERRAERARE X ; JRE - EHEE T EE ) ERE R
rEE OB R B TR —AZHARAGR L - HEE - M R AR B R - TR
HifERE Y E L - FEIUHERE NS AF MR E —RKBfR - TRIg A REEREK
REJESL o B2 Wathne » Biong i Heide (2001) th3F5RE : 1F G BIAGEFED - {HE &R
ZE SRR CREE - SEBUE IR AGGE — B AR 1R - Mt & AREE —(E
i (De Wulf, Odekerken-Schroder, & Iacobucci, 2001) ; #5 2 - HEE GRS E &
HIBEENR - FERIFRTTEHSEIBEE - E255 Bansal ~ Irving B Taylor (2004) tHEFAH[E B 5
B EHIE R H RS | 2K b o % 88 E B B 5F AE % K 56 (Continuance
Commitment) fH{LL » ZREEH " BAEZ & WIBES  MEERREAEERE - &#
HBERRENMEE —BRAOFRR - RREHEENAENS - SR HARRE A RS
TS RSN LEEE - BEHEE BRI S — R - et ERE LA
T RESE AR B = B SRR ) BIRRRE - I RPAL R & G P B A LRSS 5E (Chiou
& Droge, 2006) °
Hla: B&bRE T RBEAGEARTERER
H1b @ B & /L 5 REE € E @ 3 A5 B -

= THIBEATERING 2 PHOREE I REE | S ot B B B8 i It Rt 1 PR R

B ETERRS L BRI ETRRETE T B B2 2 & (F M s 10 A 5 i 2 B fR Y
B TR A EBEEERZIZE ) (De Wulf, Odekerken-Schroder, & Van Kenhove,
2003) - FhERATIR R BRBIEEIRE SR 007~ BEC SRR E RS -
BEETFERNRE  hiES—E " AN EEENRRRE - RaEsR - EH—RERT
FAERF - HIE R ER— A H A ZHEMI R A1 & E{E (Anderson & Weitz, 1992) °
TEBRATRAZIAREREE S - ARSI M EBERR A - #E RS 7l
s — fd# /00 B A SE S (Psychological Ties) » b/ 0o BHE S W8 & 7 i bk A AV HE =
(Expectation of Reciprocation) » i#E— {i {5 B 7 2 AE AL B L — B4R (De Wulf et al.,
2001) * B2 Bagozzi (1995) thalhy - TEACHARIMRE F » G FE DR AT R]REIS 2]
BRI R FEEE & » AL B THIHARSE /e DI P AR B ¢ KL - T EsHReE A
H ) ] DL B A HARI (R BUARZ L BEH] (Anderson & Weitz, 1992) e

WG B HE S < FI R A OB N EA - BiEE 2 EREESE =S
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TEMERG R OB &5 O 8 - SRR E - g5 8B EEEES "EHG, - BN
HEFEMN TS » HEESEMREEEWEEERR - 5 HEETHRTER
R P R DA m BB AR R - 20 LbRYERES - U2 BEF 2 R E R R R 5
A1 » De Wulf et al. (2003) 7E B-to-C HYEERHINERIERAVEEH « fEARRRIIEEH -
R e (ERMR RS 2 7 25 e FTsGa 2k Y - BRI - HEE e " STEMRERI A O
FEARE R DA S R S - ML — R E DA T & SRR o] R R R - RN EAtD
Wil (20 TR EALRR L ) IIEMTT RS SEEE AR (B T REERE L ) B B
B E A A B E A EHE (Simonin & Ruth, 1998) © S 4—{EEHER TR » B2
EBEGRENERERE - BRI GEELRE - B - FRIEL—BREE 2%
7SI R & mh & 22 2 HUEE (Anderson & Weitz, 1992) » BRI S & AL H =
RIS R - ESTENE - EHEERZE S EMrErIRRIE AR - HEEHIRT
EHREMENEE " #OIRT ) AR - B DIt S E S E S
[

H2a: 5@ oA Z MR A RE LB ERETE -

H2b : 5o F S VEB A Z MR B A2 € L& W3 BA P8z -

DY~ P ] R A
( — ) # & (Overall Satisfaction)

LIHGATR - WEE R —MEIEFREESE - BiEE 2 - R E BB ERmEn
AL - &0 IR BE LRI RS - AR H MR TR T R ZFHESE
(Anderson, Fornell, & Lehmann, 1994) - AHEA{E BB IERRERE - AWF5EATEEZ 5
% B0 g e e R CR R T T B T 5 A R R e 1 S A Y A Bl AR H R i AR 1T AR Y
(Oliver & Swan, 1989) « EIHEHH N /T #E LR REE RSN - HARKEEERA]
REMERRS - FHRAFZE RIEHS - B EE I HE S HEEHEES ERrs2 8801 (t
M1 = Seiders * Voss » Grewal ¥ Godfrey (2005)) « #2411 F > E25% Seiders et al. (2005) £
HEEBEAPFEHIZL - BEERErmEE RS - g EREER S = ARG
AIREME » DARCIE A sE A LAt A FRER A W FE A - HAREEER - & — MBI A LR
HRBE T RIS A A MBS E R T R AHE RN - JHE
HE L H EER 2R ER - B R ERA B (Chiou, 2004) © #7 & FaltAYEmES -
AT -

H3: HEECEGRFERBEES -
( =) #% 4 B a% (Switching Barriers)

i BR AL R (Switching Barriers) FURSE » =222 A B-to-B HY[& 1 (Wathne

et al., 2001) ; 35 —ZLERF AR5 [ AYER R 26 R H IR AZ S AR B G » TR AR B 2091780
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E&E ( FLAN : Bansal et al., 2004; Bendapudi & Berry, 1997; Burnham, Frels, & Mahajan,
2003) 1 1 7% 8 5 5 1Y B & AE {# F] B-to-C WY 1H 5% © 7F B-to-C WY IHE Ll » B3
Bendapudi i Berry (1997) ?d Ry #EiE e EHE % " HEETE | Sy - 7]
REECBERI IR N EEAR T - 1158 — TR fEmE 0y FHER - (RARER AV B & A0 25 B g i
HENHEIER  HE IR E - B S AR MBS AL 1% (Burnham et al., 2003;
Chiou, 2004) - At - EVHE & ERE S H ARG - & L EHEEEERE KL
[B1 5 ZRBI2RER - AR RS SO I — MR » Je il SR R HYRL A Bl SRS fi ok T £ A
IEE RS WS L R R R E A E B S R A B AR & B E R R A R
(Bansal et al., 2004) °

RS I T R - R R A, 1) B PR RV B B o AR B AR A R SRR (B -
Anderson, & Weitz, 1992; Dwyer, Schurr, & Oh, 1987) » 35— & i /2 B HA T oy {1 i AN BT
HIRBA PRHESE Al - R IR SR At — 2 HBR TR - (R BB R B CEdR
PRI (R MR EHA ) o HLERESEE Becker (1960) HYEIEFH{DL « REMEIERERS & 1ITE
BN 20y T ROBEEERT ) - BHBEER AR - S EE R R - R
(KRB R AT REME - e 55— A EEKE - BRI L & S5 R GR (& A R FRAT A -
T S PR EAth e 2 i A R R =y T R AR 2 B e B AR A 5 It
MERFEEA HIACHARA % - ATREE — (AN EHERCARY R SR (Burnham et al., 2003) © FEAHSE
1B - B e B TP E AR IR - & s B E R AR K A T FE A RS
WEERATRENE - frdE LatRYEmEs - AHFFEieH -
H4: #HHuRHRGEARBERBES -

T~ HEBERETH
( — ) BB & @ (Repurchase Intentions)

=175 (Theory of Planned Behavior ; TPB) ik @ " EA , B&iEl T H
BTk ETERERZR (Ajzen, 1991) - FZHEBT RIEELRR - EREEEE
TR E BT R B EIA R T 5 FI21523E Bagozzi (2006) 1EHMFIEH#EE « T A
Wi —E T EEE) , T RIAE - FEEH - Armitage B Conner (2001) 7E A4 & 4 M7
(Meta-analysis) W7EH/REH © BRETT R EGIERBEZENRG - MEHE S HFHEE
MRS - AR B E ST RAY A RE RS -
H5: ABEQ QLR ETATHEITL (s [a] BESR D] BERE) -

75~ BHEBLEE (Group Norm) [ AUR
e DR E ST REED R "itg B RNZR ) EEE T R i E—(E
B HE YA B (Bagozzi, 2006; Spears, Postmes, Lea, & Wolbert, 2002)  fTE AW SEHYE B
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TR [EI SRR TR ET ) IR MRAY BT RS IR T SEEOHE BT R IR R
i o [Tt & e BRI H A 22 EEERE (Reference Group) HYFL[EIHAE o 222 EEHE 0] DA
FEAEAA N BB R SR AHBANT B RS - AR R T S Lt e 225y 5Lt - 538
i B8 P Bl 8 WO (B B [FE AT Ry g8 /e - miAE LS » Bagozzi (2006) Fit
& Z G A #EiEE Kelman (1974) FriERIANTE( L2 it & 52 2264 (Internalization) FH{ ©
RSOOSR T ABRR (R i B S E R T R MR - SR THESRY " TEME M EE , -
{lE B8 B AZ BIRF RS FRAY A & - B0 T R E — RS (than - RTEER ) ) EF T —E
HERJHEE ) K5eRk - et & A ERERE T - (B EEIR AT DAY B B ERE - DR
E T HKEL B2 B Y N AL E 5 AR - HAT R A T ABEERB A e RyEE - Al
R SZ BEREIRE T (Bagozzi, 2006) ©

TERH G R T2 - RH B vl DABR A —RE B8R - B A E— e B8 - Bt
A DASE IS, o BRUERE R IR TR FIRYZ - 8 — G R T A R
DAUR A Rl —5REEBE S - PRIE 5 R H Y ol B B2 A B ER m] DATE 1 B 7H 2 Fh = RK
FERS —SURGEL - il - BRI B P BRI R EE S o (RS e R R Rs Y 2
EE B - B ECITEIEIE (Bagozzi, 2006) » Kl E M E W E - Mg e
FEMBMEFRHESET—FEEERS o RS R SRA SRS -
R E AR R EH S B AL T PR — TR #E4E BB 1T (Kelman, 1974; Spears et al.,
2002) - EEZEFIFHREHEE SHHEE - BT REECEERARKE - thgiEmERE
W2 FRTEIZRFRE - B2 Spears et al. (2002) tHFE R RSB &0 ) & B SR HREIR A
EHEDUER " BFRR EASEK ) - B tE - R E R A SOt B ' TR - B
FRELEETEm - AWseie DU NI SERGs
H6 : HHEALGTERILAREAHATHETL (&S [a]BASHE[DIBARH)X

B1% -

PR

Fr 7 LA BRI AU S SRR RSN - T T RMER ) B THBEEA
I AT RERZ BRI B 3 7 S S8 LR W S S E 1T /s (Lemon & von Wangenheim,
2009) » RILATFE#F B E AL i (e I -

2 MRDOE
— ~ E{EwEsE
AWFFEE BRI 2 - SRR HE & BRI & G 5 =RE R E (B -
BN DAZHEET - =R EIR (RERITITE - REEHS - BHES
TRRET ) - — AR FEN - R — AR R E M - FE TR 26 F 45 B - B (1%Z5
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FIAMEIRITITE » PEZECEEEE FRB A&y - RAR2ZRg —EF
R E SRR BT TR LS B AR R SER & - MFIR A
EERE % > B EEAFE R R ENENE &R B =02 RHE S TR -
B e S e ha npE SN =) | AT PR RSN LGV EY V=Y s = S S v
A FEREFEZESERN > WEEN ARG REM IR ETRErS B0
(LR EEEN - BRE BRI NGR BRI 2% - i S &S B A L R A TE LR
an e LAETAZZ 50 A 22 Bl & A OREER - Atk EEHER = 0 T2
BT & RERE T 2 R SR AR VSR AR A TR RO E 7 o PAR T IR RS2 Bl & Ak T
ZEHiS BT - SRRy — B R Th YR G R T R ER E B (T TR E 7 - HoAth
M E A GEER2 A - SRR A SRS - U OHERRTEENT -

o RbEER A

ABFFE St R R S E R T 2 BT - AWHFTRANZE IR
B o INARER & EE LG RED—E R L ERE & - AR A B R IE R H
Mg - #GEE T B ARSI - BRI T () T R A = N 22 ] BRI RO A
AT FCE N BB E SRS MIEAEITIRE - HLRSER R (R B & s
Lo Bt > SRR & SRR RIEE S - ILOLAIES Rt H & SR -
iE—EE EfRTA AN FEMREE - RIRkR T ZREE SN EERZIN - 2

AtriRE A ERELFNIEERE - KT ReY BIHENERL R EEHEER

nnE  ARIFFEER AL 100 TOH B M EORF—IEE R IR AR A - WG R LRI -
AT — G AN ERRSGETRHE - BT HESHENE BEA - K5k
TEAGE SR BASRED 4 o524 - HOEEME SRR EGET - E5 1212
F—REERE  BHE L H RERER - DIAESERREEER - K5t
RIES 724 (P EREARE - Hrb - B4 40.7% » 22445 59.3% s EHREREL > &
BELUT AL 40.9% ~ KE2AE 39.0% ~ AFFFEATLA_EAS 20.2% ; S8 IE 2 5AR1E 25 B2 50
% Ak 76.4%  SEEFRA Ry 34.2 5% -

M

= R

AW S EEARBEE RSO3 R 2 &3 - SRR 5F (Likert) EREFRETTHEIEA
B - HR - (RS BURIERE H R B EMra I E B - mBIEE S NI (HEIEE
f AEE - HETHED) WHRERBETRER (5E2) : AWFTEEAIE 1 Arr (e E
A G ERBAIMEES > ZREE > FERER 2) -

FE 2 ARBPFRAEETT HE BT BRI 2R R SHEE H R E R - M A T IR AT
Wi SRR - DU ZFoR | R HARR S S0 (AU FeE T BRI 7R 04T 4 -
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The Impact of Multivendor Loyalty Programs on Consumer
Purchase Behavior

Hsien-Tung Tsai, Associate Professor, Department of Business Administration, National Taipei University

Ya-Ling Chiu, Assistant Professor, Department of Business Administration, Tungnan University

Introduction

Since American Airlines launched the first modern loyalty program in 1981, similar
programs have blossomed and spread across various industries (Lacey & Sneath, 2006).
Through such loyalty programs, firms aim to gain more repeat business while also gathering
rich consumer data that improves their future customer relationship management efforts (Liu
& Yang, 2009; Wirtz et al., 2007). More recently, firms have entered into coalition loyalty
programs or multivendor loyalty programs which consist of partnerships of noncompeting
firms, usually in frequently purchased sectors (e.g., grocery, fuel, apparel). Unlike customers
in a traditional loyalty program, those in multivendor programs can earn points by making
purchases from the various vendors in the program (Dorotic et al., 2011). These coalitions
have become important components of firms’ relationship management strategies, because
they help deepen customer relationships by rewarding consumers for doing business with
coalition firms (Dorotic et al., 2011; Lemon & von Wangenheim, 2009). However, relatively
little research has examined program characteristics or mediating mechanisms that might
underlie the relationship between perceived program value and consumers’ purchase
behavior. This study works to address this oversight.

Specifically, this study proposes and tests a model in which perceived loyalty program
value affects consumers’ purchase behavior (i.e., purchase volume and purchase frequency),
through overall satisfaction and switching barriers. We analyze the moderating effects of
group norms to enhance our understanding of how the social influence factor alters the
purchase intention—behavior relationship. These combined insights inform the development

of effective, practical guidelines for multivendor loyalty programs.

Hypotheses
Loyalty program literature (e.g., Dorotic et al., 2011; Lemon & von Wangenheim,
2009; Liu & Yang, 2009; O’Brien & Jones, 1995) and relationship management research
(Bansal et al., 2004; Wathne et al., 2001) provide a strong theoretical foundation for our

proposed framework. In particular, this study hypothesizes:
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H1: Loyalty program value has a positive impact on (a) overall satisfaction and (b)
switching barriers.

H2: The perceived relationship investment of coalition firms has a positive impact on (a)
overall satisfaction and (b) switching barriers.

H3: Overall satisfaction has a positive impact on repurchase intention.

H4: Switching barriers have a positive impact on repurchase intention.

HS5: Repurchase intention has a positive impact on (a) purchase volume and (b) purchase
frequency.

H6: Group norms positively moderate the relationship between repurchase intention and (a)

purchase volume and (b) purchase frequency.

Research Methodology

We measured the constructs in our proposed model using multiple sources (i.e.,
objective behavioral data and self-reported data) to reduce the possibility of same-source
bias (Rindfleisch et al., 2008). The self-reported data for this study were collected from
consumers of a large retailer in Taiwan. We obtained 724 completed questionnaires. For the
behavioral data (purchase volume and frequency), we turned to the retailer’s database and
retrieved the information with participants’ consent. We coded all data immediately after the
survey collection.

Regarding the construct scales, we measured repurchase intention with two items from
Zeithaml et al. (1996). We also adapted the three-item overall satisfaction scale and the two-
item program satisfaction scale, both developed by Oliver and Swan (1989). On the basis of
items developed by Bansal et al. (2004), we measured switching barriers in a two-item scale.
Finally, we measured perceived relationship investment with three items adapted from De
Waulf et al. (2001). The respondents scored all items on seven-point scales, anchored at 1 =
“strongly disagree” and 7 = “strongly agree,” with 4 = “neutral.” The English-language
questionnaire was translated into Chinese by a Chinese marketing professor. Two doctoral
students then independently translated the questionnaire back into English to verify its
accuracy. Based upon the comparison of the original with back-translated version for

semantic equivalence, two bilingual English—Chinese speakers refined the survey.

Results: Second-order CFA

To investigate the higher-order factorial structure of perceived program value, we
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conducted a second-order confirmatory factor analysis (CFA), with perceived program value
as a second-order factor that comprised five first-order components (i.e., cash value,
redemption choices, aspirational value, special treatment, and diversification of coalition
firms). The standardized path coefficients indicate the relative contributions of the
components to the overall perceived value of loyalty programs. For the first-order factors,
the composite reliabilities (CR) fall between 0.86 and 0.94, and the overall reliability of the
entire participation scale (10 items) is acceptable (0.86). Thus, the results support the

conceptualization of perceived value of loyalty programs as a second-order construct.

Measurement Model Evaluation

We used two measures to evaluate the internal consistency of the constructs: composite
reliability (CR) and average variance extracted (AVE). The CR values ranged from 0.86 to
0.95, and the AVE values ranged from 0.75 to 0.91, all above the recommended cut-off levels
of 0.60 and 0.50, respectively (Fornell, 1982; Fornell & Larcker, 1981). We assessed the
discriminant validity of the measures using two approaches. First, we built a CFA model with
13 latent constructs and 25 measures. The model fit the data well, according to the following
goodness-of-fit statistics: y*(200) = 368.59, p = 0.00, confirmatory fit index (CFI) = 0.99,
nonnormed fit index (NNFI) = 0.99, goodness-of-fit index (GFI) = 0.96, and root mean
square error of approximation (RMSEA) = 0.034. We also checked whether the correlations
among the latent variables were significantly less than 1 (Bagozzi & Yi, 1988), and we
constructed 95% confidence intervals for each correlation coefficient. Because none of these
confidence intervals included 1, this test provided evidences of discriminant validity. Second,
the square roots of the AVE for each construct were greater than the correlations of all
possible pairs of constructs, indicating that each construct shared more variance with its
measures than with other constructs (Fornell & Larcker, 1981). Taken together, these results
suggested that all measures of the constructs in the measurement model achieved

discriminant validity.

Structural Model Evaluation
The overall fit statistics indicate that the hypothesized model statistically well
represents the structure underlying the observed data (y*(253) =867.76, p = 0.00, CFI = 0.98,
NNFI =0.98, GFI = 0.91, RMSEA = 0.057). In line with Hla, the perceived value of loyalty

programs is positively and directly linked to overall satisfaction, according to our structural
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model results and standardized g coefficients of 0.22 (p < 0.001). The perceived value of
loyalty programs also positively influences switching barriers (f = 0.57, p < 0.001), in strong
support of H1b. With H2a we proposed a positive and direct relationship between perceived
relationship investments and overall satisfaction. The results support this view (5 =0.19, p <
0.001). However, contrary to our expectations, the link between perceived relationship
investments and switching barriers is not significant, leaving H2b unsupported. As expected,
overall satisfaction positively affects repurchase intention (p = 0.48, p < 0.001), in support of
H3. Similarly, the study finds support for H4, in that switching barriers have a positive
impact on repurchase intention (f = 0.16, p < 0.001). Finally, repurchase intention affects
both purchase volume (f = 0.24, p < 0.001) and purchase frequency (5 = 0.21, p <0.001), in
support of H5a and H5b. Program satisfaction, which serves as the control variable,
correlates positively with overall satisfaction and repurchase intention. We summarize the

results of structural model in the following table.

Structural Model Results

Hypothesis Paths Coefficients Conclusions
H1a Loyalty Program Value = — Satisfaction 0.22*** Supported
H1b Loyalty Program Value =~ — Switching Barriers 0.57*** Supported
H2a Relationship Investment — Satisfaction 0.19*** Supported
H2b Relationship Investment — Switching Barriers 0.03 Not Supported
H3 Satisfaction — Repurchase Intention  0.48*** Supported
H4 Switching Barriers — Repurchase Intention 0.16*** Supported
H5a Repurchase Intention — Purchase Volume 0.24*** Supported
H5b Repurchase Intention — Purchase Frequency  0.21*** Supported

Results: Moderating Influences
We conducted multiple-group analyses to test our hypotheses regarding the moderating
effects of group norms on the relationship between repurchase intention and purchase
behavior. The path from repurchase intention to purchase volume is stronger in the group
with high group norms ( 8"*"= 0.36, p < 0.001) than in the group with low group norms
(S"=0.15, p < 0.01), in support of H6a (Ay? = 4.31, Adf = 1, p < 0.05). Contrary to our
expectations of H6b though, the influence of repurchase intention on purchase frequency

does not differ across groups (Ay> = 0.86, Adf=1, p > 0.05).

319

W 1213-AKEFF-41Z indd 319 2012/12/20 T4 02:46:42 (




o ML 7 EHAE B R R AT AR

Conclusion

This study proposes and tests a model that predicts how multivendor loyalty programs
affect consumers’ purchase behavior. Using both self-reported and objective behavioral data,
we find that the five proposed dimensions of multivendor loyalty programs significantly
influence consumers’ purchase behavior through overall satisfaction and switching barriers.
These results not only help clarify the theoretical relationship between the perceived value of
multivendor loyalty programs and consumers’ purchase behavior, but also improve our
understanding of how the designated program attributes and perceived relationship
investments of program partners can jointly explain consumers’ purchase volume and
frequency. Finally, the results reveal that group norms positively moderate the relationship
between consumers’ repurchase intentions and actual purchase behavior. These findings
provide a more comprehensive picture than has been presented previously in loyalty program

literature.
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