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Previous Studies:

This section presents and analyzes the most relevant previous studies related to the research topic. It
aims to identify the findings of previous scholarly efforts regarding reward programs, promotional
offers, and their relationship with customer loyalty, highlight the similarities and differences among
these studies, and identify the research gap that the current study seeks to address. The previous

studies are divided into two main themes according to the variables of the study, as follows:

Theme One: Studies Related to Reward Programs and Customer Loyalty

1. Yiand Jeon (2003) conducted a study entitled "Effects of Loyalty Programs on Value
Perception, Program Loyalty, and Brand Loyalty." The study aimed to examine the impact of
loyalty programs on customers' perceived value and loyalty. It adopted an analytical approach
using a questionnaire as the primary data collection instrument. The study was conducted on
a sample of retail customers in South Korea. The findings indicated that immediate and direct
rewards enhance perceived value and increase customer loyalty.

2. Lewis (2004) conducted a study entitled "The Influence of Loyalty Programs and Short-Term
Promotions on Customer Retention." The study aimed to investigate the impact of loyalty
programs on customer retention. A descriptive analytical approach was adopted using
purchase data analysis. The findings showed that reward programs contribute more
effectively to increasing repeat purchases than short-term promotional offers.

3. Bolton, Kannan, and Bramlett (2000) examined the impact of loyalty program membership
on customer satisfaction and the continuity of customer-company relationships. The study
employed a survey method using an online questionnaire administered to customers in the
service sector. The findings revealed a positive relationship between loyalty programs and
customer satisfaction.

4. Sharp and Sharp (1997) conducted a study entitled "Loyalty Programs and Their Impact on

Repeat Purchasing Behavior." The study aimed to measure the influence of loyalty programs
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on purchasing behavior. A descriptive approach based on purchase data analysis was
employed. The findings confirmed that loyalty programs increase the frequency of repeat
purchases.

5. Mimouni-Chaabane and Volle (2010) investigated customers' perceived benefits of loyalty
programs. Using an analytical approach and questionnaire surveys, the study found that
economic, psychological, and social benefits strengthen customers' attachment to the brand.

6. Dorotic et al. (2012) examined the effect of reward redemption on customer satisfaction. The
study analyzed loyalty program data in the retail sector and found that ease of redeeming
reward points positively influences customer loyalty.

7. Meyer-Waarden (2008) investigated the impact of loyalty program membership on
customers' purchasing behavior. Using a quantitative approach and customer transaction
data, the study concluded that loyalty program members spend more than non-members.

8. Wu, Sun, and Yada (2020) examined the impact of digital reward programs on customer
behavior in e-commerce. The study adopted a survey approach using an online questionnaire.
The results showed that customers interact more positively with digital reward programs.

9. AI-Otaibi (2021) conducted a study entitled "The Impact of Electronic Loyalty Programs on
Customer Satisfaction in Saudi Online Stores.” The study aimed to measure the effect of
digital loyalty programs on customer satisfaction. A descriptive approach using
questionnaires was adopted among Saudi online shoppers. The findings indicated a positive
relationship between electronic loyalty programs and customer satisfaction.

10. Al-Harbi (2022) conducted a study entitled "Electronic Reward Programs and Their Role in
Enhancing Customer Loyalty." The study aimed to investigate the role of electronic reward
programs in strengthening customer loyalty in Saudi online stores. A survey method was
used, and the findings revealed that the ease of obtaining rewards enhances customers'

continued purchasing behavior.

Comment on Theme One
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The reviewed studies consistently demonstrate the significant role of reward programs in enhancing
customer loyalty and increasing customer retention. Most studies emphasize that perceived value
and the ease of redeeming rewards are among the key determinants of successful loyalty programs.
However, the studies differed in their research settings and methodologies, with some focusing on
traditional markets while others examined e-commerce environments. Furthermore, there is a
noticeable shortage of Arabic studies addressing electronic loyalty programs within Saudi online

stores, highlighting the need for further research in this area.

Theme Two: Studies Related to Promotional Offers and Customer Loyalty

1. Lewis (2004) indicated that short-term promotional offers increase sales immediately;
however, their long-term effect on customer loyalty remains limited compared to continuous
loyalty programs.

2. Blattberg and Neslin (1990) conducted a study analyzing the impact of promotional offers on
consumer behavior. Using an analytical approach, the study found that price discounts
effectively attract customers and increase sales.

3. Ailawadi et al. (2001) examined the influence of price promotions on value-conscious
consumers. The study adopted a survey approach using questionnaires and concluded that
promotional pricing significantly affects purchasing decisions.

4. DelVecchio, Henard, and Freling (2006) investigated the impact of promotional offers on
brand image. The findings indicated that excessive promotional activities may reduce
customers' perceived value of the brand.

5. Chandon, Wansink, and Laurent (2000) explored the reasons behind customers' responses
to promotional offers. Using an analytical approach, the study concluded that the

effectiveness of promotions depends largely on how well they match customers' needs.
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Palazon and Delgado-Ballester (2009) compared price discounts with promotional gifts. The
findings showed that discounts generate faster customer responses, whereas promotional
gifts enhance the brand's image.
Alvarez and Casielles (2005) evaluated consumers' perceptions of different promotional
offers. The study concluded that customers prefer simple and transparent promotional
campaigns.
Zhang et al. (2020) conducted a study entitled "Personalized Promotional Offers and
Customer Loyalty in E-commerce.” The study examined the impact of personalized
promotions on customer loyalty and found that customized offers significantly increase
repeat purchase behavior.
Al-Shahri (2021) conducted a study entitled "The Impact of Electronic Promotional Offers on
Saudi Customers' Purchasing Behavior." Using a survey methodology and questionnaires, the
study found that electronic promotional offers positively influence purchasing decisions.
Al-Mutairi (2023) conducted a study entitled "The Role of Digital Promotional Offers in
Enhancing Customer Loyalty in Saudi Online Stores.” The study aimed to analyze the impact of
digital coupons and online promotional offers on customer loyalty. The findings revealed a

positive relationship between digital promotions and increased repeat purchasing.

Comment on Theme Two

The reviewed studies generally agree that promotional offers are effective marketing tools for
attracting customers and encouraging purchasing behavior. However, their long-term impact on
customer loyalty varies depending on the type of promotion and its alignment with customers'
preferences and needs. Recent studies have increasingly emphasized the importance of personalized
and digital promotional offers in e-commerce, whereas Arabic studies focusing on this topicin the

context of Saudi online stores remain limited.

10
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Overall Comment on Previous Studies and the Research Gap

The review of previous studies indicates that most researchers have examined reward programs and
promotional offers separately. The studies also differ in terms of research methodologies, data
collection tools, and research settings. While most international studies have focused on either
traditional markets or global digital environments, Arabic studies in this field remain relatively limited,

particularly within the context of Saudi online stores.

Moreover, most previous research has investigated the effects of loyalty programs or promotional
offers independently, without examining their combined impact within a single analytical framework.
Therefore, the research gap lies in the limited number of studies that have simultaneously explored
the effect of reward programs and promotional offers on customer loyalty in Saudi online stores. The

current study seeks to address this gap.

11
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