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Introduction:

In recent years, the world has witnessed rapid developments in technology and digital
transformation, leading to significant changes in the nature of economic and commercial activities.
One of the most notable developments has been the remarkable growth of the e-commerce sector,
which has become one of the most important modern economic sectors globally. The widespread use
of the internet, smartphones, and electronic payment systems has contributed to increasing
consumers' reliance on online stores to obtain products and services, resulting in intensified

competition among e-commerce businesses in attracting and retaining customers.

In the Kingdom of Saudi Arabia, the e-commerce sector has experienced significant growth during
recent years, supported by Saudi Vision 2030, which emphasizes digital transformation and the
development of the digital economy. In addition, the expansion of digital services and technological
infrastructure has contributed to increasing consumers’ adoption of online shopping. Reports issued
by the Communications, Space and Technology Commission indicated a continuous rise in the use of
e-commerce services and digital applications in Saudi Arabia (Communications, Space and Technology

Commission, 2024).

In light of this increasing competition among online stores, customer loyalty has become one of the
primary objectives that companies seek to achieve and maintain. Loyal customers provide substantial
economic and marketing value through repeated purchases, increased spending, positive
recommendations, and reduced likelihood of switching to competitors. Consequently, online stores
have increasingly adopted modern marketing strategies aimed at enhancing customer satisfaction
and improving the shopping experience. Among the most prominent of these strategies are reward

programs and promotional offers.

Reward programs are defined as incentives and benefits provided by companies to encourage

customers to continue dealing with the store and to repeat purchasing behavior. These programs

12
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may take various forms, such as collecting points, obtaining future discounts, or receiving exclusive
benefits for loyal customers. Promotional offers, on the other hand, are considered short-term
marketing tools designed to motivate customers to make purchasing decisions through discounts,
coupons, gifts, or seasonal promotions. Kotler and Armstrong emphasized that the effective use of
modern promotional strategies contributes to enhancing customers’ perceived value and building

long-term relationships with them (Kotler & Armstrong, 2021).

Recent marketing studies also confirm that reward programs and promotional offers have become
among the most influential factors affecting consumer behavior within the digital environment,
particularly as e-commerce stores increasingly rely on customer data analysis and personalized
offers tailored to customers’ needs and preferences. Technological advancements have enabled
online stores to develop sophisticated loyalty programs based on digital interaction and customized

rewards, thereby increasing purchase repetition and customer loyalty.

Despite the growing interest in reward programs and promotional offers, many online stores still face
challenges related to weak customer loyalty and customers shifting toward competing stores,
especially given the abundance of alternatives and the ease of comparing prices and services. Some
stores rely heavily on short-term promotional offers aimed at increasing sales without focusing on
building long-term relationships with customers, while others depend on reward programs without

studying their integration with promotional offers and their impact on customer purchasing behavior.

A review of previous studies indicates that most research has examined reward programs or
promotional offers separately, with the majority focusing on foreign environments and traditional
markets. Furthermore, there is a lack of Arabic studies addressing the combined relationship between
reward programs, promotional offers, and customer loyalty within Saudi e-commerce environments.
Therefore, the current study seeks to analyze this relationship and examine the impact of reward

programs and promotional offers on customer loyalty in Saudi online stores, aiming to provide both

13
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scientific and practical insights that may help e-commerce businesses improve their marketing

strategies.
Research Problem:

E-commerce has become one of the fastest-growing sectors in Saudi Arabia, resulting in a significant
increase in the number of online stores and the level of competition among them in attracting and
retaining customers. In response to this competition, online stores seek to implement various
marketing strategies that contribute to customer satisfaction and loyalty, particularly reward

programs and promotional offers.

Despite the widespread use of these marketing strategies, customer loyalty remains a challenge for
many online stores. Customers often shift to competing stores due to price differences, promotional
variety, or insufficient incentives. Some online stores rely mainly on temporary promotional offers to
increase short-term sales without focusing on building long-term customer relationships, while
others focus on reward programs without examining their integration with promotional offers and

their impact on purchasing behavior.

Through reviewing previous studies, it is evident that there is a lack of Arabic studies addressing the
combined relationship between reward programs, promotional offers, and customer loyalty within
Saudi online stores. This highlights the need for further research to analyze this relationship

comprehensively.

Accordingly, the research problem can be summarized in the following main question:

What is the impact of reward programs and promotional offers on customer loyalty in online stores in

the Kingdom of Saudi Arabia?

Significance of the Study:

14
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First: Scientific Significance:
The scientific significance of this study stems from the importance of the topic, which addresses the

impact of reward programs and promotional offers on customer loyalty in e-commerce stores. This

topic has attracted increasing attention in the fields of digital marketing and consumer behavior.

The study also contributes to enriching the academic literature related to e-commerce and digital
marketing by clarifying the relationship between reward programs, promotional offers, and customer
loyalty. In addition, it addresses the research gap represented by the scarcity of Arabic studies on this

topic within the Saudi environment.

Moreover, the study gains importance from combining two important variables—reward programs
and promotional offers—within one analytical framework to examine their combined effect on

customer loyalty.

Second: Practical Significance:
The practical significance of this study lies in its potential benefit for online store owners and
marketers by helping them develop more effective marketing strategies that enhance customer

loyalty and retention.

The findings may also assist online stores in improving the design of reward programs and
promotional offers according to customer needs and preferences, thereby increasing repeated

purchases and improving customer experience.

Additionally, the study may help decision-makers in the e-commerce sector better understand the
factors influencing customer loyalty and develop more effective digital marketing plans suitable for

the Saudi market.

Objectives of the Study:

The current study aims to achieve the following objectives:
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e Toidentify the impact of reward programs on customer loyalty in online stores.
e To examine the impact of promotional offers on customer loyalty in online stores.
e To analyze the relationship between reward programs and promotional offers in enhancing
customer loyalty.
e To identify the most influential factors affecting customer loyalty in Saudi online stores.
e To examine the role of personalized digital offers in increasing repeated purchases.

e To provide recommendations that may help online stores improve their marketing strategies.

Research Questions:

The study seeks to answer the following questions:

e \What is the impact of reward programs on customer loyalty in online stores?

e \What is the impact of promotional offers on customer loyalty in online stores?

e |s there a statistically significant relationship between reward programs and customer
loyalty?

e |s there a statistically significant relationship between promotional offers and customer
loyalty?

e To what extent does the integration between reward programs and promotional offers
enhance customer loyalty?

e \What are the most influential factors affecting customer loyalty in Saudi online stores?

e \What is the role of personalized digital offers in increasing repeated purchases?

e How can online stores improve their marketing strategies to enhance customer loyalty?
Previous Studies:

This section presents and analyzes the most important previous studies related to the research topic
in order to identify the findings of previous academic efforts, determine points of agreement and

disagreement among studies, and identify the research gap that the current study seeks to address.
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The previous studies were divided into two main sections according to the nature of the study

variables, as follows:

First jgan: Studies Related to Reward Programs and Customer Loyalty

1-Yiand Jeon (2003), in a study entitled "Effects of Loyalty Programs on Value Perception, Program
Loyalty, and Brand Loyalty,” aimed to measure the impact of loyalty programs on perceived value and
customer loyalty. The study adopted an analytical approach using questionnaires. The findings

showed that direct and immediate rewards enhance perceived value and customer loyalty.

2- Lewis (2004) conducted a study entitled “The Influence of Loyalty Programs and Short-Term
Promotions on Customer Retention,” which aimed to examine the effect of loyalty programs on
customer retention. The study used a descriptive analytical approach and revealed that loyalty

programs increase customer retention and repeated purchases.

3- Bolton, Kannan, and Bramlett (2000) examined the effect of loyalty program membership on
customer satisfaction and relationship continuity. The study employed a survey methodology and

found a positive relationship between loyalty programs and customer satisfaction.

4- Sharp and Sharp (1997) investigated the impact of loyalty programs on repeat purchasing

behavior. The results indicated that loyalty programs positively influence purchase frequency.

5- Mimouni-Chaabane and Volle (2010) explored the perceived benefits of loyalty programs. The
findings revealed that economic, psychological, and social benefits strengthen customers’

attachment to the brand.

6- Dorotic et al. (2012) examined the impact of reward redemption on customer satisfaction. The

study found that ease of redeeming rewards positively affects loyalty.
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7- Meyer-Waarden (2008) analyzed the effect of loyalty program membership on purchasing

behavior and concluded that loyalty program members spend more than non-members.

8- Wu, Mattila, and others (2020) studied the impact of digital reward programs in e-commerce
environments. The findings showed that customers respond more positively to digital reward

programs than to traditional discounts.

9- Al-Otaibi (2021) conducted an Arabic study entitled “The Impact of Electronic Loyalty Programs on
Customer Satisfaction in Saudi Online Stores.” The study adopted a descriptive approach using
questionnaires and found a positive relationship between loyalty programs and customer

satisfaction.

10- Al-Harbi (2022) conducted a study entitled “Electronic Reward Programs and Their Role in
Enhancing Customer Loyalty,” which revealed that easy access to rewards increases customer

retention in Saudi online stores.

Comment on the First Section:

The previous studies generally agreed on the importance of reward programs in enhancing customer
loyalty and increasing customer retention. Most studies confirmed that perceived value and ease of
reward usage are among the most influential factors in the success of loyalty programs. However,
there is a noticeable lack of Arabic studies examining electronic loyalty programs within Saudi

e-commerce environments.
Second jgan: Studies Related to Promotional Offers and Customer Loyalty

1- Lewis (2004) indicated that short-term promotional offers contribute to immediate sales growth;

however, theirimpact on long-term loyalty remains limited compared to loyalty programs.

2- Blattberg and Neslin (1990) analyzed the effect of promotional offers on consumer behavior and

found that price discounts are highly effective in attracting customers.
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3- Ailawadi et al. (2001) examined the impact of price promotions on value-seeking consumers and

found that promotional offers strongly influence purchasing decisions.

4- DelVecchio, Henard, and Freling (2006) studied the impact of promotional offers on brand image

and concluded that excessive promotions may reduce perceived brand value.

5- Chandon, Wansink, and Laurent (2000) investigated consumers’ responses to promotional offers

and found that offer effectiveness depends on its compatibility with customer needs.

6- Palazon and Delgado-Ballester (2009) compared price discounts with promotional gifts. The

results showed that discounts generate quicker responses, while gifts improve brand image.

7- Alvarez and Casielles (2005) explored consumer evaluations of promotional offers and found that

customers prefer clear and simple offers.

8- Zhang et al. (2020) examined personalized promotional offers in e-commerce and found that

personalized offers increase repeated purchases and customer loyalty.

9- Al-Shahri (2021) conducted an Arabic study entitled “The Impact of Electronic Promotional Offers
on Saudi Consumers’ Purchasing Behavior.” The study found that electronic offers positively affect

purchase decisions.

10- Al-Mutairi (2023) analyzed the role of digital offers in enhancing customer loyalty in Saudi online

stores and found a positive relationship between digital promotions and repeated purchases.

Comment on the Second Section:
The previous studies agreed that promotional offers are effective tools for attracting customers and
encouraging purchases. However, their long-term impact on loyalty depends on the nature of the

offer and its compatibility with customer needs. Recent studies have emphasized the importance of
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personalized digital offers in enhancing the online shopping experience, while Arabic studies in this

area remain limited.

General Comment and Research Gap:

Through reviewing previous studies, it is evident that most studies focused on reward programs or
promotional offers separately. Furthermore, the majority of studies concentrated on foreign or
traditional market environments. Although recent studies have started to address e-commerce and
personalized marketing strategies, there remains a lack of Arabic studies examining the combined

effect of reward programs and promotional offers on customer loyalty in Saudi online stores.

Accordingly, the research gap lies in the scarcity of studies that investigate the integrated relationship
between reward programs, promotional offers, and customer loyalty within Saudi e-commerce
environments. Therefore, the current study seeks to address this gap by analyzing this relationship in

Saudi online stores.
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