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Tz ZE=H0|
AN TZ R0 Cfet S0 OiXl= &

o & g*
Z & ol

AT 8ol B 7|gEc] nAFAR(CRM)Y ¥&ez 27 B} T2 13 (Customer Reward Program)<
Agsln g, 24 B4 TR 7|1E nd9 BI= AFS golFn, MuA P AFY A WIxe} AMSF
£ Z7A 9, 24 FAE P4 IEAQ 4L F7] Eel 7Y gt BAZR RS o] §8tn .

A5 o2 Tyt BAT2aYo] BF AFshs Aol ot 1 offel il APATFe 2 AEse &
ARE AR ok $A AS7Ae B} Z2ae 3 /A Aol AF neisA ¥ A¥A 14 &
Z(aggregate customer level)olA A& tf1 oke A& AHsxw ch(Kumar and Shah 2004). £
14 JEgE 4 s 249 A4 Eo Role % S vigez AFAQ A oI B} T2y
< A dolt, dE B0, 249 FuzHE (3L Foile) S wRes B} Z2aWS HARTGHE, 7
jzHo] #e oAl AYolzhe RAAZ2ae] §Y¥& AT W, FuiFe] A addAe FA o]
e BAZ2a9E ANt Fold. 28y AAe] 7S, FHTAE olFod & AT, FAe Atdle
AN L o]Zo] Ui Felvt k.

w2 B A7E o) AgdTe] AAS vlEte g A ks ol Bole 3% Hee] 2AsK] nAHE
32 ke Ao| ol o] AL gl 712 EQE Mgl e A& BAE /AT 4 e BA
T2, AY)E M3EEE sk 2 BH0] gtk o|F S8l £ d7e 249 71AAQ §4L Ml
whoz 24 %4 (Regulatory Focus)S ol43lsich. A2 Qo] 7K 2 Sl 54€ 4323 (Promotion
Focus)# ]2 (Prevention Focus)2& Uyo] Awsia itk $42HL 5 (gain)d] TA A3
P3h= Aoz ¥r} FHAo|n, FHAon] Ik Ak B vkl Woj2H e £ (loss)oll A3k #
9l Y53 o2 BY oAy uA AFE /iga & 4 th(Higgins 1998). ol8d =2 2A
o] Eolg HL o5 A¥o| 7|AACE gpE A5, WA o 22 slgsithe Hold wed £ dTe
) digi g ez A¥E ANsiien, 1 23 Fujzige] 7] e 9 FA ol BAZ2aP L
A3 o8 Al P2 es BAYIE A7IY, Adoleke BATZE WS Asste 2o Y,

Aol 34E2aY, 2924

.M B 2(CRM) 2139 894 242 F2AHq gl
14 B Z2aYPe 7|E 149 HIc AL
golz, AulA D AF AME W AHSFS

32 5o 24 B4 T2 (Customer Reward  F7MAA Fui, 274 FAx 34 334 9%

Program)< 7I99A d8dtn e aA#ARE & F7] WEo|H(Kivetz and Simonson 2002:

=2H+Y: 2010. 12. 15. 12 £5g H4d: 2011. 03. 28. AlRj=rEd: 2011, 06. 15.
* anejdigtae 4983 YA (myclaire@korea.ac.kr)
** nejdigte A9es} vl (khm1231 @korea.ac.kr), aAlAzk
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Reichheld and Schefter 2000: Sharp and
Sharp 1997).

AT BE 1 B3 Z2ae] 4FE AT
Ade AL o, 2 T2aPe] JFE AFA
%3e o] i8] Kumar and Shah(2004)&
AR B4 2P nA RS ZolE
A8 nefsA ¢ F¥H 14 FF(ageregate
customer level)9ld n4& 1 e HE
AAsa At

o7 84 Z2add gy 1 e dte, 271
de B4 Zzayel A4 FAxT A AIr}
Ae7tdl g3 A+t FE olFo Ath(Verfoef
2003: Sharp and Sharp 1997). 2 ¥, 34
53 22038 58 AFHe B9 /¥4 B
A A7) wg 17 A3 %9 #o](Dowling and
Uncles 1997: Yi and Jeon 2003), &<l
BwAzzaYyel 44 UeHRoehm, Pullins and
Roehm 2002), 272o] Fdste o] ol o
g Mzde 24 %3 (Kivertz and Simonson
2002, 2003) 5 BA Zzadel Aok 3
< FE 84 I} AFEe ASH o2 FYPH
st} ol MPATFES AWEGT o, £ &
Fe BAZ2 oAy FAse oy 2 948
2 =0t 24E AE3 st 23 9, "od
a0 ojd 1A BA T2 WL MFert?"s)
€ Adolt}, AgAr} BA Z2aPE oA 4
Adhkerld 23E 20, & 97 249
AolA el S wet dEshe HFz2a
o] gd Aolgte Ao FE}2A ot

Bz 3 s AsEd, 44 Al
BN F2 ZolE F e BEAT2IYY §3
& ATHe BAY 719 B 43%E
-?J_r?il?} dAde geje] Bz aRE 47 ot

F St dE B, F44os e FYL
Q"lm 73 %9} -'51-r¢} T g 58 F49 ¥

E 2"z Eo njdgAE B B 2 39
BAS ¥ A2 UFd B 7 U9, F#Fe
2 g o, FeztEe] 2 3¢, F 7 i
7b G AH|AY] Ao AdoRgT FA
AL e ASE MEsAATE, wlwstA Fofst
£ 2HARl ZAfde AYS g o 2 B
e AL AIY Aol i &+ Ao AT
AAe A% 129 Ui FA B 4L Fo
BEL o]FZo] ¥ F UAAT A&HQ 14 F
AEE o|Toju7]dle FAte el Hls A7}
A= Ao,

gey E d7e Fujtge] 71 ndeldge
A&H AYE olBod F e, JHolge B

AF8E A3dcE nAe A3E A %
WMo 2 Higgins(1997, 1998)9 ZAZH o
(Regulatory Focus Theory)S 7|¥te2 AmE
22 g 2ARP e a9 7|2A Aol 93
PR/ = AT A2t o JFE W 3
B2 (Crowe and Higgins 1997: Roese, Hur,
and Pennington 1999: Shah and Higgins
1997), A" o o3 ¥srt 7hsditt. &
ZAZAE ol83ld, FAAAL #Qd 72T F
njZid ez Qg A3He BAFH dg FrlE
B 5 S Aol o ddEn.

2 A7 tgd 2 S AFgstuzt Fo.
HA APATF 247 2 o|EES ZAR do /M
2 22 F A¥e B e A 0 2
3 9 A8 ZEUstug o}, mRHes & A
79 A 2 FAHE ANFLEN FF AT
o W2 Atetnat gt
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II. OI2% HjA

2.1 EMz==z72(Reward Program)

29E Z2aYo sy YHAE 1A B T
2ol 53 JAEBE T3l A ZA
A A 89 AFstd 94 e 149
FAEE ¥o|7] A8 wEold Z2aPs wId
(Dowling and Uncles 1997). &-3Ale] njdg
A Z2aPozye AFE BA T2IPL 7l
AL, 39, AgA, F594A § dAR V1dE
ol zt sz Y2EF, FRA, Ad ARY F
ATE HAE AloldHE F8AFH HARA H2
ojAE Eoke] F2% o]t Hi JITH(Kim, Shi
and Srinivasan 2001).

71& d7E B9 1Y B4 =2 U9l &
& M3o) 4FS FE 84E A BAY 433
2 AFez Yol AAlEla 9ldt. OBrien and
Jones(1995)& 27 B3 2O IA 2749
zo2 BN AT & & sled, @ /R B
A gejo] #3 Ao e 1A BAE AF Al
719 B Aolgtn AAlSa Slvh. £F Dowling
and Uncles(1997)% #%E3}o] &(Behavioral
Learning Theory)ol 71&38td B4 £33 (type
of reward)® AlA (timing) & AH-G BAEZ2
dol ZHYY L AFsln it o859 AT 2
o J3H B Peie AFAYTE F. 1 K
A Z2aRg AFste 7199 AF 2 Mulx
o Ay #AE BAYFE 2uAe] H5%Tt ¥
sten} Add HARTE FZAA BAYSFE
ZH|e] A3ert grie 238 Holx gtk

o EAF FAE (2001 EAANAET BARE
o] xH|Ae XA FAZY WG FFE
o) 27t AuEgted, dAzes F44Q B

AEo] QA BAE o A3 HYlen, By
Bo] A %84 ZAfdde FAHA AAHA
T34 73t doga, A /3Y A5l
€ AQH AFdA FHEAA A3 dojdrke
235 sl

o|Mts} 717341(2005)8 dFdM e BAES]
£43 AFA7IY A3 FE4ES ABED Qe
H, 484 BRES AFE e 544
Agste Aol AFQHLE AFshe ALY BAE
o] N3xsl 71 "Holew, H2H RAAES AT
& doje= NAHo2 AFste o FHHeR
AFste At EAES] H3ert S7MEde 2
#g Holx S},

Yi and Jeon(2003)2 T4 g 97 AHE
Holxm Sled], BAY] geje BN 7] ©E F
Az Zz2a¥de &¥e F9X(involvement)Ol
ugt gede S wUdit. 18#oq AE
A%, ARA BAYSTE AZ4E 7HA7F FolAA
g B o] wE 7FR Azl frejul @ Zpe] 7}
glov], Add AFQ AL, BN F4HY
& 77 o3 Az T B Fee] w
g 7K Az Aole gl HIun 4. E
&, Kivertz and Simonson(2002)& x7o] B
A& 537 7AA Eole k¥ (effort) o 27
(magnitude)$} AlZH(time)ol we} AZdhe B
Aol ez} geidvke AL Wil o

14 B Z2ade £EYRE Eo7] A% K
A2 Al A 2 78 ARNES AL oled
(2010)¢] Aol oatd, o] F Wgo] e BEA
zZzay9 Ede 7|ge] EAF BAS B4
g dEidide A #id F 43 A3
BAEE AFde A% AAF BdE H94E 1
2ol B8 #¥E AFsta, AHH A3
BAES AFste Atde BAE B4 FEsl
o] 7199 W &F=F Y BAEY S A
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g = FR3te Aol

2.2 Z=ZZH(Regulatory Focus)

ZH %%l & (Higgins 1997, 1998)2 QIzto]
Y3k EXE G S8 A Y5 =24
st WHo® 424 (promotion focus)d %
o] 2% (prevention focus)9 F 7}A 2 why
o FEIHL A FF 2HL 2HAR doF
e FHE Polo AHAo|x EHHoR Y
OIS tHE o] 2L Yde BEE 7
ol 3o} 7Hsd & A4E E2YoEM, P9
1 oA g PFITE e wty 4 2
Y 2fAte 85(gain)d A6, W3l w
S TSR e o, do] 249 A
A (loss)oll B1ztelH, 28E e A ¢n F
dF @ 2E gale A4S 94 fo. o
g3 Exe F 230N 474 de A58 54
A 2As e, 38 249 B, A=A/ 9%
A/ 7% (approach/eagerness/feeling based)
T2, W] 249 A4 33/ BNF/ o4A
(avoidance/ vigilance/ reason-based)F¢&
AHgdtel e %2 dri(Aaker and Lee 2001:
Higgins 2002: Lee and Aaker, 2004).

ZAZYA B FA9 g A7 Ans 4
HEH, ZHEZHE o]4slg 2uA HE, A%
R A oFo) o] geH2L T F Ut

A4 z2AZAo] AuAte] BEHQ ZHo JE
< PlAde HPATES AuEd, gEy 93
2t & 4 3l& Liberman, Idson, Camacho and
Higgins(1999)9] ATolMe A 24 w2} ¢
% (stability)# ¥3}H(change) ¥ ojHd AL <
Azdte 718 ok 23, ) 23 4L
M1 e JAde s F7e0, Po] 249
S 73 e Ade 43S 372 vy

Wde}. ofge] 2E2Ao] 2FEF (endowment
effect)d] PlXe 9% AHE A7, W2y e
A e FE2RF S A A< Hjg Q=g
e Boe 71E digke B o d3ske 4%E
7t o ZsA veide AE gad 5+ o

oY 2ARXHL oz elad 71AHA 4
o7l AT, WA A3 we} 2HXH] @
g 4 gl "eA A= B o §
ol AFE A=l wel FEA e Alge
o 2 #ebr)Fo] 24 JehdtH(Crowe and
Higgins 1997: Roese, Hur, and Pennington
1999: Shah and Higgins 1997). 1 d&, 2
< AR Yelgn deE FFEEE Ad
AFEL AR Zefo]yo] FHAQ 5 B2
dhe AR =& 4o 2o 458 s
Aol & v WojxHe AL AU AFE
ANAE WAz Zefolnlo] FHHQ Afd B}
A5Yo] & Zo2 YetH(Cesario, Grant
and Higgins 2004: Higgins, Idon, Freitas,
Stapel and Molden 2003).

E AIREL o] et 54 4¥3 2
€ 24%tcd dad APy oo AJA
(fit)o] =& W HLF(feel right) S =75, 2
o] Ao g Bt 2 7118 =74 "ok (Avnet
and Higgins 2006: Freitas, Liberman and
Higgins 2002: Higgins 2000). &, #Rlo| 7]
ARog 4 24E 7Kz Udd, ¢ 24
AR vEE o] &dte AL HAzdhe uhd, o
232 72 g, We] 23d dBE e 5
< o]83te A& Adzsle Ao,
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l. FIdESE

3.1 7of ZH - B4 =203 [¥o|| oist ejT

718 A7 ANE T EE, EE BA =
2aYd g 2uRe] AZEE AFHe B
o ge" @ "B A et 1 ZH7} ta2m,
3 B3 54 23 dgd dd) 9 v &
Atk A S g F Ao 23U A8
Aol & BY 2P #d A7 dFE B
Aol Fejut BAe] AlF § Z2aY AAd #
AL 7HA gen, Az IS AL dEe
e =EAY o] AMdolt}, Kim, Shi and
Srinivasan(2001)8] @+ & RE 794 24
AE Fojgol el TR 14 JbEE A
F3le B0 s AdE b 3o AT, A
dRoz 37 At AESEld BT a9
AZCE gol A7 o 4Folg 3.

gty B d3E 24 AR A 99 Ad
Z. T} 7t4 (purchase interval) &2 14F
HE3 slo] B} T2y §3o i nAe] F
7 2 HEd uXe 9%E ANEag o o
714 Fof ZHFeld Av|A7) AT H(ZL T
AE)E E(EL D F, o FE(F)7
Ao 7HA & oujgic, ¥ AFoA LBl Fuf
Ao we} Azshe EATRIRY §30| &
Aol d &3l olfe ot 2o

A ARHoA &3] At e EAE A
Y BAT2adY dE EGY, ¢ g F W 3

T AY ARHA AAE Friste v A
. 94 RS A 24 7198 £ gl ¥UE

AY4 B4 gepcke 2749 29 ¥9 Fe
o B3E M3¥ Aot AT A9 Y AH
g Fujste Avjzle] A, F4Hez 29 89

|

DABATZ 2 S0 8t HST0) DIXls S8
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£ W] Boe T Hg & H3E 2 ¥
ge A3 otk oF =¥ AR Ue
7HE =33

M 10 Pl 2o] 7 M)A FUe 3244
BAd U 435t o g W,
7o o] L AR e AYYe)
B dg HEEs} o ¥E Aol

a8y 7199 dAdME F244 RS AE
e 14 ge 2gy a9 o 8 7Y &
dAe AT F714<0 BAZ 7] A B =
23 AN led, 43 B g A
37} Aol v =Foz oHF N
< IEF ke 2o} & Ao,

B dPoME B /80 o 43 44E /i
& 4 glE wetez uA9 2 2 (regulatory
focus) ¥ 2EFT A3 (goal orientation)d] &

g G5o] ARz ), 0|5 AL AT

I Qe gave 7123 (chronic) A¥el7|= 3
A, AA He FE A2 Heh(context) ol whet
AR APste A 3o 2 7]1E0] o= F71d
A% F=vel we geid Fx A7) wEel &
Ag 71%e] #4E 7184 & FEolg AAEn

3.2 ZHEH &1} - 24 T2 FEol| oist Bl

azt olAE Roke] B A7, £ (goal)
& 799 QA AH PFE o|F e FoF
#40]2 v gh(Lawson 1997: Markman and
Brendle 2002: Martin and Stewart 2001:
Ratneshwar, Pechmann and Schocker 1996).
53], a4 ¥4 z2ae 7L, nAdqA AT
g 8543 AvAe] B4 37 AT AYA
2 APH oz g A7 o] JEG. A
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gk o] & 7t FAE /F @ F Ue @7
A% & ZAgH(Aaker and Lee 2001: Avnet
and Higgins 2003, 2006: Camacho, Higgins
and Luger 2003: Cesario et al. 2004:
Higgins, Kruglanski and Pierro 2003: Lee
and Aaker 2004). olg|g AFEL MUY B4
T A% (goal orientation) & oW FF3} #
dd A olE AH37] 9@ B (manner
of engagement in an activity) Ztell HFAo]
=S 0, Al Bd E2 Ado g B g2
7V E FAstA =, Aol AEg FAo disf
¥ 3949 B=E JAsn U ojFE 2
e 2AE Fad 482 53 #dn o
& 50}, Avnet and Higgins(2006)9] A+
23 B9, A2 E 1A 9¥8AY A8 #
A 7o) Aol Aol A AF (A
o] gt A=, AEJAHEY (willingness to
pay)°] EtoH, W 2HE 713 H¥Ae B,
°o]4 7]¥t(reason base)e AFFANA Aple]
A AF diFg A=} AE Yrlgde] &
Ue 2348 EqFa o 189 & & 947
(Avnet and Higgins 2003)9M %= o|¢} FAHg
AFE Ho|x i}

B Z2 a3 B fAR 442 Ad U4E
B'el 24 24 7t9] #4E b Shah, Higgins
and Friedman(1998)¢] d7dM = H&Ezte] =
A F7 A% ARET 52 JQAEHE FEE A
FH A2 9, A8 A F¥9 437t o
Fohe 22 W3z . 23 23y pdER
O i Hrlste] BAE FPALE dE U
£38(2008)9] AToAe EAS 279 i
A=) AAEHe BE4TZzade] ¥(F, 8F
o] QA A FEe B ¥ B BT vs. A
P FEL AU AFEe B Fol 3L 3
F)oll g Hrte) glo] 2AZxHY] S ERls

Atk 2 A3, FEERAS 7R 2vRe B9
£ B g Ba Aol ¥e B3 By
Azshe Aoz ey,

ot & AT LHAEe BE FT A
8 (current goal orientation)®} EA T2y
M AzsHe 24 e (32 E(i.e., frame))9
AR L EdFH 1 T2 g B 23
Aoz HrstAl 8 Aolg A4t F, A
o 2H|A7}L 2 5AFT A% T 2E2HI
w2t 24 Fejo] dig Bt 24 Jeig A
olch, FxFol EAstd Anzte] AS, ¥5
(gain)oll DA8HA ¥Hg3lod, F4Ho2 e |
AE WEge AREE 51 B34S A{s B
O & BEAS WIE 4% Aog. v, ol
o] @Aste An|Ate] AL, &4(loss)el Wzt
A wrgsle], A WA g4 22 uege B4
Hoie 43 g8 xrxn fdEHe 4] 294
AL T BAEZ2IPS AIF Aojg <43y
o, o] & =2E ZAR U 2L M
=&

7Hd 2 #3424 E 7R A e AYY
o B f¥d W@ dixrt o w2
i, Wolz3d 7K 2R Fdd
F44 BAd dg Hd3ixrt o £

Holt},

7Hd 3: 7ol A3 2R B5FEe
B 8o e 84 T2 g
Hxo] 982 nd Aol F, dx
oz EAA3 AAFH, FuiztFe]
Zoj: AYsle BATRIYL A5
Aot}
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V. A8
4.1 N8 85

¢N QFsiEel, duAez Foidel 2 2
A % o| 4EE Y Folske 149 3

o
Ay Yyjo] v z2aY Hrge 2oyt F
ZHoz &9l W BA TP ASE A9
o, old] wlg] P zHFe] L aMAE FHF
o 2 2L BAE Z2aye JFHeE o
A58 Aolg 428 & o "HE BAE
olg@ Au|zte] ol HHd| wel 77 dEshe
BA §8(27 89 vs. Y)Y T2aPS AT
o HEEE =Y F AT 37 ¥ BT
aATe] A7)A BAE o] Borlde FA7F 3
< Aolgt d4E & Ut

2 Ao Tl M g Av|ze Az
Aol g &AL A&HQ FujE o]BoE F
9l woz 2AZA (regulatory focus)e ©l
gaiuz sk AF 1L o) HER 2EERA,
ag3n BATZ2ad 37 APl RAZE
azo] g Bz UlAE 9% AWEH FA
of 7o} AT 2A2A o) F3FLol /¥ &
pAzzade g exd vXe G disl
A8 A gt

147

4.2 A A A AE ol

AY 1L 27 He vs. F2) * 2(24
24 dolxA vs, FARA) » 2BAZEIY
§8: 24 ¥ vs. A9 dAQlez I
g AAsch

2 Age A2AYe B gty 24082 870
o Agoz B2 ¥Pse], 4P AN
o JAEAEe oY BE $9S @ FHE
A £33 A2 ARG, 4Y i F
ARAo] ol gsrlo] FHAF 1739 ARE
A% % 22399 ARE A o 83HH.

o]
5
Al

4.3 AY i %

A A
S&

4.3.1 4% A&

HA Ay A % AR g 8 f32F
izt U vs. &) * 2AFARA: Wol2H
vs. BAEA) « 2B3T2aY §%: 34
vs. Ag)e AEAE wjFsiAct. HWA AFAL
Ayl 2R gia) s AHg F, 28 o
B a8 g & AL zadg. 2 F 24
A 7)o #dd 247143 (description task)
< AA)8%9HLockwood and Jordan and Kunda
2002). BA71&AYe 444 Yo B
Zzoj2 ©@olE olfdld EAL WEEF UG

(F 1) agdA|

ZA24
2
A 324 Yol 24
ByzE2aY §9 —
A3 s 26 28
F5 27 30
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ol 2P e A, <A, a4, 9%, &4, 39g
T ©olg o]&3ld "FAoA Yojux Fgtow
st F4 4L 4L Folojy, o] H] Y4
AGA & AAA'E s Y. £3F 4
2L g%, €9, 4%, v, o5, A3 2o
HolS o] &3l "FAldA dolted s F
& FoolH, o|F 3 o|gA & AYA"E 7]
37 Y. ERleny ¥, 2A2Hd g
ZAQ AdZ GRS A g8 249
g5 3E3HA 3t

a3 F, FujzHAe] Zolo) gig AAEL AT}
Atk AA o] &L FAF Aale] A A}
2L 7MHEAES d9on 1 e Fujzide
Aolo] me} 274419 FHZ AFHATL. WA 7
o) o] 1 nAAE U F Qo I Az
K-coffee 2hz Hlo]2 o} 73] HEHE o &%
Yt K-coffees|d Hufjdle 739 i 714 e
5,000¢ Bxoln, Azl dig] A maA)T Y
utel] 2 ge Holw, g 2Ad o] AFE
opd o] glo™ ‘K-coffee’ S o] &3H= HYYu).
25 37% K-coffeeclq #A9E vlrgn E3
gy o3 2L nABAzzade A
. o5 AVE vhly] o ofn} < g
o K-coffee & WEE Aoz Aztguc} ge
Aol FoAHon, FujztZo] FHe A AL
g3 22 AARe] FA. Ut dFdd

F ¥ FE K-coffeeehe Hlo|2 o}% #Ax AL
e ol 83T K-coffeeelq Bojdhe #Asle
B 714 5,0009 Fxols, Add s 2 <&
I Ye U dtds & 2E #2dyd. =3 g
A9 g0} ATE v do] gloW K-coffee’
€ ol&dte HYYUL 25 379 K-coffee oAl
AV E vl ERHY O 2e aAEAs
2332 AAEga . Ut otz Yol
U} 28 ‘K-coffee® = W2 Zolgt Ay
o 9ol AN Zo| AT F, nARPT2 20|
g A5ES AT, ATEL vz oY
o] ¥ ma} 2712 Yol 71zt AAI =}, Al
FHE 9L F74 B9 AS AT HP
7149 10%9 didste 4L 27 s F=
BHoe AYY BALS & 108 T & A5
S FEZ ATUEE dgn. Ao A2E
o AFHe & Fdoz A FUF 7}
Aol sZEet. (o} (2@ 1 F2). 2 ¥, F
ol BAZ2 e o3 Q=g 248 g}

4.3.2 FAYE: B4 Z2 a0 Y3 g

A} Z2ahd diF BEEe AAHA Hrl
dFete AT Z2age] 7427t g or)e
A, A A g Z2ae] R '} 2L A
7+ 71x| 9 BAE 2709 2 (Woodruff, 1997)

7449 & A7
h s L& Sie @ @ @ @@
 wmimama, o 000
% 10% Fof Al 3 1T SRR

(38 1) 7YY DMz MY K28
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3 zogte A9 Z9d d3ste 1719 &
Z(Oliver, 1999)< &35l ¥ 3709 Fgeo=
233194

4.4 A1t

44.1 2334 2%

4411 2424

ZAZR g3 27 4L EPleWiE F
gapax ZHAQ A gg FF, =A F A
AXFHA AL FAeA, F34 A o
3 33, g9 § WA B2 FAcA
£ 249 F5L TH HZE o839 FHIHA
o Wol243} gFrPor 22 A 7t 747
o] gEo i3t HEAe|E Lolrr] Y3 SHE
2 t-test® HAIR 27, ok (F 2)8 F3 ¢
F %ol 2AxAd UFg 23] AU & A2
2 eyttt

4.4.2 74 A% 2%
4421 FE3% A%
(1) 7oizH4 - BAZ23d f3d dE g=

Fole] e RASE(EA 2 vs. A7)
o HzE @ ¥ FHE @ F U8 W A

Alzte] 71 AMlAt Z, FulztFe] 7 AL FA &
ol B} FojA9l HEE 7HE Aolv, Fuj7H4
o] Fou HPure] BAEZZ YRS A3 Ao
2 d &3t Z4zte] Fde B2 H3fZ o
3 EHEE t-testS AN 27 g 2L 2
27} et

TFujtFe] 71 e FAEUL dFe BT
2ae] dF Bx(n=57, M=5.427)7} A¥<
qFE A$(n=5h4, M=3.963)9] |3 EHo &
99 Aoz Yehgti(t=7.105, p=.000). |
g w2 Fojztzo] FL Ade AYL JFE
BAZ2a8(n=57, M=5.585)2 ZAEI L &
Fv BAAZ233(n=55, 4.479) Bt ¢ 4%
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The Impact of Regulatory Focus and
Purchase Interval on
Customer’s Preference to Reward Program

So Young Lee* - Hyang Mi Kim**

Abstract

In recent years, increasing number of businesses are offering Customer Reward Program. As
an important tool for Customer Relationship Management (CRM), reward programs can increase
brand loyalty, create switching costs, and make customers buy more and frequently than before.

However, not all of the reward programs are effective for creating customer loyalty. Many
researchers claim that important shortcomings of existing reward programs is that they only
deal with the customer in aggregate level (Kumar and Shah 2004). Reward programs usually
rely on the accumulated customers purchase behavior to determine which customers get rewarded
with what type of rewards (Kopalle et al. 2007). However, in recent years, the importance to
explore potential individual differences or customer characteristics in response to the reward
program has been recognized. Such argument is supported by Lewis (2004) and by Taylor and
Neslin (2005), who suggested that the customer segments may vary in their responses to reward
programs.

It is thought that infrequent users prefer immediate discount even though the discount rate
is small while frequent users continue to accumulate points for big reward. Considering the
goal of reward program, the delayed or accumulated reward types have more potential to build
customer loyalty rather than immediate discount type. In this study, we suggest that the
customers preference to immediate discount can be reversed by marketing effort based on
regulatory focus.

Regulatory focus (Higgins 1997) theory distinguishes between two major categories of desired
goals: those that relate to attaining positive outcomes such as advancement, achievement,
and aspirations (termed promotion goals) and those that relate to avoiding negative outcomes

* Ph. D. Candidate, Korea University Business School
** Ph. D. Candidate, Korea University Business School
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such as responsibilities, obligations and security (termed prevention goals). According to the
theory, individuals with promotion focus will regulate their behavior toward positive outcomes,
and those with prevention focus will regulate their behaviors away from negative outcomes.
These distinctions are important because those goals may be distinguished not only in terms of
the desirability of end state, but also by the strategies that can be adopted to achieve them.
The self-regulatory goals not only accessible chronically at the individual level but also can be
made accessible temporarily in situational context.

University students took part in our experiment. The results of experiment show that
customers’ preference to immediate discount can be altered by priming with promotion goal.

Key Words: Reward Program, Regulatory Focus





