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Impact of loyalty programmes on purchase behaviour

differentiation loyalty* purchase loyalty

short-term

points pressure
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• H1. Mean store basket values should be higher for loyalty programme members than 

for non-members.

• H2. Total store basket values should be higher for loyalty programme members than 

for non-members.

• H3. Store inter-purchase times should be lower for loyalty programme members than 

for non-members.

• H4. Store purchase frequencies should be higher for loyalty programme members than 

for non-members.

• H5. Store customer share of category purchases should be higher for loyalty 

programme members than for non-members.

• H6. Store switching behaviour should be lower for loyalty programme members than 

for non-members.

• H7. The number of visited stores should be lower for loyalty programme members than 

for non-members.



ANOVA with repeated measures

• H0: the card would have no effect and variations in 

purchase behaviour would be systematic

• H1: variations in purchase behaviour are not systematic 

(purchase behaviour is driven by loyalty scheme 

membership, not systematic evolutions over time)
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