http://dx.doi.org/10.5392/JKCA.2016.16.07.760

B2l J7IX|7t SEE Zet Y Mool 0IX|= S
~S0lE/ MR nHRMTRTMS SHo=-
The Effects of Value of Reward Program on Loyalty Strengthening and

Transference
—Focusing on Reward Program of Performance Art/Exhibition—

Malet', zistl”
AA sk ﬂ%b}ﬂ]o]/‘\im@}%*, KT

Hae Yeun Se(haeyeunse@gmail.com)’, Hyang Mi Kim(hyangmi.kim@kt.com)”

QoF

oo pAzg g gigh 7px) 7 RAZ R O gigk AT n)X|E QJaknl, RAFZE T
ek LT o] E Fete TAdE/AAG A S5 S A=A g S Hol &3
oF ol FAEE HEA FAEY A4 FHER Tt FAES AsadE AvEYTE 1 49
B2 e gk 7ixe RAdZ2 O gk LR HolHE S FRIF 4 Jflon, Bz
O ], FAE/AAE W BEA SR d5A AR dFE VAT FEE A3 29E Wtk
gk FAE Holol JojA BAAZE e digt F5H FAEI FAdE/AANGY PTH AR T
AR FEFE A E W, Hed s 43S MAA g Ao R ey F4 % Holade i
oz AHE F gt

Abstract

This study aims to investigate and measure the effectiveness between the value of the reward
program and loyalty of the reward program as well as its influential transference effect of the
loyalty of the entity (theater or exhibition) via investigating both its behavioral loyalty and
attitudinal loyalty effectiveness. As a result, higher value of reward program increases the level
of loyalty of the reward program. Key results were found that the behavioral loyalty positively
influences the loyalty of the theatre/exhibition -the operator the loyalty program since the
behavior loyalty requires participatory engagement, the reward program becoming a stimulator
acting as a valuable component to drive consumer’s revisit. However the attitudinal loyalty
effectiveness was not as effectives as the behavioral loyalty since consumers tend to perceive
a reward program as an informative beneficial tool rather than an emotionally engaging platform.
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