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Abstract. Tough market changes require new trading directions to go in servicing the target markets. In
particular, it is about offering new ideas, emotional and symbolic values strengthening relationships of
shoppers to the company and brand and increasing their loyalty. This also applies to pharmaceutical
products. The need to employ non-traditional forms of work with the market and sales promotion of OTC
drugs and pharmaceuticals and nutritional supplements is also caused by the fact that in the last 3 years
the sale of these products started to dynamically develop on the Czech market through Internet pharma-
cies. Nevertheless, effort to comprehensively meet the needs and wishes of customers and strengthening
of relationships with them require the use of such innovative practices and tools in the electronic com-
merce environment that lead to increased loyalty of e-shop customers. The article defines appropriate
forms of increasing customer loyalty with clients of online pharmacies and summarizes the results of
quantitative marketing research among these clients, whose aim was to map out clients’ perceptions of the
usefulness and importance of various tools of sales support and elements of building their loyalty to an
online pharmacy. The research was aimed at exploring the perception of different forms of loyalty pro-
grams.

Keywords: customer loyalty, forms of customer loyalty programs, e-shop with pharmaceutical products,
clients’ perception of forms of customer loyalty programs.

Jel classification: M31

1. Introduction

Bricks-and-mortar pharmacies in the Czech Repub-
lic have a long tradition, based primarily on the
quality of consultancy, precision in dispensing of
drugs, preparation of individually manufactured
drugs and communication with patients on a profes-
sional level. The trend of bricks-and-mortar phar-
macies is on the decline and with the gradual global
digitalization they are suppressed by a strong me-
dium, which is the Internet. In the Czech Republic,
more and more online pharmacies are thus estab-
lished, when in 2000 the first Internet pharmacy
was launched and over the years their number grew
exponentially up to 153 Internet pharmacies at the
end of November 2011 (SUKL 2011).

Patients search for information on the Internet
by themselves and study the details of not only
treatment methods but also of medicines, OTC
drugs and pharmaceuticals and food supplements.
Marketing communication on the Internet cannot
be just one-sided information to customers, but it
has to be turned into a two-way communication
while establishing a dialogue with customers. The
Internet allows this change in the marketing com-
munication with customers and with information
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from customers there can be significant improve-
ments in the supply of products and services. Mar-
keting on the Internet is affected by the steadily
increasing number of Internet users and a growing
ability to use the possibilities the Internet offers.
The exclusive legal sale through bricks-and-mortar
pharmacies is dispensing of medicines on prescrip-
tion. The OTC drugs and pharmaceuticals and die-
tary supplements, however, can be sold through
Internet pharmacies and have already become very
popular and desirable range of Internet sales.
When dispensing drugs and dietary supple-
ments in the bricks-and-mortar pharmacy, certain
collaboration with clients and feedback from them
is the necessary condition for the principles of cor-
rect expedition practice in the pharmacy. Most
operators of Internet pharmacies, however, are
unaware of this fact, and so far have not worked
with clients of online pharmacies too much. It also
introduces various loyalty programs for customer
retention and their recurring shopping with them.
Operators of Internet pharmacies with few excep-
tions usually use online sales only as a supplement
to the bricks-and-mortar pharmacies without any
care for the customers. However, it is becoming
apparent that the application of new trends in mar-
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keting such as creating and strengthening relation-
ships with clients in the online pharmacies is an
indispensable condition for the positive develop-
ment of online business. It is necessary to under-
stand what are the needs, requirements and wishes
of the customers of those pharmacies. It is neces-
sary to discover how we can increase the value of
supply and services to these clients. This value
should be the main concern of all the Internet mar-
keting activities. The main reason is the finding
that the value passed to customers leads to cus-
tomer loyalty and that loyalty and profits are
linked to the value created for customers (Powers
2008; Lostakova et al. 2009).

Purchasing products over the Internet in the
Czech Republic is still developing in a humber of
industries, including pharmaceutical products. The
success of sales through this distribution and com-
munication channel will depend on the ability to
know what the higher value of supply and services
is to mean in the customers’ perspective, how cus-
tomers can be more attracted to this distribution
channel and led to higher and recurring purchases.
It will also depend on the ability to apply new and
novel ways and forms of marketing communication,
sales, customer care and strengthening relations
with them in an online environment.

So, the aim of the article is to map out clients'
perceptions of the usefulness and importance of
various tools of sales support and elements of
building their loyalty to an online pharmacy. Me-
thods used: literature analysis, quantitative market-
ing research.

2. Changes in the concept of customer value
and its components and loyalty programs

Over the years the concept of customer value has
been constantly extending with new knowledge.
From a simple comparison of two quality charac-
teristics and price (Zeithaml 1988) through the
evaluation of the whole “package” of benefits
gained against all costs spent (Woodruff 1997) to
the current inclusion of the value in personal ex-
periences and life philosophy of customers (Ulaga
2003; Khalifa 2004; Walker et al. 2006; Campag-
nolo, Camuffo 2010).

By all definitions, the customer value is cus-
tomer-oriented, because it is always the customer
who decides what is valuable and what is not. The
customer value is also always associated with a
product or service. From this perspective, the
value can be seen as the customer’s personal view
of the quality, price and subjective evaluation of
all the benefits and sacrifices resulting from the
acquisition, possession and use of the product or
service. If the customer perceives greater benefits

857

gained than the sacrifices incurred, the value is
created. The value for the customer thus represents
the main reason why people buy what they buy.
Proper understanding of the cause thus allows cre-
ating a mutually beneficial relationship between
the customer and manufacturer and building a
concept of most successful business on the market
(Woodruff, Gardial 1996).

Currently, the customer value is seen as an in-
tegrated configuration that creates a complete
model of customer value. (Sudarsanam 2003;
Khalifa 2004; Kowalkowski 2011). Customer
value goes for products and services and as such it
should come from an emphasis on products and
services to a wider and more comprehensive basis
of customer satisfaction and pleasure by inserting
those products and services to the experience gen-
erally meaningful to the customer. Therefore, such
elements should be incorporated into the shape of
products and services that are associated with the
overall customer experience that creates or en-
hances the value. On the contrary, elements that
reduce it should be identified and eliminated.

This is reflected also in the preference of the
customer value attributes that form the determin-
ing basis for the customer value perception. In-
creasingly accented is the multidimensional con-
cept of customer value, which points to a number
of attributes associated with the customer value,
allowing revealing better how the customer de-
rives benefits from products and services offered
in real life.

Different authors defined different dimensions
of customer value, or more precisely they defined
a different content of some dimensions.

Sheth and Uslay (2007) distinguished a func-
tional dimension, arising from product features
that create a functional, practical or physical per-
formance of the product, and an emotional dimen-
sion as a benefit from the properties of the product
or service that encourage feelings or affective
states of the customer, and finally a symbolic ele-
ment as a motivator of purchase with the ability of
self-expression. Nevertheless, the attributes of the
symbolic dimension of customer value can be
combined with all other components of customer
value (Rintamaki et al. 2007).

Smith and Colgate (2007) attempted to define
the customer value attributes analogically with
regard to possibilities to differentiate offers of in-
dividual manufacturers. Their conceptual frame-
work groups the customer value attributes into the
following four categories:

Functional/instrumental — assesses what are
the characteristics of the product and how it
performs the function demanded by the cus-
tomer. Within this category, customer value
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attributes may be assessed from three perspec-
tives. The first is correctness, accuracy and
appropriateness of features, functions and pa-
rameters of the product. The second aspect is
the manner of product performance or activi-
ties. The last aspect then assesses the level of
achievement of the desired consequences of
the product consumption.

e Experiential/hedonic — relates to the degree of
fulfilment of experience, feelings and impres-
sions as required by the customer. Attributes of
this category create value for customers by af-
fecting their sensory components, creating emo-
tional value or building social relations, busi-
ness relations, personal interactions and trust.

e Symbolic/expressive — deals with the degree
of psychological importance that the customer
attaches to a product or service. It is then pos-
sible to create value for customers through en-
hancing their self-confidence, personal and so-
cial significance and allowing the customer to
express his/her personality, taste and personal
values.

e Costs/sacrifice — relates to the economic cost,
personal time and energy customer losses and
his/her psychological distress, perceived risk
associated with the purchase, ownership and
use of the product and creating customer con-
venience.

In today’s hyper-competitive environment,
however, product-based or process-based sources
of competitive advantages are quickly imitated by
competitors and to maintain customers a constant
innovation of the customer value associated espe-
cially with services and relations is essential. What
iS necessary to pay attention to was outlined by
Lappiere (2000):

o Alternative solution - associated with the pro-
duct - includes a range of assortment offered,
the ability to customize the offer according to
customer needs and willingness to help solve
customer problems.

e Product quality - associated with the product -
is characterized by endurance, reliability, per-
formance and continuous improvement of
products.

e Custom-made product — associated with the
product — presents the ability to create a prod-
uct for customers with unique properties ac-
cording to exact customer requirements.

e Helpfulness - associated with the services - is
characterized by willingness to provide rapid
response and resolution to customer problems,
listen to the customer and visit the customer in
order to better understand his/her needs.

e Flexibility - associated with the services - is ex-
plained as the ability to customize suppliers'
products or services to unforeseen events and
the ability to provide "stopgap" product or ser-
vice.

e Reliability - associated with the services - is
determined by accuracy and timeliness of
payments, the ability to do things in due man-
ner and time and the ability to keep promises.

e Technical competence - associated with the
services - defined by creativity, professional
competence, or way of using technology.

e Image — associated with the relationship - is
established by reputation, credibility of the
supplier.

e Trust - associated with the relationship - is
created by precision and veracity of the infor-
mation provided, fulfilling promises, honesty
to the customer, etc.

e Solidarity with customers - associated with the
relationship - is determined by the willingness
to provide the customer with assistance in
solving problems, sharing of problems arising
from cooperation, willingness to satisfy the
customer beyond the contract.

e Price - associated with the product and ser-
vice — includes the prices of purchased prod-
ucts and services, or competitive impact on the
customer associated with the level of prices
he/she has to spend, etc.

e Time, effort, energy - associated with the rela-
tionship - represents the number of meetings
required for the contract to be concluded, en-
ergy expended in dealing with customers, time
and effort spent in training the customer's em-
ployees etc.

e Conflict - associated with the relationship - is
defined by the frequency of quarrels or dis-
agreements with the client in the issues related
to achieving goals.

Many authors in response to these findings
point out that intangible attributes of customer
value are becoming more and more important, be-
cause they are difficult for the competition to imi-
tate and create assets leading to deepening rela-
tionships with customers and increasing their
loyalty (Woodruff, Flint 2006; Woodside et al.
2008; Baron, Harris 2010; Chang, Hong 2011,
Wallenburg, Lukassen 2011; Davidaviciené, Mei-
duté 2011). One way to get an updated value for
the customer thus becomes strengthening of capac-
ity of the company and its workers to build strong
relationships with customers as an inherent part of
the offered products and services of the company
that lead to strong and beneficial partnerships
among all the subjects of the value network
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(Kourdi 2011; Anvuur et al. 2011) and to strength-
ening of relationships culture (Ginevic¢ius, Vaitki-
naite 2006). The different forms of loyalty pro-
grams play very important role in the process of
creating intangible attributes of customer value
associated with the relationships.

Customer value attributes from the relation-
ships established are defined by the following
benefits (Tracey et al. 2011):

Benefits of reliability - reflecting the custom-
mer's reduced perception of anxiety and in-
creased comfort from knowing what he/she
can expect from the purchased product or ser-
vice of the producer. It represents the desire of
customers for a stable relationship with the
company and confidence in the goods pur-
chased.

Social benefits - are defined as benefits that
the customer gains from the emotional aspect
of the relationship, such as personal recog-
nition, familiarity, friendship and others. So-
cial benefits strengthen the relationship be-
tween the manufacturer and the customer, and
his/her willingness to stay.

Benefits of special treatment - the benefits that
the customer gains from companies with the
establishment of the relationship. These bene-
fits relate to, for example, pricing proposal,
faster services or their individual realization.
This group of benefits leads customers to the
rejection of competing products or services
while expecting special treatment if needed.
Creating customer value within the relational
component has become increasingly more impor-
tant in recent years. Current research shows that
developing and maintaining long-term, mutually
beneficial relationships brings businesses benefits
from the stability of customers while having a
positive effect on the creation of custommer loy-
alty to the company (Dagger, O’Brien. 2010).
Benefits for the company consist mainly of re-
duced transaction costs, increased sales of prod-
ucts and services and strengthened competitive
position in the market.

Staff of institutions play a key role in
strengthening customer relationships who come
into contact with customers, negotiate with
him/her and provide him/her with services (al-
though in the case of online consultancy and pur-
chase only virtually). It is therefore necessary to
pay great attention to their selection and subse-
quent improvement of their skills, improvement of
abilities and skills in the care of clients (Nguyen,
Nguyen 2011). In doing so, it is necessary to es-
tablish and deepen relationships not only with in-
stant customers, but also with customers of these
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customers up to the end consumers and engage
other entities in their satisfaction who will help to
increase the customer value from the strategic
point of view and strengthen their loyalty (Sherer
2005; Rundh 2011). It cannot be done without cus-
tomer value co-creation through a close collabora-
tion with customers and other stakeholders of the
value network (Vesel, Zabkar 2010).

3. Quantitative research into preferences
of different forms of loyalty programs from the
perspective of clients of Internet pharmacies

3.1. Objective and method of the research

The objective of the quantitative marketing re-
search was to identify both the shopping process in
an online pharmacy and the preferences of differ-
ent forms of care, support and strengthening of
relations from the perspective of clients, including
their perceptions of loyalty programs. Further-
more, results are summarized only for a part of the
second thematic range of the research dedicated to
the preferences of different types of loyalty pro-
grams. We carried out this quantitative research in
September 2011. By a simple random selection
1,200 customers were chosen of an Internet phar-
macy from the population of 5,630 clients. Its
owner also operates a bricks-and-mortar pharmacy
in the centre of Prague and also runs a private
clinic for overweight reduction, modification of
metabolism and healthy lifestyle. The research was
conducted by Internet polling. 761 clients returned
the completed questionnaire, representing a 63.4%
return of questionnaires. The data were processed
and analyzed using the IBM SPSS Statistics.

3.2. Results of the research

It was first examined, which forms of loyalty pro-

grams would make them recur to buy in the Internet

pharmacy. The respondents had an opportunity to

choose a number of forms of loyalty programs.

These were the following forms of loyalty programs:

1. Consistently higher discount on the next pur-
chase for a certain amount of points that are
added for previous purchases.

2. Gifts with future purchases for a certain
amount of points (credits) obtained from pre-
vious purchases.

3. Instant acquisition of a gift for a certain com-
pleted amount with a current purchase.

4. Instant discount for a certain completed
amount with a current purchase.

5. Discount for a certain completed amount in the

previous purchase provided with a current
purchase.
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The first two forms are long-term loyalty programs
because customers repeatedly for cumulative
amounts of purchases subsequently receive a per-
manent discount or gift with every next purchase.
The other three forms of programs represent rather
short-term incentives for buying a certain amount,
either directly for purchases over a certain amount
they get a discount or gift or they get a discount
with the next purchase. The results of the own re-
search are summarized in Table 1 - 12.

Table 1. Frequencies of preferred forms of loyalty
programme

Preferred forms of Responses Percent
loyalty programme N Percent | of Cases
Consistently higher
discount on next pur- 149 | 140% | 19.7 %
chase for summed
points (credits)
/A gift can be chosen for
summed points in 96 9.0% | 12.7%
a certain amount
;(i?tu will instantly get a 132 | 124% | 175%
/An instant discount for
a certain completed 167 | 157% | 221 %
amount
Discount from 325 | 30.5% | 43.0%
a previous purchase
Loyalty programs do
not influence me when 195 | 183 % | 25.8%
purchasing
Total 1064 | 100.0 % | 140.9 %

The research showed that customers tend to
prefer shorter term incentives than long-term loy-
alty programs for repeat purchases. As for the
short-term forms of sales promotion, 43 % of them
would be made to recur for purchase by a discount
on the next purchase for a certain completed
amount with a current purchase, 22% of clients
obtaining an instant discount for a certain com-
pleted amount with a current purchase and 17% of
clients obtaining an instant gift for a certain com-
pleted amount with a current purchase. As you can
see, a discount off the purchase value is more at-
tractive for the clients than a gift. In fact, more
than one fourth of the clients stated that they were
not influenced by loyalty programs. As for con-
stant rewards for longer-term purchases, the clients
of online pharmacies give somewhat higher pref-
erences to permanent discounts than to perma-
nently given gifts (20 % of the clients would like
to see consistently higher discount on next pur-
chases for a certain amount of points that are
added for previous purchases and 13 % of the cli-
ents obtaining gifts with next purchases for a cer-
tain amount of points (credits) obtained from pre-
vious purchases).
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Table 2. The importance of forms of loyalty programs

Forms of loyalty N Std. De-
programmes Valid viation

Consistently higher

discount on next

purchase for summed

points (credits)

A gift can be chosen

for summed points in a

certain amount

You will instantly get

a gift

An instant discount for

a certain completed

amount

Discount from a pre-

vious purchase with a

current purchase

Mean

712 3.24 1.163

704 2.48 1.059

708 2.74 1.226

711 3.52 1.162

723 3.18 1.020

The fact that gifts are less important to the cli-
ents than discounts, both short and long term ones,
is also revealed by the results of the into the im-
portance of forms of loyalty programs to clients,
measured on a 1-5 scale, where 1 meant “not at all
important” and 5 “extremely important”.

Table 3. The importance of the program “Consistently
higher discount on next purchase for summed points”,
by gender

Gender

Level of Importance Male Female
Not at all important 11.0 % 8.4 %
Rather unimportant 16.7 % 15.7 %
Moderately important 32.5% 29.9 %
Rather important 27.8 % 30.1 %
Particularly important 12.0 % 15.9 %
Total 100.0 % 100.0 %

Table 4. Chi-Square test of dependency of importance
of the “Permanent Discount for Points” on gender

Statistics Value df Ag_r;%.ei;g.
Pearson Chi-Square 5.086%| 8 0.748
Likelihood Ratio 5.687 8 0.682
N of Valid Cases 712

The importance of certain types of loyalty
programs vary by gender. In terms of perception of
the importance of loyalty programs that promise
discounts, there is no significant difference be-
tween men and women (as follows from the hy-
pothesis testing using Pearson’s Chi-Square test).
By contrast, in terms of perception of the impor-
tance of loyalty programs promising a gift, there is
a significant difference between men and women
at the level of significance 0.95; women are more
sensitive to gifts. Analogically, dependence was
not confirmed of perception of the importance of
other programs containing discounts on gender.
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Table 5. The importance of the program
“For certain points you can choose a gift” by gender

Table 8. Chi-Square test of dependency of the impor-
tance of the program “A gift instantly” on age

Table 6. Chi-Square test of dependency of the impor-
tance of the program “Gift for the sum of points” on
gender

Statistics Value df Aa-r:i%.ei;g.
Pearson Chi-Square | 16,923% 8 0,031
Likelihood Ratio 19,241 8 0,014
N of Valid Cases 704

Similarly, dependence was confirmed of per-
ception of the importance of the loyalty program
“A gift instantly at a certain level of purchase” on
gender. Also in this case, there were differences
between men and women, when women preferred
the instant acquisition of the gift more than men.
Furthermore, it was tested whether perception of
the importance of different types of loyalty pro-
grams changes by age.

While the perceived importance of loyalty
programs “Permanently higher discount for the
sum of points” and “A gift for the sum of points,”
which truly reflect the support of the client’s long-
term purchases in the Internet pharmacy is not de-
pendent on age, the perceived importance of other
forms of loyalty programs, consisting in a reward
to customers for a purchase in process or right in
the next purchase, changes with age. These short-
term stimuli tend to be preferred by younger age
groups (Table 7-12).

Furthermore, it was tested whether perception
of the importance of different types of loyalty pro-
grams changes by education.

Table 7. The importance of the program “A gift in-

stantly “ on age (column percentages)
Level of U to £08 In years 66 and
Importance | 2 ©|21-35|36-50 |51 - 65
20 maore

Not at all 11.1% | 15.4% | 24.2% | 27.3%
lmportant

Rather un- 16.7% | 22.8% | 27.1% | 28.8%
lmportant

Moderately 32.5% | 32.0% | 27.1% | 30.3%
important

Rather M-l 006| 24.6% | 19.1% | 14.9% | 6.1%
portant

Particularly |5, 64| 15106 | 10.8% | 6.7% | 7.6%
important
Total (%)  |100.0] 100.0 | 100.0 | 100.0 | 100.0

861

Gender . Asymp. Sig.
Level of Importance Male Female Statistics Value df (2-sided)
Not at all important 23.6 % 19.0 % Pearson Chi-Square | 40.829% 16 0.001
Rather unimportant 36.1 % 28.0 % Likelihood Ratio 41.815 16 0.000
Moderately important 28.4 % 34.3% Linear-by-Linear
Rather important 9.1% 155% /Association 33.032 1 0.000
Particularly important 2.9% 3.3% N of Valid Cases 704
Total 100.0 % 100.0 %

Table 9. The importance of the program “Instant dis-
count after a certain amount is reached” on age )

Age in years

Level of

Upto 51- |66 and
Importance 20 21-35(36-50 65 more
Not at all 2.4% | 5.8% | 7.7% | 16.2%
important
Rather
unimpor- 12.9% | 7.5% |12.9% | 16.2%
tant
Moder-
atelyim- | 50.0% | 28.2% | 24.1% | 31.4% | 22.1%
portant
Rather | 50,09 | 33.1% | 36.9% | 25.1% | 32.4%
important
Particu-
larly 23.4% | 25.7% | 22.9% | 13.2%
important
Total 100% | 100% | 100% | 100% | 100%

Table 10. Chi-Square test of dependency of the impor-
tance of the program “Instant discount after a certain
amount is reached” on age

L Asymp. Sig.

Statistics Value df (2-sided)
Pearson a
Chi-Square 32.382 16 0.009
Likelihood Ratio 32.903 16 0.008
Linear-by-Linear | 1) g9 | 4 0.001
Association
N of Valid Cases 706

Table 11. The importance of the program “Discount on
previous purchase” by age

Level of - Age in years —

Importance | YP 10 151 _35|36.50 (51 -65( 00 "
20 more

Not at all 40% | 49% | 5.7% | 11.8%

lmportant

Rather un- 11.2% | 18.4% | 17.1% | 23.5%

lmportant

Moderately 34.4% | 44.3% | 43.6% | 29.4%

lmportant

Rather 100% | 33.6% | 23.0% | 25.0% | 26.5%

lmportant

Particularly 16.8% | 9.4% | 8.6% | 8.8%

lmportant

Total 100% | 100% | 100% | 100% | 100%
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Table 12. Chi-Square test of dependency of the impor-
tance of the program “Discount on previous purchase”
on age

Statistics Value | df Agri%'eﬁ;g.
Pearson Chi-Square 30.063° | 16 0.018
Likelihood Ratio 28.326 | 16 0.029
Linear-by-Linear 11.408 | 1 0.001
Association
N of Valid Cases 719

A dependence of the perceived importance of
education came into view only for one type of
long-term loyalty programs, namely with the “Per-
manently higher discount for the sum of points for
previous purchases,” however the number of re-
spondents in different combinations of importance
and education category was too small to allow
confirming this dependence.

4, Conclusions

The development of e-commerce in recent years
has broken through in the branch of pharmacies
too, as in recent years the number of Internet
pharmacies has been exponentially increasing and
currently there are 253 e-shops operating on the
OTC drugs and dietary supplements market in the
Czech Republic. Operators of online pharmacies
look for ever new forms to attract and retain their
clients. One of the tools for acquiring and retaining
customers is loyalty programs.

The quantitative research among 761 clients
of one of the online pharmacies, selected by sim-
ple random sampling, showed that customers tend
to prefer shorter term incentives than long-term
loyalty programs for repeat purchases. As for the
short-term forms of sales promotion, 43 % of them
would be made to recur for purchase by a discount
on the next purchase for a certain completed
amount with a current purchase, 22 % of clients an
instant discount for a certain completed amount
with a current purchase and 17 % of clients obtain-
ing an instant gift for a certain completed amount
with a current purchase. As you can see, a discount
off the purchase value is more attractive for the
clients than a gift. In fact, more than one fourth of
the clients stated that they were not influenced by
loyalty programs. As for constant rewards for
longer-term purchases, the clients of online phar-
macies give somewhat higher preferences to per-
manent discounts than to permanently given gifts
(20 % of the clients would like to see consistently
higher discount on next purchases for a certain
amount of points that are added for previous pur-
chases and 13 % of the clients obtaining gifts with
next purchases for a certain amount of points
(credits) obtained from previous purchases).
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In testing whether the perception of loyalty
programs varies by gender, the research has shown
that in terms of perception of the importance of loy-
alty programs that promise discounts, there is no
significant difference between men and women. By
contrast, in terms of perception of the importance of
loyalty programs promising a gift, there is a signifi-
cant difference between men and women at the
level of significance 0.95; women are more sensi-
tive to gifts. While the perceived importance of loy-
alty programs “Permanently higher discount for the
sum of points” and “A gift for the sum of points,”
which truly reflect the support of the client's long-
term purchases in the Internet pharmacy is not de-
pendent on age, the importance of other forms of
loyalty programs, consisting in a reward to custom-
ers for a purchase in process or right in the next
purchase, changes with age. These short-term stim-
uli tend to be preferred by younger age groups. Fur-
thermore, it was tested whether perception of the
importance of different types of loyalty programs
changes by education. A dependence of the impor-
tance of education came into view only for one type
of long-term loyalty programs, namely with the
“Permanently higher discount for the sum of points
for previous purchases,” however the number of
respondents in different combinations of impor-
tance and education category was too small to allow
confirming this dependence.

The research has revealed valuable informa-
tion that can be used in designing loyalty programs
to increase the loyalty of customers of Internet
pharmacies.
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