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Main Results

@ Self-selection present:
Early adopters are already store-loyal customers

Because they get benefits at (almost) no cost

@ Purchase behavior change:

Weak and short-term
Late adopters are more opportunist
Small advantages of loyalty program

Few reasons to stay loyal in a competitive market
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Unobserved heterogeneity likely in program adoption

More individual characteristics? income, food share ...

Looks like a (complicated) treatment effect model

@ What is the main variable? My guess: SOW

Could we setup a formal model of consumer’s behavior?
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