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Abstract

In orther to build customer loyalty, the organization has to draw a strategy
consistent with the goals that aspire to reach its aim of reducing the orientation customers
about the competition, and we find within each strategy designed to build customer loyalty
what is known as the loyalty programm the organisation must determine the appropriate
time to use it and as well as the target group and the methods and techniques that will be
used in the program, the loyalty program is considered as a strategic tools used by the
organisation to influance the customer puchase behavior.
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