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Abstract : 1t presents a method of designing the optima reward programs in a dynamic environment where customers
and firm both maximize their bendit by usng stochastic game theory and estimable structural dynamic programming
technologies. This method can caculate the optima of the three structurd dements which is reward rate, reward
threshold and program time horizon, and it d< can caculate the gotima mixed marketing strategies. At the same
time, the method is valid and feasble by gpplying it to the datafrom one supermarket. It isfound that gopropriate re2
ward program is good at upZbuying, improving firm’ sprofits and relaxing the price competition. The reward threshold
should be higher than the customer’ s average purchase. Reward rate should be ajusted in the same way as reward
threshold. The right program time horizon is about oneyear. It is not necessary to discount with higher frequency and
save the money to the customers who doesn' t purchase frequently. It is not necessary to discount ether at the begin2
ning or ending of the reward program. However , it is necessary to depreciate to low frequency customersin the mid of
program time horizon. The guidance sgnificance of experimenta research conclusons to CRM is discussed.
Key wor ds:optimd reward programs; customer utility ; customer lifetime value; MarkovZoerfect equilibrium
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