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ABSTRACT

Theaimofthisarticleistoinvestigateperceivedloyaltyprogrambenefitsinherentinloyaltyprograms
andhowtheymightaffectrelationshipquality,specificallyintheSouthAfricanFMCGsector.A
quantitativestudywasundertakenwhereloyaltyprogrammemberswereapproachedviaanational
database.Hypotheseswereindividuallytestedbymeansofregressionanalysis.Allthreeformsof
perceivedbenefitsexhibitedpositiverelationshipswitheachoftherelationshipqualityconstructs.
Retailersthatareconsideringwhichbenefitstoincludeinaloyaltyprogramwouldfindtheresults
instructive.Thisarticlealsoaddstotheinternationalbodyofresearchinthefieldofrelationship
marketing,customerloyaltyandretailloyaltyprograms.Thisstudyreiteratestheimportanceofloyalty
programdesignandthepotentialforattitudinalchangetowardstheretailer.
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INTRodUCTIoN

Loyalcustomersareasought-afterasset in theretailmarketplace.Customers that remainwitha
businessusuallyspendmoreandarealsopreparedtopaymore.Oneofthetoolsthatisusedby
retailerstoattractcustomersthroughanimprovedofferingistheloyaltyprogram(LP).Inrecentyears
thenumberofretailersincludingaLPintheirofferinghasincreasedexponentially(Eason,Bing,
&Smothers.,2015;Meyer-Waarden,2015),withsimilargrowthevidentintheSouthAfricanfast-
movingconsumergoods(FMCG)marketplace,duetotheperceptionofthevalueoffered(Cromhout,
Netto,Hamilton,Rootmanetal.,2017).

LPsareuseful inhighlycompetitivemarketswherecustomersmakefrequentpurchasesand
retailerswishtodifferentiatetheiroffering(García-Gómez,Gutiérrez-Arranz,&Gutiérrez-Cillán,
2012).ThisappliestoFMCGretailers,wheretheachievementofeffectiverelationshipsischallenging
andcustomersappeartobepolygamous(Omar,Wel,Aziz,&Alam,2013).Furthermore,customers
becomemoreexpectantastheyareexposedtorelationshipmarketingtactics(Liu&Yang,2009;
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Demoulin&Zidda,2009).Theaimofawell-designedLPistodecreaseswitching,increasingcustomer
sustainability(Sowier-Kasprzyk,2014)andinturnretailerloyalty(Stathopoulou&Balabanis,2016).
Loyaltycansignifyaconstantstreamof incomeoveraprolongedperiodof time(Evanschitzky,
Ramaseshan,Woisetschläger,Richelsen,Blut,&Backhaus,2011,p.631),andislinkedwithlower
costsandhighermarginsduetoloyalcustomershavingmorepositiveattitudestowardstheproduct,
serviceorretailerconcerned(Bellizzi&Bristol,2004).Trulyloyalcustomersaredescribedasfrequent
repeatpurchaserswhoalsopreferthatstoreoverandaboveanyothers.Companiesarecontinually
searchingformethodsthatcanassistinbuildingaloyalcustomerbase.However,Easonetal.(2015)
highlightsthedifficultiesofdesigninganLPthatprovidesperceivedvaluetocustomers,whilestill
offeringfinancialviabilityfortheprovider.

AlthoughLPsarebecomingubiquitous,thedebateremainsoverwhethertheyreallyachievetheir
objectives.Thisrangesfromproclamationsofgreatsuccessthroughtobeinglabelledasawasteof
money(Meyer-Waarden,Benavent,&Castéran,2013).AccordingtoLinandBennet(2014),research
onLPsisstillproducingmixedresultsregardingtheirefficacy.

ItisthereforeimportanttogainamorethoroughunderstandingofthebenefitsinherentinLPs
andtheresultingrelationshipsthattheymightengenderbetweenprogrammembersandtheretailers
thatareinvolvedintheseprograms.Althoughliteratureisalreadysubstantial,thereisstillroomfor
more,toaddressthecontradictionsandunansweredquestionsthatremain.InorderforLPstoachieve
theirobjectives,additionalknowledgeisrequiredastowhethervarioustypesofLPs,andthebenefits
theyareperceivedtoprovide,improverelationshipquality(RQ)betweentheLPmemberandthe
retailerconcerned,whichinturnmayleadtoincreasedretailerloyalty.

Theaimofthispaperistoestablishwhetherrelationshipqualitybetweenthecustomerandretailer
isaffectedwhenaloyaltyprogramisemployed.Inparticular,perceivedloyaltyprogrambenefits
andtheirpotentialeffectonrelationshipqualityareconsidered.Perceivedbenefitswerecategorised
asaltruistic,egoisticandconsumeristic,andrelationshipqualityasconsistingoftheconstructsof
trust,commitmentandsatisfaction.Thesubsequentrelationshipbetweenrelationshipquality(i.e.
trust,commitmentandsatisfaction)andretailerloyaltyisnotincludedforthepurposesofthispaper.

Aconceptualmodel,developedfromtheliterature,ofthefullrelationshipfromtheretailer’s
LPofferingthroughtoconsumerloyaltyisoutlinedinFigure1.Thedottedlinesdelimitthefocus
ofthispaper,namelyonlyontheeffectoftheperceivedbenefitsofanLPonrelationshipquality,as

Figure 1. Conceptual diagram



 

 

16 more pages are available in the full version of this

document, which may be purchased using the "Add to Cart"

button on the publisher's webpage: www.igi-

global.com/article/perceived-benefits-of-loyalty-programs-

and-relationship-quality/243428

Related Content

The Role of Customer Commercial Knowledge Management in Improving the

Performance of Employees of Insurance Firms in Iran
Bagher Asgarnezhad Nouri, Fahimeh Oleykieand Milad Soltani (2019). International

Journal of Customer Relationship Marketing and Management (pp. 17-33).

www.irma-international.org/article/the-role-of-customer-commercial-knowledge-management-in-

improving-the-performance-of-employees-of-insurance-firms-in-iran/218916

Foreseeing the Future Lifestyle with Digital Music: A Comparative Study

Between Mobile Phone Ring Tones and Hard-Disk Music Players Like iPod
Masataka Yoshikawa (2007). Information Communication Technologies and

Emerging Business Strategies (pp. 59-75).

www.irma-international.org/chapter/foreseeing-future-lifestyle-digital-music/22590

Bidirectional Relationship Between Cash Holdings and Financial

Performance for Banks in the MENA Region
Sherif El-Halaby, Sameh Aboul-Dahaband Nuha Bin Qoud (2021). International

Journal of Customer Relationship Marketing and Management (pp. 28-43).

www.irma-international.org/article/bidirectional-relationship-between-cash-holdings-and-

financial-performance-for-banks-in-the-mena-region/267774

Ethics, Neuromarketing and Marketing Research With Children
Cynthia A. Bulley, Mahama Braimahand Florence E. Blankson (2018). International

Journal of Customer Relationship Marketing and Management (pp. 79-95).

www.irma-international.org/article/ethics-neuromarketing-and-marketing-research-with-

children/203591

Analyzing the Effectiveness of Customer Retention Strategies with Existing

Customers in Banking Industry
Niraj Kishore Chimoteand Ankita Srivastava (2012). International Journal of Customer

Relationship Marketing and Management (pp. 1-14).

www.irma-international.org/article/analyzing-effectiveness-customer-retention-strategies/69948

http://www.igi-global.com/article/perceived-benefits-of-loyalty-programs-and-relationship-quality/243428
http://www.igi-global.com/article/perceived-benefits-of-loyalty-programs-and-relationship-quality/243428
http://www.igi-global.com/article/perceived-benefits-of-loyalty-programs-and-relationship-quality/243428
http://www.irma-international.org/article/the-role-of-customer-commercial-knowledge-management-in-improving-the-performance-of-employees-of-insurance-firms-in-iran/218916
http://www.irma-international.org/article/the-role-of-customer-commercial-knowledge-management-in-improving-the-performance-of-employees-of-insurance-firms-in-iran/218916
http://www.irma-international.org/chapter/foreseeing-future-lifestyle-digital-music/22590
http://www.irma-international.org/article/bidirectional-relationship-between-cash-holdings-and-financial-performance-for-banks-in-the-mena-region/267774
http://www.irma-international.org/article/bidirectional-relationship-between-cash-holdings-and-financial-performance-for-banks-in-the-mena-region/267774
http://www.irma-international.org/article/ethics-neuromarketing-and-marketing-research-with-children/203591
http://www.irma-international.org/article/ethics-neuromarketing-and-marketing-research-with-children/203591
http://www.irma-international.org/article/analyzing-effectiveness-customer-retention-strategies/69948

