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ABSTRACT
The focus of this study is to examine jointly the impact of the Loyalty Program Quality and brand attachment 
on W-O-M intentions through: satisfaction and loyalty. Exploratory and confirmatory analyses were adopted 
give a new measurements’ structures. The authors used the structural equation method to confirm the different 
relationships. The results show that LPQ affect positively the satisfaction, and negatively the loyalty. LPQ 
has an indirectly effect on WOM intentions but through satisfaction. The mediating effect of satisfaction in 
the relationship between LPQ and Loyalty is rejected. This finding can be explained by the nature of mobile 
sector in Tunisia. Operators must listen to customers and better communicate with them to develop programs 
based on their expectations. The brand attachment reinforces the customer loyalty by helping operators to 
develop an efficient loyalty program. The results gave explanations to their model but they also showed the 
possibility of integrating other concepts which can improve the quality of contributions. These are particularly 
related to trust, consumer retention, personal interaction quality.
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INTRODUCTION

The loyalty concept has an important role, 
namely, in the saturated market. This last is 
characterized by: competition intense and re-
cruitment costs are higher than those associated 
with retention (e.g., Bolton and Drew, 1994; 
Norizan et al., 2010). Retention strategy is a 
plausible alternative to develop the company’s 

business and to defend its market share. The 
firm should determine the specific customers’ 
profiles (specific information) to respond to their 
needs or expectations and to satisfy them (e.g., 
Peppers et al., 1999). In fine, it aims through 
rewards to have customer retention (e.g., Beker 
et al., 2009; Berné et al., 2001; Dwyer et al., 
1987; Gummesson, 1999; Lewis, 2006; Peck et 
al., 1999). The effect of loyalty program is then 
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manifested in the duration of the relationship 
(e.g., Bahri-Ammari, 2014; Bolton et al. 2000; 
Sharp and Sharp, 1997; Verhoef & Langerak, 
2002) and by the efficient WOM intentions (Kim 
& Lee, 2011). Generally, the more customer 
stay loyal to the firm, the more propensities 
to recommend the firm are strongly and the 
more are appropriate the recommendations. 
This interpersonal and informal (WOM) com-
munication takes benefits from the free aspect 
and especially of the conviction effect. This last 
has a direct connection with the affective emo-
tion of the customer, that is the reason for what 
we must evoke the brand attachment concept. 
Some of several approaches are related to the 
determinant role of brand in the contribution 
of the evaluation of customer emotion and of 
the strong sense of adhesion. The customer 
perception to the brand is thus manifested by 
attachment (e.g., Belaîd & Temessek-Behi, 
2011; Feldweck, 1996). Other concerns the 
marketing paradigm which focuses on the long 
term relationship consequences, such: brand 
engagement. This one has two dimensions: 
cognitive and affective. According to Belaîd 
& Temessek-Behi, (2011), the cognitive emo-
tion integrated the perception of the risk and 
the switching cost, whereas the affective is 
referred to attachment. In the theory, the brand 
attachment is an emergent concept that can 
explain the affective relationship between the 
customer and the brand. It is an affective reaction 
and a sustainable emotional relationship (e.g., 
Belaîd & Temessek-Behi, 2011; Cristau, 2001; 
Fournier, 1998; Lacoeuille, 2000). Despite a 
lack of research concerning the determinant 
of the brand attachment, Webster (1992) ar-
gues the importance of relationship variables 
between the individual aspects and the brand 
attachment. There are also for the satisfaction, 
loyalty, trust…..

Through this paper, we will try to explain 
if the loyalty program perception affects the 
WOM? To show if the impact is direct or indirect 
through others variables such: satisfaction and 
loyalty? And finally, by evaluating the contri-
bution of the brand attachment to reinforce 
the WOM?

In this paper, we will start by presenting 
the literature review on the different concepts 
of our research. Once the relationships between 
the different variables of the research have been 
established, then we test the structural model 
through second generation methods. We will 
after present and interpret the results, discuss 
and conclude this work by advancing sugges-
tions for other future research in the same sector.

CONCEPTUAL FRAMEWORK

Loyalty Program Quality

Customer loyalty program is defined as: “…
mechanism for identifying and rewarding loyal 
customers” (e.g., Rayer, 1996), The objectives 
consist in: selling more expensive, making prof-
its generated by customer, reducing costs and 
the recommendation effect or free advertising 
(Reichheld, 1996). The company, through its 
loyalty tools, seeks to increase the number of 
products purchased (e.g., Strauss et al., 2005; 
Yau et al., 2000) and to enhance the customer 
relationships duration that generate higher 
income (e.g., Vesel & Zabkar, 2009). These 
techniques are also chosen to improve the cross 
selling (e.g., Bult, 1993; Roberts & Berger, 
1998; Spring et al., 2001). The loyalty pro-
gram affects customer retention but indirectly 
through loyalty (e.g., Bolton et al., 2000; Sharp 
& Sharp, 1997; Verhoef & Langerak, 2002). 
Loyal customers are willing to pay more for 
the same product since they fear contacts with 
cheaper and unknown competitors for them 
(e.g., Reichheld & Sasser, 1990). The customer 
will consider the surcharge as lower total price 
of the new product purchased, and which may 
dissatisfy him. Loyalty programs, through 
promotion, contribute positively to enhance 
purchases and consumption (e.g., Bell et al., 
1999; Neslin et al., 1985; Shor & Oliver, 2006; 
Wansink & Deshpande, 1994; Yau et al., 2000). 
Relying on tools, their aim is retaining custom-
ers with a high financial value. These profits 
generated following the purchasing frequency 
and average amount of purchases made by cus-
tomers (e.g., Ryals & Knox, 2006). The more 
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