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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
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