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Abstract: Store loyalty is a key focus for companies that want to retain
their customers. One strategy for building store loyalty is to develop a
loyalty program. This study aims to examine the impact of economic and
non-economic benefits of the program on store loyalty, with the mediating
role of the number of years of membership (membership duration) in the
loyalty program. The model is based on structural equation modeling
(SEM), while the statistical software AMOS was used to measure SEM.
The results of the research showed that the economic and non-economic
benefits of the loyalty program significantly affect to store loyalty, and that
the membership duration in the program has a significant impact on the
consumer's perception of the previously stated benefits, and it was
determined that with the increase in membership duration, the preference
is given to non-economic benefits.
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1. Introduction

Intense competition in the retail industry makes it difficult to maintain the acquired
competitive advantage, especially in retaining customers by retailers. Customers
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have at their disposal a number of retailers, their increased number of stores of
various formats, but also various incentives offered by retailers. In addition to
price, size, structure and quality of the assortment, services provided, loyalty
programs are the most important factors influencing the choice of stores by
customers. A recent survey conducted showed that 79% of consumers claimed they
were more likely to choose a retailer that offered a loyalty program over one that
didn't by (eMarketer, 2023). Premium rewards and enhanced customer service were
chosen as the main reasons for joining loyalty programs (eMarketer, 2023,
https://www.emarketer.com/ products/reports/).

Guided by such facts, loyalty programs are a key part of marketing strategies of
retailers. They represent a set of incentives that reward and stimulate current and
future consumer behavior (size and frequency of purchases). They provide
numerous benefits to both retailers and customers. For retailers, loyalty programs
are not only a means of increasing sales, but also a means of creating customer
loyalty (Bridson et al., 2008; Omar, 2010; Emor, 2016), developing long-term
relationships with customers (Yi & Jeon, 2003), creating stronger relationships
with them (Uncles et al., 2003), but also a a method of collecting information about
customers and maintaining advantages in relation to competition (Dowling &
Uncles, 1997; Kumar & Shah, 2004).

For customers, loyalty programs enable the realization of numerous benefits
such as: receiving discounts and gifts, better service, frequent and meaningful
communication, creating preferential treatment, improving status (Henderson et al.,
2011; Palmatier et al., 2006; Bridson et al. al., 2008). They therefore contain a
package of perceived benefits for the customer (Zakaria et al., 2014), which
include tangible, i.e. monetary (so-called hard) benefits (Kopalle et al., 2012) and
intangible (so-called soft) benefits, such as entertainment, research, social
interactions, status (Liu, 2007).

In order for loyalty programs to influence changes in customer behavior in terms
of increasing their satisfaction, loyalty to the program, store and/or company,
customers should perceive the benefits obtained as superior to the benefits offered by
competitors. Bolton et al. (2004) suggested that program benefits can explain why
customers participate in loyalty programs, as well as how these benefits motivate
them to stick with a particular company. In this context, it is important to look at the
effectiveness of various incentives. The research has shown that economic benefits
significantly influence customer satisfaction with a loyalty program, while non-
economic benefits, such as personal recognition, do not have a significant impact
(Mimouni-Chaabane & Volle, 2010). Conversely, Brashear-Alejandro et al. (2016)
and Hwang & Choi (2020) discovered that personal customer recognition and social
value, i.e. affiliation has a positive effect on customers' identification with the
company and thereby strengthens ties with specific brands. A higher degree of
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customers' identification means stronger emotional relationships between the
consumer and the brand (Stankovi¢ & Pukic¢, 2022).

The perceptions of loyalty program benefits are subjective, i.e., they are related
to the individual customer (Steyn et al., 2010), but they are also influenced by
economic, social, technological, and political factors (Robinson, 2013). Previous
studies have shown that the perception of loyalty program benefits depends on the
membership duration (Emor, 2016; Muhammad et al., 2021; Omar et al., 2010;
Sutjipto & Santoso, 2013). In this sense, it is important to differentiate the
customers based on the duration of their membership in a particular loyalty
program, since their perceptions change over time depending on shifts in their
needs and the incentives they want and expect from the retailer.

In this context, we need to ask the following questions: Is customer loyalty
program use associated with store loyalty? Do economic and non-economic
benefits of the program affect store loyalty? Does the length of loyalty program
membership indirectly affect the impact of economic and non-economic benefits?
In response to these research gaps, the research objectives of the paper are to
examine how different program benefits — economic and non-economic — affect
retailer loyalty and whether the membership duration indirectly affects this
relationship. The results of this study contribute to the literature review on how
different types of benefit programs affect store loyalty.

2. Literature review
2.1. Loyalty programs

Incentives that loyalty programs provide to customers are primarily related to
money, i.e. financial benefits. These benefits are often part of a broader group
called utilitarian or so-called hard benefits which, in addition to monetary savings,
also include savings in time, mental and physical effort (Kreis & Mafael, 2014;
Migi, 2003). In contrast, there are also non-monetary incentives related to special
services, communication and preferential treatment of customers, personal and
social identification, entertainment, research, etc. These benefits are often smeared
with the so-called soft incentives. Steyn et al. (2010) classified program benefits
into two categories: financial and informational. Similarly, in their study on hotel
loyalty programs, Berezan et al. (2013) divided the benefits of the program into
standard, elite, promotional benefits and benefits below the so-called elite status.
Leenheer et al. (2007) and Zhang and Breugelmans (2012) classified program
benefits into economic, psychological and sociological. Evanschitzky et al. (2012)
investigated the benefits of the program in terms of social benefits, special
treatment and overall value of the program. Suh and Yi (2012) investigated the
benefits of the loyalty program through hedonic and utilitarian benefits, while
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Dorotic, Bijmolt and Verhoef (2012) and Mimouni-Chaabane and Volle (2010)
investigated within the framework of utilitarian, hedonic and symbolic benefits.

Given that economic benefits are the primary driver of the relationship between
a customer and a retailer (Bridson et al., 2008; Steyn et al., 2010), the research in
this paper will be based on differentiating between economic and non-economic
benefits.

Economic benefits primarily include monetary savings such as: price discounts,
coupons, cashback, time savings, and savings in physical and psychological effort
for the customer (Mimouni-Chaabane & Volle, 2010). These benefits are
significant for the rational customers who choose programs where they can achieve
the greatest financial savings (Suh & Yi, 2012). They are considered tangible due
to their simplicity in being assessed and understood by customers (Bridson et al.,
2008; Gable et al., 2008; Steyn et al., 2010; Verhoef, 2003). However, their
effectiveness, particularly their impact on customer loyalty, may be questioned in
situations where the more economically favorable loyalty programs emerge
(Dorotic et al., 2012).

Non-economic benefits on the other hand include non-monetary benefits, such
as: privileged customer treatment, exclusive reservations, fast payment counters,
priority service. These uses are classified by some authors as hedonic (Mimouni-
Chaabane & Volle, 2010). This is confirmed by research by Reinartz (2010), who
argued that, for example, a free flight to an interesting destination is more attractive
to loyalty program members than receiving a voucher for a purchase of the same
value. Rocereto and Mosca (2012) claim that so-called hedonic products are
emotionally colored because of the pleasure they provide, which is reflected in the
strong emotional reactions of their customers. Therefore, it can be assumed that
hedonic products evoke stronger emotional reactions compared to products that
provide savings.

Non-economic benefits can also be associated with the so-called social benefits
for customers if the incentives of the program are a source of personal
identification of customers, association with something successful or desirable
(Kwiatek et al., 2021; Puki¢ et al., 2023), belonging to a certain group of people or
acquiring a certain status (Lam et al., 2010). Therefore, many authors believe that
loyalty programs should integrate non-economic benefits with other, primarily
economic benefits (Meyer-Waarden, 2015). Namely, collecting points should be
experienced as fun for program members (Johnson, 1999; Mimouni-Chaabane &
Volle, 2010), to generate a sense of pride and/or gratitude for receiving a certain
incentive or different treatment from the so-called "average" customer.

2.2. Store loyalty
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Store loyalty is an important part of a retailer's marketing strategy. Store loyalty
refers to a high level of customer commitment to regularly repurchase or use the
preferred products or services in the future, regardless of the existence of
situational influences and marketing activities that could potentially lead to
dissuasion from such behavior. Retailers who develop loyalty programs for their
customers tend to tie them to themselves and thus create "barriers to exit" for
customers that give them a competitive advantage. A higher customer retention rate
ensures higher purchase frequency (Sharp & Sharp, 1997) and lower marketing
costs (Knox & Denison, 2008). In addition, loyal consumers respond positively to
cross-selling offered by retailers and are willing to spread positive
recommendations or useful information about the store to others (Ginanjar et al.,
2024; Hendrawan & Anggraeni, 2020).

Store loyalty is complex and should be viewed through different dimensions.
The following dimensions of store loyalty are considered to be the key ones:
behavior, recommendations (word of mouth) and commitment (Bridson et al.,
2008). Behavior refers to the actions that customers show towards a particular
product or service (Kumar & Reinartz, 2018). Recommendations are described as
the act of sharing beliefs through recommendations based on personal experiences
from friends, family or colleagues (Pearce, 2021). Loyal customers inform other
potential customers and participate in free, word-of-mouth marketing (Berezan et
al., 2013).

Based on previous research, the following hypotheses can be defined:

H1: The economic benefits of loyalty programs have a positive and significant
impact on store loyalty;

H2: The non-economic benefits of loyalty programs have a positive and significant
impact on store loyalty.

2.3. The effect of the customer's membership duration in the
loyalty program on store loyalty

In order for customer loyalty programs to lead to store loyalty, it is necessary for
customers to perceive the incentives of the program as superior to those offered by
other companies. In order for the programs to have such effects, the company
should offer incentives that are significant to customers and for customers to
become aware of the benefits they receive from them. The failure of numerous
loyalty programs lies precisely in insufficient understanding of customers and their
expectations from loyalty programs. Identifying the incentives that are important to
customers has a positive effect on loyalty to both the program and the store itself.

The customer perceptions of loyalty program benefits are determined by
numerous factors. It is considered that the membership duration in loyalty
programs (measured by the number of years of membership) is a significant
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determinant that affects the perception of the benefits that a program provides. The
research has shown that the length of a customer's membership in a loyalty
program is an indicator of customer loyalty (Lacey, 2009; Meyer-Waarden, 2015).
Namely, the perceptions of the program member can change over time, mainly due
to a greater experience with the product category or brand (Day, 2002). Remaining
in the program is the result of the customer's positive experience with the program
retailer and the fulfillment of his expectations. Staying in the program means that
the customer "rewards" the company that invests efforts in his loyalty (Omar et al.,
2010; Emor, 2016). Therefore, one should make a difference in the perceptions of
the benefits of the loyalty program between the members of the program depending
on the length of engagement in a particular program. Starting from the previous
one, this research conceptualizes the membership duration, that is, the number of
years of membership as a mediating factor that affects the perception of economic
and non-economic benefits of loyalty programs.

H3a: Consumer perception of economic benefits is greater with longer membership
duration;

H3b: Consumer perception of non-economic benefits is greater with longer
membership duration.

3. Research methodology

Consistent with the defined research hypotheses, Figure 1 illustrates the conceptual
framework of the study.

Figure 1: Conceptual framework
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Testing of the research hypotheses was based on empirical research conducted
using the survey methods. The questionnaire as a research instrument contained the
dimensions of economic and non-economic benefits of loyalty programs. The
economic benefits of loyalty programs were analyzed and adapted in accordance
with So et al. (2015), while the non-economic benefits of loyalty programs were
adapted in accordance with So et al. (2015) and Raab et al. (2016). The
questionnaire also contained the statements related to store loyalty, and adjusted in
accordance with Bridson et al. (2008). The respondents had the opportunity to
express their level of agreement with each statement within the defined variables
on a five-point Likert scale. At the start of the questionnaire, the respondents were
informed that their responses would remain anonymous and that the data would be
used solely for research purposes. The research was distributed on the territory of
the Republic of Serbia. The number of distributed online questionnaires (Google
forms) was 302, and all were completed and processed. Additionally, the research
was conducted in the period between October and December 2024. Table 1
presents the demographic characteristics of the sample.

Table 1: Demographic characteristics of the respondents

Element Number of Percentage share
respondents (%)
Gender 302 100.0
Male 78 25.8
Female 224 74.2
Age 302 100.0
up to 20 years 117 38.7
21-30 years 92 30.5
31 -40 years 93 30.8
Education 302 100.0
High School 159 52.6
Faculty/Master 143 47.4
Status 302 100.0
Employed 224 74.2
Unemployed 15 4.9
Student 63 20.9

Source: Authors’ research

Empirical research began with descriptive statistics, followed by exploratory
factor analysis. Next, the internal consistency of the findings within the obtained
factors was determined using the Cronbach alpha coefficient. Additionally, the model
fit was assessed through confirmatory factor analysis by calculating the values of
several important fit indices (y2/df, CFI; TLI; IFI; GFI; NFI; RFI; RMSEA). To
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examine the significance and strength of the relationships in the proposed model, The
Structural Equation Modeling (SEM) was applied, and the moderating role of the set
variable was assessed. Specifically, the strength of the tested relationships was
evaluated by analyzing the values of the standardized regression coefficients. All of
the above data analyses were conducted using SPSS and AMOS. Before that, the
assumptions of the application of SEM analysis were examined, i.e. the properties of
linearity, normality and multicollinearity were tested.

4. Research results

For all the variables in the research model, as well as the individual statements
within each variable, the arithmetic mean and standard deviation values were
calculated to examine the homogeneity of respondents' attitudes. The results of the
descriptive analysis for all variables are presented in Table 2. Analysis of Table 2
shows that non-economic benefits have a slightly higher arithmetic mean value (M
=4.30) compared to economic benefits (M = 4.03). Additionally, the variable store
loyalty shows an arithmetic mean value of 4.05. Interpreting the results of
individual statements reveals that the highest mean value is for the statement "I
maintain close relationships with the loyalty program members" (M = 4.68), while
the lowest mean value was recorded for the statement "I am likely to continue
purchasing from this store in the future" (M = 3.68).

Table 2: Values of the descriptive statistics

Statements Sample Standard N of

Mean (M) | Deviation (SD) | Items/Source

Economic benefits 4.03 1.101 3

Membership in this loyalty program helps 3.85 1.120 So et al.

me save money (2015)

I gain additional benefits with my 4.05 1.043 So et al.

purchases, by joining this loyalty program (2015)

This loyalty program offers significant 4.18 1.140 So et al.

value for the money spent (2015)

Non-economic benefits 4.30 1.015 3

I maintain close relationships with the 4.68 0.839 Raab et al.

loyalty program members (2016)

Being a member of this loyalty program is 4.06 1.142 So et al.

like being part of a social club (2015)

I feel special as a member of the loyalty 4.16 1.065 Raab et al.

program (2016)

Store Loyalty 4.05 1.187 3

I am likely to continue purchasing from 3.68 1.342 Bridson et al.

this store in the future (2008)

I would suggest this store to anyone who 431 1.191 Bridson et al.

asks for my recommendation. (2008)
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I would advise my friends and family to 3.96 1.227 Bridson et al.
make purchases from this store. (2008)
I consider this store my top choice for 4.25 0.987 Bridson et al.
purchasing the right products (2008)

Source: Authors’ research

The standard deviation value is lower for the variable non-economic benefits of
the loyalty program (SD = 1.015) compared to the variable economic benefits of
the loyalty program (SD = 1.101), while the standard deviation for the store loyalty
variable is 1.187. Specifically, analyzing the results of individual statements shows
that the highest level of agreement among respondents is with the statement "I
maintain close relationships with the loyalty program members" (SD = 0.839),
while the lowest level of agreement, or the highest standard deviation, was
recorded for the statement "I am likely to continue purchasing from this store in the
future" (SD = 1.342).

Before testing the research hypotheses, a reliability analysis was conducted.
Based on the value of the Cronbach's alpha coefficient, the consistency of the
dimensions was checked, that is, it was determined whether the statements within
the given dimensions are reliable. All dimensions of the loyalty program (economic
and non-economic benefits) and store loyalty had a coefficient greater than 0.7,
indicating that the internal consistency was achieved. Then, an exploratory factor
analysis was conducted in order to evaluate the need to assess the fit and validity of
the model. The results are shown in Table 3.

Table 3: Results of Cronbach’s Alpha coefficient and exploratory factor analysis

Variables Cronbach's | N of KMO a'nd Sig. Totfll
Alpha Items Bartlett's varlapce
Test explained
Economics benefits 0.920 3 0.812 .000 76.23
Non-economic 0.906 3 0.788 .000 84.12
benefits
Store loyalty 0.912 4 0.796 .000 86.51

Source: Authors’ research

The results of the exploratory factor analysis indicate that all the variables in
the research model meet the criteria, with KMO test values above the 0.5 threshold
and a statistically significant p-value of 0.000 (Harrington, 2009). Specifically, for
the economic benefit dimension of the loyalty program, which consists of 3 items,
the KMO value was 0.812, while the KMO value for the non-economic benefit
dimension was 0.788. The store loyalty variable, which includes 3 items, has a
KMO value of 0.796. All the variables analyzed are explained by one factor,
suggesting that the statements within each variable are consistent, and the
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proportion of variance explained is shown in the total variance explained column.
Higher percentages of explained variance indicate better results from the analysis.

Based on the reliability analysis and confirmatory factor analysis conducted,
the resulting research model is presented in Figure 2.

Figure 2: Research model

0,

Source: Authors’ research

The model as a set requires an analysis of relevant SEM indicators that confirm
or reject the proposed variables. To begin with, the ¥2/df indicator was applied, and
its value should be less than 5 (Marsh & Hocevar, 1985). Following this, the NFI,
IFI, TLI, and CFI indicators reflect better model validity as their values approach 1.
In the current research model, these values are as follows: NFI (.947), IFI (.935),
TLI (.945), and CFI (.956). Lastly, the RMSEA indicator does not fall within the
recommended range, but the analysis can still proceed, as deviations of one or two
are deemed acceptable. Based on these parameters, all of which meet the
recommended ranges, we conclude that the research model is acceptable, and the
validity conditions have been satisfied.

Table 4: SEM analysis results

Observed Statistical
Hypotheses . . Estimate | significance Result R?
relationship ()
Hypothesis 1 | EB—» Store Loyalty 0.792 .000 Accepted 0875
Hypothesis 2 | NB—» Store Loyalty 0.965 .000 Accepted )

Source: Authors’ research
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The results of the tested relationships between the variables, concerning the
analysis of the hypotheses set in the paper, are shown in Table 4. Testing the first
hypothesis, which examines the relationship between the economic benefits of the
loyalty program and store loyalty, indicates that the economic benefits of the
loyalty program have a statistically significant effect on store loyalty (B = 0.792, p
<.000). The second hypothesis aimed to investigate the influence between the non-
economic benefits of loyalty programs and store loyalty. The analysis shows that
the non-economic benefits of the loyalty program significantly affect store loyalty
(B = 0.965, p < .000). Based on the results, it can be concluded that the first and
second hypotheses are accepted.

The coefficient of determination R? in this research model indicates that 87.5%
of the variability in the dependent variable of loyalty is explained by the applied
model, while 12.5% of the variability remains influenced by other external factors
not included in the model.

Table 5: Testing the relationship in the model (SEM) - Moderation effects

Dependent Moderators Economics benefits Non-economic benefits
Estimate Statistical Estimate Statistical
significance significance
(@) @)
Store loyalty | Membership 0.246 .000%** 0.497 .000***
duration

Notes: p <.000%** p <.001** p <.005*
Source: Author's research

The third hypothesis examined the moderating role of the number of years of
membership in a loyalty program in relation to economic and non-economic
benefits and store loyalty. The aim of the final hypothesis was to test whether the
consumer perception of the economic and non-economic benefits of the loyalty
program increases with the growth in the number of years of membership, which
leads to a stronger loyalty toward the store. The research results show that the
membership duration in the loyalty program has a statistically significant impact on
consumer perception of economic and non-economic benefits, which in turn
influences store loyalty. Specifically, the length of membership in the loyalty
program significantly affects store loyalty by strengthening the consumer
perception of the economic benefits of the loyalty program (B= 0.246, p< .000) and
the non-economic benefits of the loyalty program (B= 0.497, p< .000). In other
words, with each additional year of membership in the loyalty program, consumer
loyalty to economic benefits increases by 0.246 units, while the loyalty to non-
economic benefits increases by 0.497 units.

5. Discussion
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Theoretical considerations of the economic and non-economic benefits of loyalty
programs and store loyalty, as well as the implemented empirical research, allow
the formation of certain conclusions that are significant for academic and business
practice. The analysis of the results began with checking the internal consistency of
the variable, but also the degree of explanatory of the factors. Then, the fit of the
model was examined through confirmatory factor analysis, calculating the values
of important fit indices. Specifically, a structural equation model was applied to
examine the significance and strength of the relationships of the hypotheses, and
then the moderating role of the variable was determined.

Within the framework of the structural equation model, the first hypothesis was
first analyzed, which aimed to examine the impact of the economic benefits of the
loyalty program on store loyalty. The research results show that there is a significant
influence between the economic benefits of the loyalty program and store loyalty (B
=.792, p <.000). Muhammad et al., (2021) explain that the value provided to loyalty
program members plays a significant role in shaping customer loyalty to a brand.
Similar results were interpreted in other relevant studies (Mimouni-Chaabane &
Volle, 2010; Fathy & Zidan, 2017; Bridson et al., 2008; Ramadan et al., 2017). In
addition, Demoulin & Zidda (2008) suggest that loyal behavior of consumers
towards a brand significantly influences store loyalty, which is in agreement with
other researches (Demoulin & Zidda, 2008; Ginanjar et al., 2024).

The second defined hypothesis aimed to examine the impact of non-economic
benefits on consumer loyalty towards the store. The research results show that
there is a significant influence between non-economic benefits and store loyalty,
and in accordance with the obtained statistically significant value (Sig. 0.000).
Specifically, the results show that non-economic benefits have a statistically
significant effect on store loyalty (B = .610, p <.000). The results obtained in this
way agree with previous scientific research that implies that non-economic benefits
lead to stronger consumer loyalty compared to tangible, i.e. monetary benefits
(Kwiatek et al., 2021; Pukic¢ et al., 2023). Also, research by Omar et al. (2010)
indicates that non-economic benefits for members have a higher value than
economic benefits, such as invitations to exclusive sales, special benefits or special
insurance for members. This further means that modern consumers value the
intangible benefits that create emotional relationships between the consumer and
the brand, as well as a sense of belonging and acceptance within the loyalty
program by other members (Hwang & Choi, 2020).

Overall, a review of the literature on the research of economic and non-
economic benefits of loyalty programs indicates that the evaluation of economic
and non-economic benefits of loyalty programs also leads to store loyalty (Bridson
et al., 2008; Meyer-Waarden, 2015; Ramadan et al., 2017; Fathy & Zidan, 2017,
Hendrawan & Anggraeni, 2020). Mimouni-Chaabane and Volle (2010) indicate
that consumers perceive utilitarian, hedonic and symbolic benefits as an indicator
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of companies' commitment in terms of resources, effort and attention they invest to
maintain or improve the relationship with consumers.

Finally, the third hypothesis indicated the moderating effect of years of
membership on store loyalty. First, the research results indicate that the number of
years of membership has a statistically significant influence on the acceptance of
economic and non-economic benefits of loyalty programs. The results obtained in
this way strengthen the relationship between the economic and non-economic
benefits of loyalty programs and store loyalty. In general, based on the research
conducted by Jaramillo and Spector (2015) and Li (2018) on the behavior of
consumers within the loyalty program, their positive attitude towards the benefits
provided by the loyalty program was indicated. Santoso and Sutjipto (2013) state in
their research that gifts and other benefits that are realized based on the length of
membership in loyalty programs influence their loyalty.

6. Conclusion

The empirical research conducted allows the development of theoretical and
practical conclusions. Namely, based on the conducted research, through a set of
statistical methods, the results showed that the economic and non-economic
benefits of the loyalty program significantly affect store loyalty. In this way, the
first and the second hypotheses were confirmed. This further means that consumers
recognize and value the benefits of loyalty programs that connect them with the
company and create loyalty to the store. The moderation effect was applied to test
the third hypothesis. Based on the analysis, it was found that the duration of
membership in the program has a significant impact on consumers' perception of
economic and non-economic benefits, which also strengthens store loyalty. The
research shows that consumers value both economic and non-economic benefits of
loyalty programs, with the increasing years of membership giving preference to
non-economic benefits.

The findings of this research provide significant practical contributions to
businesses, helping them design the benefits of their loyalty programs effectively in
line with the specific characteristics of their target consumer groups. First, the
study confirms the importance of loyalty programs and the various benefits
recognized by the consumers, indicating that implementing these programs should
be a priority for all stores. Furthermore, a well-designed structure of benefits within
a loyalty program can become a powerful marketing tool for building stronger
relationships with consumers, thereby strengthening their emotional connection
with the brand or business. Such a relationship, in turn, contributes to higher
profitability and improved consumer retention rates. Based on the research results,
when designing loyalty programs, it is important to balance between the economic
benefits (such as efficient point systems where consumers can redeem points for
vouchers and products) and the non-economic benefits (such as rewards for
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collecting points through gamification, exclusive sales invitations, special
conveniences and other types of rewards).

Despite the valuable findings of this research, there are certain limitations that
should be acknowledged, primarily related to the sample size and the exclusion of
additional factors from the analysis. To improve future research, it would be
important to include variables such as WOM communication, consumer trust, and
consumer satisfaction, as these are the key predictors of store loyalty and offer a
more comprehensive view of the factors that shape the relationship between
program loyalty and store loyalty. Additionally, incorporating other moderating
variables, such as gender, age, and education level of respondents, would provide a
deeper understanding of consumer perceptions regarding the benefits structure of
loyalty programs and highlight how the personal characteristics influence the
evaluation of these benefits.

References

Berezan, O., Raab, C., Tanford, S. & Kim, Y. S. (2013). Evaluating loyalty constructs among
hotel reward program members using eWOM. Journal of Hospitality & Tourism
Research, 37(4), 1-28. https://doi.org/10.1177/1096348012471384

Boedeker, M. (1997). Relationship marketing and regular customer cards: Daily product
retailing in Finland. Marketing Intelligence & Planning 15(6), 249-257.

Bolton, R.N., Lemon, K.N. & Verhoef, P.C. (2004). The theoretical underpinnings of customer
asset management: A framework and propositions for future research. Journal of the
Academy of Marketing Science, 32(3), 271-292.
https://doi.org/10.1177/0092070304263341

Brashear-Alejandro, T., Kang, J. & Groza, D. M. (2016). Leveraging loyalty programs to build
customer—company identification, Journal of Business Research, 69(3), 1190-1198.
http://dx.doi.org/10.1016/j.jbusres.2015.09.014

Bridson, K., Evans, J. & Hickman, M. (2008). Assessing the relationship between loyalty
program attributes, store satisfaction and store loyalty. Journal of Retailing and
Consumer Services, 15(5), 364-374. https://doi.org/10.1016/j.jretconser.2007.08.0 04

Day, E. (2002). The role of value in consumer satisfaction. Journal of Consumer Satisfaction,
Dissatisfaction and Complaining Behavior, 15, 22-32.

Demoulin, N. T. M. & Zidda, P. (2008). On the impact of loyalty cards on store loyalty: does the
customers’ satisfaction with the reward scheme matter? Journal of Retailing and
Consumer Services, 15(5), 386-398. https://doi.org/10.1016/j.jretconser.2007.10.001

Dorotic, M., Bijmolt, T.H.A. & Verhoef, P.C. (2012). Loyalty programmes: Current knowledge
and research directions. International Journal of Management Reviews 14(3), 217-237.
http://dx.doi.org/10.1111/j.1468-2370.2011.00314.x

Dowling, G.R. & Uncles, M. (1997). Do customer loyalty programs really work? Sloan
Management Review, 38(4), 71-83.

bukic, S., Sokolov Mladenovi¢, S. & Stankovi¢, J. (2023). Uticaj programa lojalnosti na lojalno
ponasanje potroSaca. Marketing, 54(3), 157-168. https://doi.org/10.5937/mkng2303157D

E-marketer. (2023). Retailers Launch Loyalty Programs at Rapid Pace Amid Membership
Increases. (Available at https://www.emarketer.com/content/retailers-launch-loyalty-
programs-rapid-pace-amid-membership-increases)



Stankovié, Dukié / Economic Themes, 62(4): 503-520 517

Emor, K.L. (2016). The influence of loyalty program membership card and customer experience
on customer loyalty at the Urban Gym Aston Hotel Manado. Journal EMBA, 4(2), 372-
381. https://doi.org/10.35794/emba.4.2.2016.13048

Evanschitzky, H., Wangenheim, F.V. & Wiinderlich, N.V. (2012). Perils of managing the
service profit chain: The role of time lags and feedback loops. Journal of Retailing, 88
(3), 356-366. https://doi.org/10.1016/j.jretai.2012.01.003

Fathy, E.A. & Zidan, H.A.K. (2017). Do loyalty program in the airline and hotel industries
affect customer satisfaction and loyalty? International Journal of Heritage, Tourism and
Hospitality, 11(3), 246-266. https:///doi.org/10.21608/ijhth.2017.30233

Gable, M., Fiorito, S.S. & Topol, M.T. (2008). An empirical analysis of the components of
retailer customer loyalty programs. International Journal of Retail & Distribution
Management 36(1), 32-49. https://doi.org/10.1108/09590550810846983

Ginanjar, A.A., Ariyanti, M. & Hidayah, R.T. (2024). The Impact of E-Loyalty Program on
Store Loyalty: The Mediating Role of E-Satisfaction and Moderation by Switching Cost.
Quality Access to Success, 25(203), 227-236.

Harrington, D. (2009). Confirmatory Factor Analysis. New York: Oxford University Press.

Henderson, C.M., Beck, J.T. & Palmatier, R.W. (2011). Review of the theoretical underpinnings
of loyalty programs. Journal of Consumer Psychology 21(3), 256-276.
https://doi.org/10.1016/j.jcps.2011.02.007

Henderson, C.M., Beck, J.T. & Palmatier, R.W. (2011). Review of the theoretical underpinnings
of loyalty programs. Journal of Consumer Psychology, 21, 256-276.
https://doi.org/10.1016/j.jcps.2011.02.007

Hendrawan, D. & Anggraeni, R. (2020). Is the loyalty program effective in creating loyalty
program satisfaction and store loyalty? An evidence from Indonesia retail industry.
Journal of Applied Management (JAM), 18(4), 645-655.
https://doi.org/10.21776/ub.jam.2020.018.04.04

Hwang, J. & Choi, L. (2020). Having fun while receiving rewards? Exploration of gamification
in loyalty programs for consumer loyalty. Journal of Business Research, 106(January),
365-376. https://doi.org/10.1016/j.jbusres.2019.01.031

Jaramillo, F. & Spector, P. (2015). Sunk cost effect, escalation of commitment and the principle
of fungibility: consumers' reactions to membership cards. In Creating and Delivering
Value in Marketing, (148-154). Springer, Cham, https://doi.org/10.1007/9783319-
11848248.

Johnson, K. (1999). Making loyalty programs more rewarding. Direct Marketing 61(11), 24-27.

Kaynak, E., Salman, G.G. & Tatoglu, E. (2007). An integrative framework linking brand
associations and brand loyalty in professional sports. Journal of Brand Management,
15(5), 336-357. https://doi.org/10.1057/palgrave.bm.2007.29

Knox, S. & Walker, D. (2001). Measuring and Managing Brand Loyalty. Journal of Strategic
Marketing, 9(2), 111-128. https://doi.org/10.1080/713775733

Kopalle, P.K., Sun, Y., Neslin, S.A., Sun, B. & Swaminathan, V. (2012). The joint sales impact
of frequency reward and customer tier components of loyalty programs. Marketing
Science, 31(2), 216-235. https://doi.org/10.1287/mksc.1110.0687

Kreis, H. & Mafael, A. (2014). The influence of customer loyalty program design on the
relationship between customer motives and value perception. Journal of Retailing and
Consumer Services, 21(4), 590-600, https://doi.org/10.1016/j.jretconser.2014.04.006

Kumar, V. & Shah, D. (2004). Building and sustaining profitable customer loyalty for the 21st
century. Journal of Retailing, 80(4), 317-329.



518 Stankovié, Pukié¢/ Economic Themes, 62(4): 503-520

Kumar, V. & Reinartz, W. (2018). Customer Relationship Management Concept, Strategy, And
Tools, Third Edition. Springer-Verlag Gmbh Germany.

Kwiatek, P., DZenopoljac, V. & Rauf, A. (2021). Loyalty program value: Give me more or treat
me better? Hotel and Tourism Management, 9(2), 11-23.
https://doi.org/10.5937/menhottur2102011K.

Lacey, R. (2009). Limited influence of loyalty program membership on relational outcomes.
Journal of Consumer Marketing, 26(6), 392-402.
https://doi.org/10.1108/07363760910988210

Lam, S.K., Ahearne, M., Hu, Y. & Schillewaert, N. (2010). Resistance to brand switching when
a radically new brand is introduced: A social identity theory perspective. Journal of
Marketing, 74(6), 128-146. https://doi.org/10.1509/jmkg.74.6.

Leenheer, J., Van Heerde, H.J., Bijmolt, T.H. & Smidts, A. (2007). Do loyalty programs really
enhance behavioral loyalty? An empirical analysis accounting for self-selecting
members. International Journal of Research in Marketing, 24(1), 31-47.
https://doi.org/10.1016/j.ijresmar.2006.10.005

Li, C.Y. (2018). Consumer behavior in switching between membership cards and mobile
applications: The case of Starbucks. Computers in Human Behavior, 84, 171-184.
https://doi.org/10.1016/j.chb.2017.12.042

Liu, Y. (2007). The long-term impact of loyalty programs on consumer behaviour and loyalty,
Journal of Marketing, 71, 19-35. https://doi.org/10.1509/jmkg.71.4.19.

Maigi, A.W. (2003). Share of wallet in retailing: the effects of customer satisfaction, loyalty
cards and shopper characteristics. Journal of Retailing, 79(2), 97-106.
https://doi.org/10.1016/S0022-4359(03)00008-3

Marsh, H.W. & Hocevar, D. (1985). Application of confirmatory factor analysis to the study of
self-concept: First- and higher order factor models and their invariance across groups.
Psychological Bulletin, 97(3), 562-582. https://doi.org/10.1037/0033-2909.97.3.562

Meyer-Waarden, L.M. (2015). Effects of loyalty program rewards on store loyalty. Journal of
Retailing and Consumer Services, 24, 22-32.
https://doi.org/10.1016/j.jretconser.2015.01.001

Mimouni-Chaabane, A. & Volle, P. (2010). Perceived benefits of loyalty programs: Scale
development and implications for relational strategies. Journal of Business Research, 63
(1), 32-37. https://doi.org/10.1016/j.jbusres.2009.01.008

Muhammad, F., Rozi, F. & Supriyanto, S. A. (2021). The influence of membership program on
customer loyalty mediated by customer satisfaction. International Journal of Research in
Business and Social Science, 10(6), 34-41. https://doi.org/10.20525/ijrbs.v10i6.1362

Omar, N.A., Musa, R., Wel, CA.W. & Aziz, N.A. (2012). Examining the moderating effects of
programme membership duration in the retail loyalty programme: A multi groups causal
analysis  approach. World Applied Sciences Journal, 19(3), 314-323.
https://doi.org/10.5829/idosi.wasj.2012.19.03.1518

Omar, N.A., Wel, C.A.C., Musa, R. & Nazri, M.A. (2010). Program benefits, satisfaction and
loyalty in retail loyalty program: exploring the roles of program trust and program
commitment. Journal of Marketing Management, 94), 6-28.
https://doi.org/10.1016/j.jretai.2004.10.007

Palmatier, R.-W., Gopalakrishna, S. & Houston, M.B. (2006). Returns on business-to-business
relationship marketing, investments: Strategies for leveraging profits, Marketing Science,
25(5), 477-493. https://doi.org/10.1287/MKSC.1060.0209



Stankovié, Dukié / Economic Themes, 62(4): 503-520 519

Pearce, M. (2021). Customer Relationship Management How To Develop And Execute A Crm
Strategy. Business Expert Press.

Raab, C., Berezan, O., Krishen, A. S. & Tanford, S. (2016). What“s in a word? Building
program loyalty through social media communication. Cornell Hospitality Quarterly,
57(2), 138-149. https://doi.org/10.1177/1938965515619488

Ramadan, A.A., Kasuma, J., Yacob, Y., Shahrinaz, 1. & Rahman, D.H.A.A. (2017). Loyalty
program, store satisfaction and Starbuck’s brand loyalty among the millennial. Advanced
Science Letters, 23(8), 7420-7423. https://doi.org/10.1166/as1.2017.9489

Reinartz, W.J. (2010). Understanding customer loyalty programs. In Retailing in the 21st
Century: Current and Future Trends, edited by M. Krafft & M.K. Mantrala, 409-427.
Berlin: Springer.

Robinson, S. (2013). The 2013 Maritz Loyalty Report. Available at http://www.maritzmotivat
ion.com/~/media/Files/

Rocereto, J.F. & Mosca, J.B. (2012). The differential roles of product brand image and store
brand image in retail loyalty: A self-concept image congruity perspective. Journal of
Business & Economics Research, 10(2), 77-96. https://doi.org/10.19030/jber.v10i2.6788

Santoso, J. & Sutjipto, A.N. (2013). Persepsi konsumen terhadap membership card dan
pengaruhnya terhadap loyalitas kosumen Di Narita Hotel Surabaya. Jurnal Hospitality
dan Manajemen Jasa, 1(1), 17-35.

Sharp, B. & Sharp, A. (1997). Loyalty programs and their impact on repeat-purchase loyalty
patterns.  Journal ~ of  Research in Marketing, 14(5),  473-486,
ttps://doi.org/10.1016/S0167-8116(97)00022-0

So, J., Achara, C., Hanb, D., Agrawalc, N., Duhachekd, A. & Maheswaran, D. (2015). The
Psychology of Appraisal: Specific Emotions and Decision-Making. Journal of Consumer
Psychology, 25(3), 359-371. https://doi.org/10.1016/j.jcps.2015.04.003

Stankovi¢, J. & Pukié, S. (2022). Brand personality as a determinant of consumer loyalty of
mobile phones and cars in the Republic of Serbia. Economic Themes, 60(4), 513-531.
https://doi.org/10.2478/ethemes-2022-0028

Steyn, P., Pitt, L., Strasheim, A., Boshoff, C. & Abratt, R. (2010). A cross-cultural study of the
perceived benefit of a retailer loyalty scheme in Asia. Journal of Retailing and Consumer
Services, 17(5), 355-373. https://doi.org/10.1016/j jretconser.2010.03.017

Suh, J.C. & Yi, Y. (2012). Do consumption goals matter? The effects of online loyalty programs
in the satisfaction-loyalty relation. Psychology and Marketing, 29(8), 549-557.
https://doi.org/10.1002/mar.20542

Uncles, M.D., Dowling, G.R. & Hammond, K. (2003). Customer loyalty and customer loyalty
programs. Journal of Consumer Marketing, 20(4), 294-316.
https://doi.org/10.1108/07363760310483676

Verhoef, P. (2003). Understanding the effect of customer relationship management efforts on
customer retention and customer share development. Journal of Marketing, 67(4), 30-45.
https://doi.org/10.2307/30040548

Yi, Y. & Jeon, H. (2003). Effects of loyalty programs on value perception, program loyalty, and
brand loyalty. Journal of the Academy of Marketing Science, 31(3), 229-240.
https://doi.org/10.1177/0092070303031003002

Zakaria, 1., Rahman, B.A., Othman, A K., Yunus, N.A.M., Dzulkipli, M.R. & Osman, M.A F.
(2014). The Relationship between Loyalty Program, Customer Satisfaction and
Customer Loyalty in Retail Industry: A Case Study. Procedia - Social and Behavioral
Sciences, 129, 23 — 30. https://doi.org/10.1016/j.sbspro.2014.03.643



520 Stankovié, Pukié¢/ Economic Themes, 62(4): 503-520

Zhang, J. & Breugelmans, E. (2012). The impact of an item-based loyalty program on consumer
purchase  behavior. Journal of Marketing Research, 49(1), 50-65.
https://doi.org/10.1509/jmr.09.0211.

EFEKTI PROGRAMA LOJALNOSTI NA LOJALNOST
PREMA PRODAVNICI - MODERATORSKA ULOGA
BROJA GODINA CLANSTVA

Rezime: Lojalnost prema prodavnici predstavlja kljuéni fokus za kompanije
koje Zele da zadrze svoje kupce. Jedna od strategija za izgradnju lojalnosti
prema prodavnici je razvoj programa lojalnosti. Ova studija ima za cilj da ispita
uticaj ekonomskih i1 nekonomskih benefita programa na lojalnost prema
prodavnici, sa posrednickom ulogom broja godina clanstva (duzine trajanja
clanstva) u programu lojalnosti. Model se zasniva na modeliranju strukturnih
jednacina (SEM), dok je statisticki softver AMOS koriséen za merenje SEM-a.
Rezultati istrazivanja su pokazali da ekonomske 1 neekonomske koristi
programa lojalnosti znacajno uti¢u na lojalnost prodavnicama, a da trajanje
clanstva u programu ima znacajan uticaj na percepciju potrosaca navedenih
koristi, pri ¢emu je utvrdeno da se sa povecanjem duzine ¢lanstva daje prednost
neekonomskim pogodnostima.

Kljucne recéi: program lojalnosti, efekti, lojalnosti prodavnici, trajanje ¢lanstva
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