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Abstract

The increasing competition between retailers has created the need of developing more sophisticated activities in order to gain market share. However, the approaches dealing with the customer satisfaction, consumer retention and loyalty programs are become more helpful for the management of the companies. The common vehicle of this kind of activities is the launch of a loyalty card program. Therefore the survey was performed among 404 super market card holders in Greece. The analysis of the results came from Descriptive analysis, Factor analysis and Gross tabulation analysis. The findings confirm that there is strong relationship between the frequency of visits and use of loyalty cards even thought loyalty carts is not the first reason of choosing an outlet.     
Introduction
Customer loyalty programs collect massive amounts of data that the company should process and analyze. The large number of consumer details the opportunity to the companies to create a solid knowledge about their customers in individually and in aggregate basis. ( Byrom, 2001).
Customer loyalty is one of those elusive qualities that every company strives to achieve. Customer loyalty scheme is a good case where the front lines between marketing and “mainstream” marketing, customer database and communication have been broken (O’Malley, 1998).

A generic discount or points reward system is not necessarily the best way to achieve marketing objectives because it doesn't reward the customer for taking the desired action.  According to Uncles et al, (2003) there are two basic objectives for any loyalty scheme; firstly to increase the volume of sales by increasing the usage and purchase level and secondly to built strong relationship between customer and brand. Therefore, any brand has to built a strong relationship with the customer, this is the fundamental purpose of any loyalty program. (Shoemaker et al, 1999). 

The key in creating effective store loyalty programs is to discover the most persuasive loyalty drivers for each customer. Loyalty drivers generally fall into two categories: product attributes (e.g., performance, quality, reliability) or price/promotion sensitivity. Customers whose brand repurchase is driven by intrinsic product attributes are generally high-value customers because they exhibit a high predisposition to stay with the brand and have low price elasticity (e.g., their sales volume is relatively unaffected by an increase in price). Conversely, customers whose brand repurchase is driven primarily by price/promotion sensitivity are generally low-value consumers because they exhibit low predisposition to stay with the brand through price fluctuations (e.g., high price elasticity).(Uncles et al, 1994). To obtain a clear picture of the drivers behind brand loyalty, the company needs to build a consumer-centric analytic framework that attempts to understand the consumer values and thought processes preceding a purchase decision by drawing from divergent sources of data.
The loyalty programs should recognize each customer's uniqueness through reward systems that are built around their individual needs, interests and preferences. This customer-centric approach can be useful in reinforcing brand loyalty with just about any non commodity- based product: hotels, pet foods, stores, restaurants, clothing, banking, airlines, wireless phone service, even Web sites or Internet service providers. Therefore, the retailer should understand the complexity of consumer behavior and the interaction between the variables that influence it. (Garton, 1995).
Loyalty behavior consists of  a solid relationship with growth in scope of relationship, and recommendations. (Hallowell, 1996). An other issue that is very import to be discussed is the satisfaction and the relationship with the loyalty because the more satisfied customer are, the greater is the retention. ( Anderson et al, 1993). Especially in the sector of super market it will be a great support to the companies operate in this category.   
Therefore, the aim of this study is to determine the relationship between the consumer behavior in the field of choosing an outlet and the mechanism of remaining loyal.  From this overall purpose a number of more specific objectives can be identified: 

· The understanding of the main  criteria of consumer choices  

· The identification of   the relationship between consumers choice and the loyalty card scheme.

· The  determination of  the factors affecting the consumer choice

· The  definition of  satisfaction level  from the privileges of loyalty cards

· The examination of the relationship between frequency of visits and the use of loyalty cards.
Customer Loyalty
The cost of acquiring customers is five times that of retaining them and, therefore, ensuring loyalty is commercially important (Haywood, 1989, cited in Reid and Reid, 1993)  Naturally then, considerable time and money is being spent in many organizations to develop strategies to retain customers.

Companies need to make moves to ensure that they have a strategy for the creation of a loyal customer base. Loyal customers require less persuasion than customers who have no previous experience of an organization. In addition, loyal customers are more likely to recommend an organization or its products to other potential customers. (Rowley, 2000). As a result brands look toward loyalty programs to reward loyal customers and encourage retention. However, there are a lot of strategic issues that need to be considered while deciding on whether to employ a loyalty program or not and the nature of the program best suited for different brands. According to McIlroy & Barnett (2000) “The successful implementation of relationship marketing is dealing with the establishment and growth of  customer loyalty in competitive business environment . Before a relationship with a customer can develop, loyalty must be present. Loyalty is an old fashioned term that has traditionally been used to describe fidelity and allegiance to a country, cause or individual. In a business context loyalty has come to describe a customer's commitment to do business with a particular organisation, purchasing their goods and services repeatedly, and recommending the services and products to friends and associates”.  

Note the use of the word "choose" though; customer loyalty becomes evident when choices are made and actions taken by customers.  Customers may express high satisfaction levels with a company in a survey, but satisfaction does not equal loyalty.  Loyalty is demonstrated by the actions of the customer; customers can be very satisfied and still not be loyal. (Blormer et al, 1998)

All customer retention programs rely on (Lawrence, 2006) communicating with customers, giving them encouragement to remain active and choosing to do business with a company.  Anyone wants to create a "loyal" customer who engages in profitable behavior. On the other hand according to Uncles et al (2003) there is no agreed definition of customer loyalty, instead there are three popular conceptualizations:

“1. loyalty as primarily an attitude that sometimes leads to a relationship with the brand 

2. loyalty mainly expressed in terms of revealed behaviour (i.e. the pattern of past purchases) 

3. buying moderated by the individual's characteristics, circumstances, and/or the purchase situation” 

In addition, when the customers feel that a firm can meet their needs better than the company’s competition then they buy almost exclusively from this firm. Thus they feel the firm and its product or services as their company. ( Shoemaker & Lewis, 1999). The companies are always   facing the risk that the customers will defect when he could find a better offer or a more attractive service. (Dowling & Uncles, 1997). Customer loyalty is a highly prized marketing outcome. It is associated with reduced costs, since customer retention is normally a lower cost endeavor than customer development. It is associated with higher margins since loyal customers will normally have stronger perceptions of relative advantage toward the product, service, brand, or supplier than less loyal customers. (Bellizzi et al, 2004). According to Bloemer et al (1998) the store loyalty defined as “The biased (i.e. non random) behavioral response (i.e. revisit), expressed over time, by some decision-making unit with respect to one store out of a set of stores, which is a function of psychological (decision making and evaluative) processes resulting in brand commitment”. 
Loyalty Programs

A customer loyalty scheme is a “mechanism for identifying and rewarding loyal customers” (Rayers, 1996). At the most basic version, customers collect points   according to the scale of their purchases. Then customers can earn a future discount exchanging these points in the next visit. The object of a loyalty program is to retain regular customers, to increase commitment from occasional customers and to acquire new ones. Recent estimates claim that about 75 percent of US households have jointed for at least one super market loyalty scheme. ( Perrotta, 2002).

Incentive programs aim at stimulating the distribution channel to “push” more products into the market but loyalty programs are based on customer “pull’ effects, increasing customers' motivation to buy your products in return for a continuous relationship based on recognition and reward. (Bowen et al, 2001).

As it has been referred in the introduction  according to Uncles et al (2003) two aims of customer loyalty programs stand out. One is to increase sales revenues by raising purchase/usage levels, and/or increasing the range of products bought from the supplier. A second aim is more defensive - by building a closer bond between the brand and current customers it is hoped to maintain the current customer base.

The notion of "loyalty schemes" is not a revolutionary idea . According to Uncles (1994), the rationale behind the modern loyalty program is no different to that of its predecessors. The basic objective is to "build lasting relationships with customers, and to do so by rewarding loyal and heavy or frequent buyers" (Uncles, 1994). This is in contrast, say, to a price promotion, which indiscriminately rewards any buyer who happens to notice the promotion and who chooses to act on it. Loyalty schemes can also "differentiate parity brands" adds Uncles (1994).
The benefit of a loyalty program, for loyal customers according to Uncles (1994), is “ to feel that the retailer is prepared to listen, is willing to innovate on behalf of customers, and is caring, concerned and considerate”. A customer loyalty program is a portfolio of research techniques and action programs designed to assess customers' attitudes towards our organization or company and to take action to improve their opinion.  Both quantitative and qualitative research efforts are needed to capture the full breadth of information needed to assess and improve.   

Companies that are able to monitor purchase frequency, because measuring and changing purchase behavior, they have   a competitive advantage in order to provide a successful loyalty program.
Customer Satisfaction

Consumer satisfaction as a result of a purchase decision is the ideal, but due to the complexity of the construct and the unpredictability of consumer behavior this is a difficult ideal to realize. According to Jobber (2004) “Once a product has been bought, customer satisfaction depends upon its perceived performance compared to the buyer’s expectations. Customer satisfaction occurs when perceived performance matches or exceeds expectations. After purchasing the product, the consumer will experience some level of satisfaction or dissatisfaction. If the product matches expectations, the consumer is satisfied; if it exceeds them, the consumer is highly satisfied; if it falls short, the consumer is dissatisfied. (Kotler,1987).
Satisfaction is not solely a conscious, rational, and meaning-deficient phenomenon, as it typically is measured in one-shot, post purchase surveys designed under the customer satisfaction umbrella. Managers must recognize that satisfaction may have important no conscious, affective, and meaningful aspects as well.(Ranaweera et al, 2003).

Satisfaction is construed not in terms of a mental matching of features and benefits against a priori comparison standards, but as a result of consumers' ongoing attempts to manage the opposing qualities of technological products in post-modern life. Managers must be conscious that multiple satisfaction models and paradigms may coexist and that these may evolve over time. (White et al, 2005).

Customer satisfaction is being used as the major criterion to judge the success or failure of all aspects of  the  hearing-aid dispensing process. The critical issue is to find out the relationship between the customer satisfaction and the behavioural responses. In which extent the customer satisfaction can lead or increase loyalty and store loyalty. ( Bowen, et al, 2001).
According to Taher et al (1996) being comfortable with a store, satisfaction is not enough to ensure repeat patronage. As Miranda et al (2005) summarize several factors influence store satisfaction while shopping such as: Location of store, nature and quality of assortment stocked, pricing strategy, in-store promotions, sales personnel, physical attributes, ‘ atmospherics’, and loyalty cards. Reynolds et al (1995) proved that loyal customers have a more elaborate and stronger network of means-end chain linkages compared to loyal users of a competing product. However, Mitchell et al (1998) did not find strong relationship to support that loyal customers have better knowledge of their store’ attribute than the customers that are not loyal . According to Bloemer et al (1998) “there are two types of store satisfaction: manifest satisfaction and latent satisfaction as antecedents to store loyalty. It was shown that the relationship between store satisfaction and store loyalty does indeed depend on the type of satisfaction. The positive impact of manifest satisfaction on store loyalty is stronger than the positive impact of latent satisfaction on store loyalty. Manifest satisfaction is based on a positive evaluation of a store which is well elaborated on. In addition we found that the amount of satisfaction has a positive effect on store loyalty, whereas both involvement and deliberation have a negative effect on store loyalty. It should be noticed that the direct negative effect of deliberation is even more pronounced than the direct negative effect of involvement.”.  Miranda et al  (2005) estimated two models, one predicting store satisfaction and the other store loyalty when shoppers are presented with a special purchase opportunity by a retailer that is not their normal preferred choice. The store attributes and shopping behavior patterns that influence store satisfaction in their primary store were different from those that influence them to stay loyal to their current store, except for sales assistance. (Oliver, 1980) argues that customer loyalty (e.g. repurchase intentions, willingness to provide positive word-of-mouth) is a function of customer satisfaction, which again is a function of a cognitive comparison of expectations prior to consumption and actual experience. Customer satisfaction/dissatisfaction requires experience with the service, and is influenced by the perceived quality and the value of the service (Anderson et al., 1993). In addition as Andreassen et al (1998) conclude that customers may be loyal due to high switching barriers or lack of real alternatives. In addition There is now evidence suggesting that companies reap far greater economic rewards from highly satisfied customers than they do from the merely satisfied (Carr 1999). 

Relationship Marketing
The basis of relationship marketing is customer loyalty because retaining customers over their life will contribute to enhanced profitability. This implies that companies have to learn continuously about their customers' needs and expectations which are ever changing and often unpredictable. McIlroy et al (2000). The origins of modern relationship marketing can be traced back to a passage by Schneider (1980) in which he observes: "What is surprising is that researchers and businessmen have concentrated far more on how to attract customers to products and services than on how to retain customers". According to Morris et al (1999) customer relationships can then be increased by offering added value that company is able to derive from its experience and learning. In contrast with the past the well organized companies work hard to retain existing customers and increase the budget that existing customers spend with them rather to attract new customers. The costs of attracting new customers include advertising and promotion, but loyal customers also act as word of mouth advertisers and will generally spend more. On average it costs a firm five to six times as much to attract a new customer as it does to implement retention strategies to hold an existing one (Lovelock and Wright, 1999). In practice, relationship marketing originated in industrial and B2B markets where long-term contracts have been quite common for many years.

According to Len Berry (1983), relationship marketing can be applied: when there are alternatives to choose from; when the customer makes the selection decision; and when there is an ongoing and periodic desire for the product or service.

Fornell et al  (1987) used the term "defensive marketing" to describe attempts to reduce customer turnover and increase customer loyalty. This customer-retention approach was contrasted with "offensive marketing" which involved obtaining new customers and increasing customers' purchase frequency. Defensive marketing focused on reducing or managing the dissatisfaction of your customers, while offensive marketing focused on "liberating" dissatisfied customers from your competition and generating new customers. There are two components to defensive marketing: increasing customer satisfaction and increasing switching barriers.

Over the decades, attempts have been made to broaden the scope of marketing, relationship marketing being one of these attempts. Marketing has been greatly enriched by these contributions. (Noordhoff et al, 2004). At the core of relationship marketing is the notion of customer retention. According to Gordon (1999), relationship marketing involves the creation of new and mutual value between a supplier and individual customer. Novelty and mutuality deepen, extend and prolong relationships, creating yet more opportunities for customer and supplier to benefit one another. 

It is claimed by Reichheld  et al (1990) that a 5% improvement in customer retention can cause an increase in profitability of between 25 and 85 percent (in terms of net present value) depending on the industry. However, Carrol  et al (1992) disputes these calculations, claiming they result from faulty cross-sectional analysis.

According to Buchanan and Gilles (1990), the increased profitability associated with customer retention efforts occurs because:

The cost of acquisition occur only at the beginning of a relationship, so the longer the relationship, the lower the amortized cost.

Regular customers tend to be less expensive to service because they are familiar with the process, require less education, and are consistent in their order placement. ( Ranaweera et al, 2003).

Buying decisions are based on more than product specifications and price. Perceived brand relationships now play a major role in the buying process. This brand relationship holds especially true in the impersonal world of interactive marketing.(Beerli et al, 2004). 

Customer Retention
Businesses today readily share their experience in improving customer retention. Most solutions point to business culture, staff training, and sales methodology, along with tracking and responding to customer demographics. In simple terms, customer retention is all about the customer - and the customer's experience.(Jamienson, 1994)

Loyalty is about identifying and profiling customers, enhancing profits from them and then retaining them, not about rewarding gross spends.(Ranaweera et al, 2003).
The priority is to recognize both customers' value and potential value as the basis for allocating resources to them. (Bowen et al, 2001). One frequent flyer program, for example, targeted its members that fly regularly. Even though customer retention was treated as important most of the time it was been viewed as an result of marketing approach. Customer retention can easily help the marketers to increase the power and the profitability of the company. The increases of company’s market shares could be evidence to the above mentioned relationship. However, the increase of market shares can cover up the level of customer defection. (Gronroos, 1994).

In fact, many companies minimize investment on those customers who spend least when, in fact, segments of this group might provide the greatest opportunity for future profits. According to O’ Malley (1998) the company’s aim is to reduce marketing ‘scrap heap’ (customers who defect) and thus, enhance profitability. This renewed focus on customer retention is generally referred to as loyalty marketing. One of the most powerful advantages has to be gained from customer insight, using both dynamic and static information to recognize customers' current and potential value as the basis for allocating resources to them. Such insight can be gathered from product marketing, which is mainly behavioral data and relationship marketing, which can also provide attitudinal insight. And this is where reward schemes can play such a pivotal role. (White et al, 2005).

“The only way one can sustain a successful retention strategy is through the use of effective measurement and then promoting the resultant information as the key driver in achieving and sustaining customer-oriented quality” (Jamieson, 1994).

Committed customers, who are loyal to the brand, do not respond to the lure of competitors (McIlroy, et al, 2000).

Finally, as Lawrence et al (2006) conclude, “retained customers may pay higher prices than newly acquired customers, and are less likely to receive discounted offers that are often made to acquire new customers. All of these conditions combine to increase the net present value of retained customers”. Lindgreen et al, (2000), for example, compute that “it can be (up to) ten times more expensive to win a customer than to retain a customer – and the cost of bringing a new customer to the same level of profitability as the lost one is up to 16 times more.”.
Research Methodology.
The research approach based on deductive approach that gives the confidence that the truth of the conclusions will be based on completely guaranteed and tried not to just make probable by the truth of premises. This survey  used non-probability samples due to the weakness to calculate the total population of loyalty card holders and the lack of information about the demographic segmentation of the interest population. In this study the data from the collected questionnaires catalogued and analyzed using SPSS. The analysis of the results came from Descriptive analysis, Factor analysis and Gross tabulation analysis.

The presented research took place in several numbers of Super Markets of two of the leading Multinational companies in Greece. The survey took place in Athens, the capital of Greece in which lives the half of the Greek population and operates more than fifty percent (50%) of the stores of the conducted two companies.

The study has chosen to run the research to these two companies due to their size, the biggest Super Market chains, with the lager number of outlets in the country. But basically our choice based due to the fact that they are the harder investors in loyalty schemes among the retailers that adopted loyalty cards as a part of their marketing promotional tools. The consumers have been asked to complete the questionnaire and they have any help and information related to survey. The customers were contacted at the entrance of the Super Markets and at the exit of it. The target group of the survey includes only consumers that are card holders of a loyalty scheme.
The research took place in 16 supermarkets in the area of Athens. The total number of conducted customers was 827. They number of card holders that answered was 404 thus the rate of response was 49%.
According to Saunders et al (2003) the size of the sample is 404 questionnaires that cover the minimum requirements of the 5% margin error. 
The study based on the following development hypothesis:
1. Consumers are willing to build a strong relationship with a brand of Super Market and this is achievable and provable through the usage of loyalty card scheme.

2. The existence of a loyalty card scheme can be one of the main criteria of choosing a Super Market to be loyal customer.

3. The privileges provided by the loyalty cards could be affect the consumer choice of Super Market.
The questionnaire has been designed in order to search and cover the development hypothesis. According to purpose of our research, the discovery of customer’s attitudes and the exploration and understanding of these attitudes we use the method of structure interviews. 
The questionnaire design and structure has been based on similar studies such as, Bellizzi et al (2004), Wright et al (1999), Garton (1995).

Due to the lack of time in the process of interviewing, it didn’t use the open-end questions in which the researcher does not limit the response choice.

Therefore, it separates into five chapters with nineteen questions in total. In order to avoid problems in the process of filling the questionnaires it was designed to be quick and  simply for the consumers due to their lack of time . 

Analysis of Results
First, it helps to be discussed the details of the categories of the consumers who took part in the study.

The 40.4% of the participants were men and 59.3% were women.
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Frequency of visits and use of loyalty cards

The first section of the questionnaire consisted of the three questions and tried to find out the relationship between frequency of visit and the loyalty.
Following processing of the data, the majority of loyalty card holders answered that they had visited the Super Market more than six times. The corresponding percentage is (43.4%). While if we add those who visited the Super Market every week to this group, then the percentage is in the area of (59.3%). In other words, six out of ten (10) consumers visit the Super Market at least once every two weeks.  

Finally, only (14.4%) visit the Super Market once every two months and a further (12.2%) once a month. In other words, there was a total of (73.4%) who answered that they are significant Super Market customers.
Degree of Loyalty

In the second section of the questionnaire, the study will attempt to analyze the degree of loyalty of those being asked to the Super Market in question, using four questions.

Approximately half of those being questioned (44%) answered that they had visited only one Super Market. A further 40.3% had visited at least one other Super market. And finally, 15.7% had visited more than two Super Markets over the previous two months. Consequently, from analysis of this first question, it can be concluded that only one in two (44%) is completely loyal to a particular chain despite the fact that all questioned were loyalty card holders of the Super Market in question.
Factors affecting the choice of Super Market

In the third section of the questionnaire, the study attempts to examine the main factors influencing consumers in their choice of Super Market using five questions. Answers to all questions were based on a 5-scale Likert test ranging from “I agree completely” to “I disagree completely”. For presentation reasons the following table presents the results in 3-scale Likert test, in three dimension approach. ( Agree – Neutral – Disagree)
	Factors  Affecting the consumer choice
	Agree
	Neutral
	Disagree

	Variety of products
	85,6
	9,8
	4,6

	Service
	77
	17
	6,1

	Product Price
	34,1
	29
	37

	Loyalty cards
	19,7
	20,2
	59,8

	Destination of consumer place
	69,9
	16,3
	13,8


A positive answer was given by only 19.7% when asked this question. In other words, only 2 in ten consumers choose a Super Market based on whether they have a loyalty card system or not. While on the other hand, 59.8%, i.e. six in ten consumers do not link the existence of such a card system to their choice in Super Market. It is therefore obvious that the existence of a loyalty card system does not constitute a strong criterion for consumer choice and identity with one particular Super Market chain.
Relationship between privileges and choice of Super market

In the fourth unit of the study, an attempt was made through three questions to broaden the benefits for the consumer and their importance, and to analyze the relationship between consumer trust and the availability or not of a privilege card.

Of the five choices given, the consumers chose three answers that received a strong majority of the total of answers, with a percentage of 75%.

The majority, 50.05%, claims that it would not change supermarket for this reason. In addition, a significant percentage of 29.4% is neutral, and only 20.9% considers that the availability of a card with significant privileges will interest the consumer enough to lead him/her to change supermarket. Even from this question, it is clear that the availability of a loyalty card with attractive and significant benefits is not a strong criterion for changing supermarket for more than two  out of ten shoppers. 
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More emphatically than those who would not change supermarket, here 56.3% would not change supermarket. A large percentage of 27.9% remains neutral, and only 15.7% would change supermarket if the chain of the store they visit terminated its loyalty program. In other words, the appearance and development of trust on the part of the consumers is not the result of the termination of a privilege program by the management of a supermarket chain. 

In conclusion, then, from the results of the above three questions, the overwhelming majority of consumers would not be influenced by a loyalty card in their choice of supermarket, given that a significant percentage only uses them randomly. 
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Factor Analysis

The essential purpose of factor analysis is to describe, as much as possible, the correlation between variables in terms of few non observable, random quantities that are called factors.

The orthogonal factor model was used with the principal components method. The correlation matrix was analyzed and the Varimax rotation method for better interpretation of the factors was used. 

The variables used for the development of the factorial model are: a1, a2, c8 – c12 and d14, d15. All of them are ordinal. 
	Adequacy of the Model
	Remarks

	Kaiser-Meyer-Olkin (KMO) Measure of Sampling Adequacy.
	We estimated that the KMO = 0,529 (is > 0,5 and hence, it is deemed as satisfactory).

	Bartlett's test of sphericity
	Significance = 0,000, which means that variables are correlated.

	Anti-image matrices
	The diagonal data on the table is the Measure of Sampling Adequacy (MSA) for the respective variable. The minimum MSA is 0,477 (C10) and the maximum is 0,638 (C11). In addition, several of the non - diagonal data of the table are close to zero (the non - diagonal data are the partial self-correlations of the variables with opposite sign).

	Reproduced Correlations Table
	The residuals, which are defined as the difference between the estimated and observed correlations are not adequately low, as 57% of those (16 residues) have an absolute value greater than 0,05.

	Communalities
	Total variance is interpreted well by the factors of the model. Variance which is interpreted less is C11 (34,6 %) while that, which is interpreted more is Α1 (91,0%).


A method for determining the number of factors that will be kept in the model is the Scree Plot, which is given below. 
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The point on the horizontal axis (abscissa) beyond which the line illustrated tends to become parallel to it corresponds to a number that indicates the number of factors that the factor model must maintain. From the diagram it appears that this point could be 3. In the  factor solution that we propose, we choose point 3, which means that three factors will be maintained in the model.

	FACTOR ANALYSIS

	Factors 
	Variables  
                                                                Loadings

	1.  “Frequency of visit to the Super Market and use of the Loyalty card.” 
	A2: How many times did you use the Privilege card during your visits to the Super Market in the last months?

0,951
Α1: How often did you visit the specific Super Market in the last 2   months?
0,950

	2.  “Privileges provided by the Loyalty card and choice of Super Market.”
	D14: If another Super Market, which you didn’t visit or don’t visit frequently, issues a Loyalty card with more attractive Privileges, would you change Super Market?

0.865
D15: If the Super Market, of which you use the loyalty card stops the privileges, would this lead you to change Super Market?

0,822

	3. “Selection criteria of Super Market.” 


	C10: I choose the Super Market mainly for the variety of products that it offers me.

0,852
C9: I choose the Super Market mainly because of the distance (proximity) from my place.

0,825
C12: I choose the Super Market mainly for the service it offers me.  )
0,564
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In the above graph, to the left, is a cloud of three points, variables A1 and A2 that belong to the first factor. Above at the center are variables D14, D15 and C11, which belong to the second factor, while to the right are variables C10, C9 and C12, which belong to the third factor.
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Factor 1: “Frequency of visits to the Super Market and use of the Loyalty card.” This factor has eigenvalue 1,854 and accounts for 23,180% of the overall variation in all of the variables. 

Factor 2: “Privileges provided by the Loyalty card and choice of Super Market.” This factor, with a self-value 1,825, explains the 22,816% of the overall fluctuation in all of the variables. Along with factor 1, they interpret 45,995% in the overall fluctuation.

Factor 3: “Degree of client satisfaction and choice of Super Market” This factor, with a self-value 1,470 explains the 17,589% in the overall fluctuation of all the variables. Along with factors 1 and 2, they interpret the 63,584% in the overall fluctuation.

The study will conclude that the statistical model is working and this explains a significant number of total variations (63,584%).   
Cross Tabulation Analysis
To ascertain the independence between the levels of two variables, we apply Pearson’s 
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 - Chi – square test. When the p – value (Asymp. or Approx. sig.) is less than 0,05 (we choose 5% as the level of significance for the tests), then we accept that couple of variables are not independent 

For ordinal variables , it  uses the symmetric measure Kendall's tau-b. This indicates the significance, the magnitude and direction of the relationship between the levels of two ordinal variables. When the p – value (Asymp. or Approx. sig.) is less than 0,05, we accept that couple of variables are not independent . Kendall's tau-b has a range of values from -1 to 1. Negative values indicate negative correlation and positive values indicate positive correlation
	Variables
	Chi Square
	Kendall’s tau-b

	A1 * A2
	774.611 (0.00)
	0.796 (0.00)

	A1 * C8
	33.177 (0.032)
	-0.095 (0.020)

	A1 * C9
	28.519 (0.027)
	-0.111 (0.011)

	A1 * C10
	33.616 (0.006)
	-0.009 (0.843)

	A1 * C12
	37.628 (0.002)
	-0.128 (0.004)

	A3 * E18
	13.325 (0.010)
	

	A3 * E19
	16.529 (0.035)
	

	B4 * B7
	16.772 (0.033)
	0.206 (0.438)

	B4 * D14
	30.179 (0.00)
	

	C8 * C9
	40.436 (0.004)
	0.095 (0.029)

	C8 * C10
	49.486 (0.00)
	-0.074 (0.118)

	C8 * C11
	62.666 (0.00)
	0.253 (0.00)

	C8 * C12
	39.514 (0.006)
	0.028 (0.568)

	C8 * D13
	59.864 (0.00)
	

	C8 * D14
	125.997 (0.00)
	0.303 (0.00)

	C8 * D15
	153.178 (0.00)
	0.301 (0.00)

	C8 * E17
	35.593 (0.002)
	

	C8 * E18
	25.320 (0.005)
	

	C8 * E19
	18.288 (0.050)
	

	D13 * E17
	39.642 (0.00)
	

	D13 * E18
	17.130 (0.029)
	

	D13 * E19
	16.216 (0.039)
	

	D15 * E18
	17.939 (0.022)
	


* Statistically significant at significance level 0.05.

The values given within the parenthesis are the p-values from the corresponding test.

From the analysis of the various questions, one can see the positive correlation between them.

First of all, there is a strong correlation between holders of privilege cards in the use of the cards and the frequency of their visits. Combining questions A1 & A2, it has a positive correlation that demonstrates that each time holders of privilege cards visit the supermarket they make use of their cards.
	Variables
	Correlation

	A1: Frequency of visits in the Super Market

A2: Frequency of use the loyalty cards
	Strong

Positive

	A1: Frequency of visits in the Super Market

C8: The existence of loyalty card as factor affects the consumer choice
	Weak

Negative

	A1: Frequency of visits in the Super Market

C9: The destination of Super market as factor affects the consumer choice
	Weak

Negative

	A1: Frequency of visits in the Super Market

C10:The product variety as factor affects the consumer choice
	Correlation

	A1: Frequency of visits in the Super Market

C12:The service as factor affects the consumer choice
	Weak

Negative

	A3: Reasons that lead to not use of loyalty card

E18:Marrital Status
	Correlation

	A3: Reasons that lead to not use of loyalty card

E19:Education level
	Correlation

	B4: Number of Super market that consumer frequently visit

B7:Reasons that they don’t use the loyalty card
	Correlation

	B4: Number of Super market that consumer frequently visit

D14: The existence of an attractive loyalty card provided from another store
	Correlation

	C8: The existence of loyalty card as factor affects the consumer choice

C9: The destination of Super market as factor affects the consumer choice
	Weak

Positive

	C8: The existence of loyalty card as factor affects the consumer choice

C10:The product variety as factor affects the consumer choice 
	Correlation

	C8: The existence of loyalty card as factor affects the consumer choice

C11:The product price as factor affects the consumer choice 
	Weak

Positive

	C8: The existence of loyalty card as factor affects the consumer choice

C12:The service as factor affects the consumer choice 
	Correlation

	C8: The existence of loyalty card as factor affects the consumer choice

D13: Reasons for use of loyalty cards
	Correlation

	C8: The existence of loyalty card as factor affects the consumer choice

D14: The existence of an attractive loyalty card provided from another store
	Weak

Positive

	C8: The existence of loyalty card as factor affects the consumer choice

D15: The termination of loyalty cards
	Weak

Positive

	C8: The existence of loyalty card as factor affects the consumer choice

E17: Group of age
	Correlation

	C8: The existence of loyalty card as factor affects the consumer choice

E18:Marrital status
	Correlation

	C8: The existence of loyalty card as factor affects the consumer choice

E19:Education level
	Correlation

	D13: Reasons for use of loyalty cards

E17: Group of age
	Correlation

	D13: Reasons for use of loyalty cards

E18:Marrital status 
	Correlation

	D13: Reasons for use of loyalty cards

E19:Education level 
	Correlation

	D15: The termination of loyalty cards 

E18:Marrital status 
	Correlation


From the analysis of the various questions, one can see the positive correlation between them.

First of all, there is a strong correlation between holders of privilege cards in the use of the cards and the frequency of their visits. Combining questions A1 & A2, it has a positive correlation that demonstrates that each time holders of privilege cards visit the supermarket they make use of their cards.

The study explores the existence of a correlation between frequency of visits to a supermarket and the basic criteria of choice, the following were observed:

There is a correlation between frequencies of visits (A1) with the variety of products (C10) that a supermarket offers. The study found a negative correlation between the frequency of visits (A1) and the existence of a privilege cards (C8), kilometer distance of the supermarket (C9), and, finally, the level of service (C12) for the consumers, whilst no correlation was found between low prices (C11) on the part of a supermarket.

The next interesting unit of correlations, for the purposes of the study, relate to the existence of a loyalty card (C8) and all the remaining criteria in consumers’ choice of supermarket (C9, C10, C11, C12), as well as the questions that relate to the privileges of a loyalty card (D13, D14, D15).

A weak positive correlation is ascertained between (C8 & C9), i.e. between the existence of a loyalty card as a criterion in choice and kilometer distance from the consumer’s home. There is also a weak positive correlation between (C8 & C11), concerning low prices in the supermarket.

A correlation is ascertained between (C8 & C10, C8 & C12), i.e. between the existence of a loyalty card as a criterion in choice and the variety as well as level of service in the supermarket.

A correlation is also ascertained between the availability of a loyalty card (C8) and the remaining three questions (D13, D14 & D15).

The study subsequently attempts to ascertain the existence of a correlation between (B4 & B7, B4& D14), which explore the level of loyalty to a specific supermarket. From the analysis, it ascertains a correlation between the two pairs of questions.

It finally attempted to explore the existence of a correlation between some questions (A3): reasons for not using the card with gender (E16), age (E17), marital status (E18) and educational level of the consumers.

Of these, there was a correlation only between marital status and educational level of the consumers; no correlation was ascertained for gender and age.

It also attempted to explore the existence of a correlation between the basic hypothesis of the study, the availability of a loyalty card (C8) and the consumers (E16–E19). It found that there is no correlation only as regards gender (E16), whilst for all the other categories of consumer there was a correlation (E17–E19).

Finally, from the last group of questions (D13–D15) it attempted to see if there is a correlation between the type of privileges (D13) and the consumers (E16–E19) and the likelihood of changing supermarket as a result of termination of the loyalty program to the (D15) and the groups of consumers (E16–E19).

From this last exploration, the study ascertained that there is a correlation between the question concerning the types of privileges with all the other categories aside from the gender of the consumers. There is a correlation only between marital status and the likelihood of changing supermarket if the program is terminated.  

Managerial Implications

Customer loyalty is the practice of finding, attracting, and retaining your customers who regularly purchase from you. Customer loyalty is not customer satisfaction. Customer satisfaction is the basic entry point of good business practices. Loyalty cards and programs have their rewards and pitfalls. Rewarding customers for spending more money can create a vicious cycle of creating customers who want rewards and will look anywhere to obtain them.

However, there criticism about the effectiveness of loyalty programs and somehow Hart et al (1998) found that loyalty card holders seek the most beneficial offers and make their choice. On the other hand customers try to get something for nothing and thus the effectiveness of a loyalty scheme is a very complex task. An other issue dealing with the criticism of loyalty cards dealing with the fact that many shoppers are increasingly aware that loyalty schemes are being used to compile profiles of their shopping habits for later use, and this data can be farmed out to business partners.

Therefore, software, card programs, and loyalty schemes are the tools of customer loyalty programs but they are not the essence of loyalty. To built loyalty, you must earn it. There are several recommendations for building strong loyalty programs as following:

· Company Adopt Loyalty: Customer loyalty is an interaction procedure. If a company expects customer loyalty then it must adopt and practice the loyalty itself. It should be loyal to its best clients trying retaining them. The company does not offer better facilities or prices to new customer. Thus, the management must establish the importance of the best customer in the members of the organization.

· Define Loyalty: The starting point of a loyalty program must be the identification of a customer loyalty initiative needs, the finding of key customers and the understanding of customer's behaviors. The usage of the appropriate tools and special techniques will help to increase the visit of regular clients. Also the management must evaluate the level of the budget that influences directly the bottom line.

· Customer Retention:  Retention is the visible and unique objective for the organization and should be the key for success of the loyalty program. It will be helpful to remember that loyalty is something used to attract customers, not to reward them to staying. Therefore, a reward system should be created for those employees that bring ideas and recommend practices that will increase the customer retention.

· Support Customer Communications: Part of customer loyalty and retention are maintaining regular contact with your most profitable customers. The communication to company’s best customers should take the form of showing its appreciation and providing new learning experiences to add value to the customer's life. The regular communication using newsletters and mailing enhance the results of the loyalty scheme.

· Leverage information about users: Companies must develop an understanding of actual and potential levels of loyalty among their customers. By analyzing demographic and behavioral data, companies can identify high potential users and target incentives to induce profitable behavior. The data was be gained  will allow company to tailor its future offers--and even marketing messages--according to company’s best customers' purchase histories and preferences.  

· Increasing level purchase: Any attractive promotion must be communicated to the loyal customers in order to increase the level of their purchases. There are dozens of ways to reward customers, including the well-known frequent buyer clubs, buy-several-get-one-free offers and time-sensitive promotions and discounts made available only to loyal customers.

· Clear and simple reward system: It is obvious that the customers want to participate in, a program that tell them exactly what they would earn as the made their purchases instead the one that promises future rewards and it is not simple and clear. Customers need to understand exactly how the reward program works in order to feel compelled to participate. Rewards must not only be desirable but also be clear and well promoted.

· Loyalty programs and Customer service: The most important recommendation is that that the management should link marketing and loyalty programs to customer service. The company should ensure that customers receive a consistent experience across interactions. Thus, the customer service personnel should be trained in order to handle preferred customers during crises. Due to fact that competition is fierce and the customers are able to choose between dozens of options, outlets, attractive rewards or loyalty programs the link of customer service will strengthen the customer retention.

According to Bloomer et al, (1998) the managers do not only focus on the level of store satisfaction , if it is high or low, but they should work to find out from the customers the explicit appraisal of their store. As they concluded “ manifestly satisfied customers are the true store loyals , while latently satisfied consumers are potential store switchers” 

Research Limitations 
The first  limitation of the survey is that the data were collected only in area of Athens and it was not cover all country. If the consumer’s habits and behavior are similar to any other area of the country the results are accepted, however to the extent that consumer attitude and super market shopping are different the results should be limited.

Another limiting issue has to do with the number of stores that the survey covered. The responders were customers of few super markets and the survey assumes that all card holders of the chain have the same attitude and habits as the ones that the research was interviewed.

The next limitation deals with the number of population that was not available to us due to secrete information of the super market. Thus we do not know exactly the total population of the card holders, their segmentation in geographical term and demographical terms too. 

Finally, the last limitation deals with the fact that this study does not identify the income level and the household size of responders and other more specific demographic figures.

We propose the conduct of a new research that will cover the above limitations especially the geographical reservations and it will focus on the privileges of loyalty cards and the retention of these loyalty schemes. 
Overall Conclusions
This study  tried to investigate the relationship between customer loyalty and their store choice. In addition we examined the relationship of the privileges and their choice.  Loyalty programs have gained in popularity immensely in the past fifteen years, in no small part due to the development of a culture of entitlement, in which consumers feel that they deserve special treatment. Businesses have capitalized on this when designing their loyalty programs, often offering benefits that cost little, but carry with them an assumed prestige. Ultimately, the success of loyalty programs depends on how well the business uses the data it gathers to further refine its policies and loyalty programs. Cards help the supermarket identify those big spenders and keep the stores well stocked with the products they like to buy. The incentives in a loyalty program, should be good enough for the customer to not cease re-purchase behaviour, but at the same time, should not be ostensibly lucrative. This is why incentive management becomes an art. Where loyal customers are being motived by hard and soft rewards, a larger portion should be soft and to a certain extent intangible or non-quantifiable by the consumer.

To summarize, for  a loyalty program to have a long term effect on brand perception: 

1. the store / service has to provide satisfaction, 

2. the incentive level and type has be such as to allow cognitive dissonance, and 

3. re-assuring brand communication has to be designed to target program members 
In the Greek case that we examined, we have identified the consumers’ intention to establish a strong relationship with the store. But they don’t feel ready to be loyal enough to the store, even though they participate in the existing loyalty program . The management of the super market should work more hard in order to create more attractive rewards for their customer and to communicate these to their customer more efficiently. Lastly the companies should analyze and examine the criteria in which the consumers base their choice.
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