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Abstract

Loyalty programs are used by many fashion firms as marketing tools for reducing customer switching and
increasing customer loyalty in keen market competition conditions. The purpose of this study is to explore and
propose an effective implementation of a loyalty program for a targeted fashion firm’s customers by grasping their
perceived value of and satisfaction with the loyalty program. Questionnaires were administered to 329 college
students in Gwangju. For data analysis, factor analysis, Chronbach's «, correlation analysis, and a Structural
Equation Model using the LISREL 8.30 program were applied. The results were as follows. First, the degree of
perceived value of the loyalty program was classified according to cash value, convenience of use, aspirational
value, and suitability of use. The aspirational value and cash value significantly affected the students’ satisfaction
with the loyalty program, but the convenience of use and suitability of use were not significant. Second, higher
satisfaction with the loyalty program was related to higher overall customer satisfaction but did not affect customer
trust and loyalty. Finally, higher overall satisfaction was related to customer trust but did not affect customer loyalty,
and higher trust affected customer loyalty.

Keywords: perceived value(XZFE 7}%]), loyalty program(Z HE] Z2Z 7)) satisfaction(FFE%E), customer
loyalty(Z 2] 24 &), fashion firm (54 ¢ )
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II. Methods

1. Research questions
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5) Customer loyalty
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{Table 1> The results from the EFA of study constructs

Ttems Factor | Eigenvalue |Cronbach'
loading |(% of variance) a
Factor 1: Aspirational Value
+ Using the reward programs(cash discount, coupon, mileage point, affiliate service, 93
stamp, special gift, etc.) of this brand makes me proud. ' 436
- Using the reward programs(cash discount, coupon, mileage point, affiliate service, 0 (19.. 82) 91
stamp, special gift, etc.) of this brand makes me psychologically satisfied. '
+ Using the reward programs(cash discount, coupon, mileage point, affiliate service, 36
stamyp, special gift, etc.) of this brand makes me happy in addition to economic benefits. |
Factor 2: Cash Value
+ I think using the reward programs(cash discount, coupon, mileage point, affiliate %
service, stamp, special gift, etc.) of this brand is a substantial way of saving money. | 276
+ I think using the reward programs(cash discount, coupon, mileage point, affiliate 39 (12._56) -89
service, stamp, special gift, etc.) of this brand is of high monetary value. '
+ I think using the reward programs(cash discount, coupon, mileage point, affiliate 38
service, stamp, special gift, etc.) of this brand can reduce the cost of purchasing things. '
Factor 3: Loyalty Program Satisfaction
- I am satisfied with the reward programs(cash discount, coupon, mileage point, 84
affiliate service, stamp, special gifts, etc.) that are provided by this brand. ' 230
- I like using the reward programs(cash discount, coupon, mileage point, affiliate 79 (16_47) 82
service, stamp, special gift, etc.) that are provided by this brand. '
+ I think the reward programs(cash discount, coupon, mileage point, affiliate service, 79
stamp, special gifts, etc.) are positive that are provided by this brand. '
Factor 4: Trust
+ I think this brand tries to do their best in a customer position. .82 1.91 79
+ I think this brand is sincere to the customer. .81 (8.69) '
+ I think this brand is reliable. .80
Factor 5: Customer Loyalty
+ If they have similar quality, I will continue to buy to this brand instead of another brand. | .81 172
- If they have same price, I will continue to buy to this brand instead of another brand. | .80 (7.83) 7
+ I will encourage my families and friends to use to this brand. .76
Factor 6: Overall Customer Satisfaction
+ Overall, I am satisfied with this brand. .83 1.38 67
+ Overall, I love this brand. 72 (6.30) '
+ Overall, I have a good feel for this brand. .70
Factor 7: Convenience of Use
1 can easily use the reward programs(cash discount, coupon, mileage point, %
affiliate service, stamp, special gift, etc.) that are provided by this brand. ' 1.17 77
5.34 ’
1 can use the reward programs(cash discount, coupon, mileage point, affiliate 634
service, stamp, special gifts, etc.) that are provided by this brand conveniently with | .88
choice of the product and service.
Factor 8: Suitability of Use
+ I think using the reward programs(cash discount, coupon, mileage point, affiliate service, 38
stamp, special gifts, etc.) of this brand is suitable for choice of the product and service. ' 411(6)421 7
+ I think using the reward programs(cash discount, coupon, mileage point, affiliate (4.64)
service, stamp, special gifts, etc.) of this brand is related with buying of the | .87
product and service.
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{Table 2> The results from the CFA of study constructs
Construct Variable Estimate Standar.dl zed Non.nahzed t-value Goodness-of-Fit
solution residuals
x 1 1.00° .83 A A
(Cgsi‘) value X2 1.02 85 06 17.98%%%
x 3 1.07 .89 .06 18.60%**
Oof"r;‘;zmence X 4 1.00° 69 2 L
x5 131 91 03 4,030
(£2)
Aspirational X 6 1.00" 95 A A
value x 7 .83 .79 .04 20.18***
(€3) x 8 97 92 .03 27.773%**
2
. =211.83
Suitability o a a x
of use x 9 1.00 .65 - - df=181(p=105)
(ed x 10 1.36 89 04 3,19 GFI=94
I 1 1.00° 79 | s 0
LO'yafty o v 99 78 07 13,380 AGFI=92
Sani o > 9 78 07 13.38%% NF=93
(71) y : : : : CFI=98
Overall customer y 4 1.00° .69 A 2
satisfaction yS5S 5 52 .10 7.56%**
(72) y 6 1.09 .76 12 8.97%**
Trust y7 100 73 - 11.70%#
(73) y 8 1.07 78 .09 e
7 vy 9 1.01 74 09 :
Customer y 10 1.00° 71 . 0.90%++
loyalty y 11 1.02 73 .10 0.7k
(n4) y 12 97 69 10 '
* Reference variables for which no #values and standard errors are calculated.
k< 001,

o gHp<.001) ZO2 pebith B3k Table DOl MA o Azl 7K@ 2SE)] 108 2 e, 7 7

]
g, FANEE de 4RBAE Y 0A% A9z BEEYEs gesHgens 72ud

{Table 3> Correlation matrix

() @ 3) @ ®) ©® Q) ®

(1) Cash value 1.00

(2) Convenience of use 135% 1.00

(3) Aspirational value 166%* | (156%*% | 1.00

(4) Suitability of use .123%* 97 1 161%* | 1.00

(5) Loyalty program satisfaction 287%F | 181*F* | 338** | 176%* | 1.00

(6) Overall customer satisfaction | .197%* | .155% AT77%F | 165%* | 368%* | 1.00

(7) Trust 155% Jd63% | 114* .135% 116* 294%% | 1.00

(8) Customer loyalty 112% 112% 169%* | 146 Jd62%* | 115% .395%% | 1.00
*p<.01, *p<.05(2-tailed).
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al.(2008)¢] AFA¥} % WIHo] 2dE T2

& olgshuA Helzel 2AeT
= s e .
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stifo uhstel PAHA fonm 2dE Zz
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38, =422, p<001) o2 YEIFOY, 17 FAE
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of gt 1A A w27} ol 42 1 )
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{Table 4> Model estimation results
Standardized LISREL
Parameter LISREL t-value goodness-of-fit
estimate measures
CV1 AXn .83 A
Cash value(CV) CV 2 AXa1 .65 17.96%**
CV 3 AX31 .89 18.59%**
. COU 1 AXa .70 A
Convenience of use(COU) coU 2 Axe 29 3 7
AV 1 AXe3 .95 2
Aspirational value(AV) AV 2 AX73 .79 20.14%**
AV 3 A Xs3 .92 27.65%**
N SOU 1 A Xoy .62 2
Suitability of use(SOU) SOU 2 Ao 9 2 1%
LPS 1 A Y .80 A
;ﬁfs a;;ztigfl‘(’iag LPS 2 Ayn 78 13350
LPS 3 Ay3i 78 13.39%** 2
- x =232.89
Overall customer 1 Ayn .68 - df=193(p=1026)
satisfaction(CS) - :
TR 1 Ayn 73 A AGFI=92
Trust(TR) TR 2 Ayss .79 11.69%** NFI=.92
TR 3 Ao 74 11.39%** CFI=98
CL 1 AYin 71 .
Customer loyalty(CL) CL 2 AYiia 74 9.84*
CL 3 AYi4 .69 9.63***
CV — LPS 71 27 4.40%**
COU — LPS 712 12 (n.s)
AV — LPS 713 33 5.61%%*
SOU — LPS 714 .06 (n.s)
sksk sk
Path LPS — CS B 46 5.98
LPS — TR ,831 .00 (l’l.S)
LPS — CL Ba .06 (n.s)
CS — TR Bxn .38 4.20%%%
CS — CL Ba .07 (n.s)
TR — CL ,843 53 6.18%%*

% Reference variables for which no #values and standard errors are calculated.
*p<.05, **¥p<.001.

S5O web AuadAe] it Aot of 2t o A spA e o" ol ARE A, 1

2| o]2A stk A3t Fornell, Johnson, Anderson, Mup£ 0] 42220 AL &= HFEA] Y A]5HR] =

Cha, and Bryant(1996) A1 21& LR Ao = Huk okt Kim(1998)9] _ZrzLO A A 8k}

45 o 98, ol U RAUAAE AF obyro, DA Qa7 2 FAE o1
Sof AAEA] o]g 7tsAo] AT £~ QlonF L ogrs mlobsl Ax, AFEE 1A AL B

s

% BSAT 4 A 0] TasE Dwyerst 4402 o8 AAC) 95

b [e]
al(1987)9] 77434 1AYWE S

N

=
FE A= A(Las=
2 A Fol B 53, =618, p<.001)©. 2 UEbytT) o] 1A
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Perceived Values of Loyalty Program

the Lovalty Program Satisfaction Customer Loyalty

Cash Value
(g1}

Dveral
Customer
Satisfaction
th2)

T4 A )

Convenience
Of Use

ABIE G es)

(2) RS

., Customer
B.g Loyalty
(n4)

ovalty Program
Satisfaction
n1

BG4 22axs)

Aspirational 335, 6144s)

Vallie M3 L 536, 15¢++)
(£3) ™
NS
Suitability of
Use X2=232.89, df=193(p=.026), GFI=.94, RMR=.04, AGFI=.92, NFI=.92, CFI-.98

x4)

<Fig. 1> Results of model analysis.
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912l Morgan and Hunt(1994)¢] =4 31 Au|X A T E97HA 2 dgvhAge] 29E 29
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TFAo 5424 Ql 9L nZ Tk Chiou, Droge and o2 Ytk oy st dats sjHAAZ Lo A
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e ZAE, AlF Auls, 292 g A 2E 5
V. Conclusion of 7] ot Bt 22 HelA ggo] w2 v
3 vEbd Eak ofye, oj et BA 2
2 Ate A9 B4 B Al Sle WA & Aoz FAste 94 REY F14 Fgo
A7 Ao A Hep &2 §7F 7hA 9 ApdstE 2 ARHUS BF, 28E 22 g vhE
AR AE AlFste] AAARY] S Fai =7F gopdte A& uieth. webd 2HE =
713, 2 ud §A5 T3 AALAE o ZIHE AYstL e dAddHE 2ASA
g wuk ofyeh, 17 wel Wg % oy A2 M 2 B AR & Aol 53] A
ZHo A 2dE ZRage] avpHel Aty A - FHHA ZHA FHY AuAE AFT
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