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Abstract 

In todays’ environment where marketers are facing cut-throat competition, in order to tackle 
such situation marketers are showing interest in customer loyalty programs as consumer retention 
strategy. Loyalty programs have turn out to be one of the most serious means by which companies are 
able to manage their relationships with customers. Customer loyalty is among one of the chief 
objectives of the marketing determinations. In this study payback card has been selected to conduct the 
study of customer attitude. An attempt has been made to study the customer attitude towards Payback 
Indiacard is a multi-brand loyalty program in India which have leading partners with outlets. The study 
has been conducted through survey method with a list of questionnaires over 50 sample size in 
Hyderabad city of Telangana State, India. The study reveals that most of the consumers are not worrying 
about the points and does not show any interest in using redemption of payback points. 
Key words: Customer Attitude, Customer Loyalty, Payback Membership Card, Payback      Reward 
Program 
Introduction 

Customer loyalty programs are usually watched as long-standing accomplishments where 
consumers can accumulate their points which can later be redeemed for free merchandise, services, or 
discounts applied to future purchases. The more value that earned merchandise or services has for 
customers, the more attractive the program and the more likely customers will participate (Liu & Yang, 
2009). The commercial goal of a customer loyalty program is to retain customers and originate more 
returns from them in the future, eventually increasing the profit of the firm (Noone& Mount, 2008). 
Many loyalty programs have shown some success in raising attitudinal loyalty as well as behavioural 
loyalty (Daams, Gelderman&Schijns, 2008). 

Todays’ modern technology such as POS (point-of-sale) systems in retail outlets, customer 
databases with purchasing history and contact information, and company websites that deliver sales or 
service backing have all prolonged options to device and maintain customer loyalty programs. The 
technology also enables merchants plus financial service enterprises to develop customized offerings to 
entice a wider variety of customers (Angrisani, 2008; Gallagher, 2008; Gillen, 2008). 

Even though customer loyalty programs look as if to be offered by companies everywhere, 
constructing an effective program necessitates considerable effort and can be expensive. Furthermore, 
not all the loyalty programs have been prosperous or cost effective. To regulate if a company is 
succeeding a respectable return on investment from a customer loyalty program entails continuous 
monitoring and analysis. When results are not adequate it is time to review what types of programs are 
attractive to customers and to revamp a program to meet changing customer expectations and desires. 

Currently, Most of the markets have now become a battle ground for a share of the customer’s 
wallet. Loyalty reward programs are significantly important device for driving customer retention in lots 
of industries, including airlines, credit card companies, and retail and hotel chains (Kivetz 2005; Kivetz 
and Simonson 2003; Kivetz et al. 2006; Noordhoff et al. 2004). The objective of such programs is to 
enhance customer relationships by offering high value to profitable market segments (Bolton et al. 
2000; Kumar and Shah 2004). Likewise, Reward programs are also operational in cumulative customers’ 
perceptions of switching costs, thus further fostering customer retention (Bendapudi and Berry 1997; 
Guiltinan 1989). As most of the firms who deals with service sector suffer from interchangeable 
offerings and low switching costs (Reinartz and Kumar 2000), loyalty reward programs might be an 
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effective tool to relationship building. The primary objective of this study is to investigate the customer 
attitude towards Payback card loyalty program and their perception towards it. 

In this study Payback card has been taken as it the largest multi brand loyalty program in India 
which have multiple partners. It allows customers to earn points from over 50 in store and online 
partners with just a single card. 
Literature Review 

Adams (2008) Companies can increase sales volume by getting existing customers to buy more 
often and to buy greater quantities or by attracting new customers Several factors can affect both sales 
strategies, including the type of product, economic conditions, and the perceived or actual need for a 
product  

Pringle & Field (2009)A well-designed customer loyalty program can contribute to repeat 
purchases by existing customers, help attract new customers, and influence the perceived need for and 
value of product. 

Nunes&Dreze, (2006) However, designing an effective customer loyalty program requires a 
realistic and accurate definition of what a company wants to gain from the program. Without clear 
business goals it is difficult, if not impossible, to design an effective customer loyalty program and 
develop appropriate business systems to support the program. The business systems need to be capable 
of aiding in analyses to determine whether the program is effective and if it provides a favourable return 
on investment  

Levitt (2004)A loyalty program is not a replacement for good service, ongoing positive customer 
relations, or failure to deliver upon promises or warranties In many ways management perspectives 
need to be seriously retooled. The principle that a business is customer-satisfaction oriented as opposed 
to goods-production oriented is one that all managers must grasp. In other words, a business is its 
customers not its products 

Hallberg (2004) It is also important to have a real-world understanding of a company's 
customers as well as a company's competitors. The design of an effective customer loyalty program will 
largely depend on how easy a product or service can be replicated by a competitor and how important 
price and customer service are to the buyer. In addition, company reputation and the status that 
customers gain from being a buyer or user of services offered can have a significant impact on creating 
emotional loyalty. An emotional attachment to a company or brand can drive behavioral loyalty and the 
higher the level of emotional loyalty the more likely a customer will be retained and repeat buying will 
continue  

Applebaum (2004)Marketers debate how a loyalty program should benefit a customer. Many, 
however, do not spend enough time on the emotional side of the loyalty equation. Hallmark observed 
this and, as a marketer of emotion-focused products, has stepped in to fill the emotional gap in many 
loyalty programs. The Hallmark Loyalty division has more than fifty large corporate customers that 
purchase printed as well as electronic loyalty program elements. Hallmark e-cards are easy for corporate 
sales or communications staff to send and provide a large profit margin for Hallmark 

Lewis (2004)When a loyalty program's success depends on the frequency of repeat purchases, 
then customers need to be motivated beyond a single purchase. Programs with such structures need to 
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also have a consistent and frequent message that convinces the customer to view their relationship with 
the seller as a long-term relationship and that reinforces the point that a long series of purchases will 
reap a worthwhile reward. But relationship building cannot be left up solely to the customer. Company 
staff should also be trained into the perspective that every transaction with a customer can build loyalty. 

Getting a Loyalty Program off the Ground 

Woodward (2009)When loyalty programs have a strong technology element it is also possible to 
collect data on customers and design individualized marketing efforts. Such a closed-loop loyalty system 
enables a seller or service provider to access a database of customers in the loyalty program in order to 
implement targeted marketing programs. Vendor supported loyalty programs, of course, come with 
joining fees starting at about $300 and monthly fees at about $600. 

Many large companies also offer co-branded credit cards through various banks. These 
programs usually provide some sort of point accumulation that can be redeemed for a product or 
service. United Airlines, for example, offers a credit card that provides one point for every dollar spent 
using the card and the points can be redeemed for airline tickets. Amazon also introduced a co-branded 
credit card that provides points for dollars spent with the card and the points can be used towards 
purchases from Amazon.com. The co-branded card comes with considerable expense to implement and 
to promote for a business. If the potential volume is not readily apparent, then the approach may not 
meet an organization's needs. 

Fowler (2003)If a company decides to build its own loyalty program, or even if it chooses to 
contract with a loyalty program vendor, there are several principles to keep in mind during the process. 
Above all, a customer loyalty program should be built on the same business values, management beliefs 
and attitudes, and the basic business benefits that a company provides its customers.  

Cebrzynski (2006)It is also beneficial if a loyalty program is simple and straightforward so 
customers can understand and relate to the reward benefits as well as be able to reap those rewards 
without excessive time and effort. 
Objectives of the study 

 To know the customer attitude towards Payback loyalty card 

 To know the customer perception towards loyalty scheme 

Scope of the study 
The study has a broader scope in understanding the customer attitude and perception towards 

Payback card loyalty scheme which is one of the leading loyalty programs with high number of loyalty 
partners in India and also understanding customer attitude towards loyalty schemewhich is one of the 
on-going customer retention strategies by most of the companies. 
Research Methodology 
Research design 

This studyis Quantitative research study (survey method) has been conducted through a list of 
questionnaire after screening the eligibility of the participants.The data has been analysed with SPSS 20 
and MS Excel. 
Sample size 
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The sample of 50 respondents who are using Payback card since one year has been taken for 
survey on random basis sampling technique. The study has been carried out at two major store partners 
of Payback like Brand Factory and Hyderabad Central in Hyderabad city of Telangana State, India. 
Data Analysis 

 
Figure1: Quantitative Respondents’ Data about Use of Payback Loyalty Card   

The respondents have been asked up to what extent they agree with the statement. The above 
figures clearly revealing that the majority of respondents agreed that they have Payback loyalty card 
which they hardly use,on the other hand few of the respondents have disagree with the statement and 
only two respondents responds in a neutral manner.  
 

 
Figure 2: Quantitative Respondents’ Data about Redemption of Payback Loyalty Card Reward points 

The respondents have been asked their views on Payback card takes too long to earn points to 
get anything worthwhile or redemption of reward points. From the above figure it makes clear that the 
majority of the respondents have agree with the statement that Payback card takes too long to earn 
points to get anything worthwhile or redemption of reward points. On the other side, very few of the 
respondents disagree with statement. 
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Figure 3: Quantitative Respondents’ Data about shopping anywhere regardless of Payback Loyalty 
Card   

The respondents have been asked up to what extent they agree with the statement that 
shopping I any store that suits regardless of whether they had a loyalty scheme or not. From the above 
figure, the data shows that the majority of the respondents said that they do shopping any store that 
suits them regardless whether they have Payback loyalty scheme or not. On the other side, very few of 
the respondents disagree with the statement and very few among respondents respond in a neutral 
manner. 

 
Figure 4: Quantitative Respondents’ Data about Saving through Payback Loyalty Card   

From the above figure, the respondents have been asked up to what extent they would agree 
with the statement. The majority of the respondents disagree with statement and believe that so far 
they do not save a lot of money by using Payback loyalty card while few of the respondents agree with 
the statement and believes that they save lot of money by using Payback loyalty card. 
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Figure 5: Quantitative Respondents’ Data about Getting Better Discounts from In-Store Promotion 

than Payback Loyalty Schemes. 
From the above figure, the respondents have been asked up to what extent they agree with the 

statement. An almost half of the respondents agree with statement and believes that they usually gets 
better discount from in-store promotion than loyalty schemes similarly on the other side almost half of 
respondents disagree with statement whereas very few among respondents responded in a neutral 
manner. 
Conclusion 

It has been concluded that the most of the Payback card holder are not using their cards while 
they are shopping with Payback Partners. It has also been concluded that most of the respondents 
believes that it takes too long to earn points to get worthwhile or to redeem it. It has also been 
concluded that majority of the respondents have nowhere interested whether the outlet is loyalty 
partner or not. They just love to shop wherever they want. It has also been concluded that the majority 
of the respondents believe they have not save any considerable amount through Payback card. It has 
also been concluded that the almost half of the respondents believe that they usually gets better 
discount from in-store promotion than loyalty schemes and on the other side with reasonable. 
Therefore, the marketers need to modify the on-going strategy of maintaining the card which perhaps 
may be toughest part for the customer to keep his card at every point of transaction for adding the 
loyalty points rather they could maintain the account of the customer as loyalty member so that every 
time the transaction made point added by default.   
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