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Abstract 

Customer loyalty in today‟s fast moving modern world has become a highly 

competitive business between companies. As a result, companies started to develop 

loyalty programs such as customer clubs with the aim of attracting and especially 

retaining customers. This field of research has been chosen for the present thesis as 

the literature review indicates that there is still room for further and above all more 

recent studies aiming at broader knowledge concerning loyalty programs serving as a 

base for marketers to improve companies‟ current and future customer clubs. 

Therefore, the following thesis pursues the intention to investigate the gaps within 

current literature with regard to the preferences of the one element that is vital to a 

customer club – the customers. 

The study to follow is based on the theoretical background of relationship marketing 

as customer clubs aim at establishing relationships with their members and hence 

retain them as customers and gain their loyalty towards the company. Furthermore, 

the field of research is transferred to a more modern approach by basing it on a 

developed form of relationship marketing which is e-marketing. Theoretical as well 

as empirical data concerning customer clubs is derived as well as the theoretical 

approach of generations with the aim of being able to derive conclusions regarding 

the preferences of special target groups differentiated by age. 

The results are based on empirical data derived through a quantitative study which is 

conducted through an online questionnaire and analyzed by using frequency as well 

as correlation analysis. The findings describe the most preferred communication 

channels for the contact with the customer club, on the one hand traditional channels 

and on the other hand modern social media channels. Furthermore, with regard to the 

potential benefits a customer club can offer it becomes visible that the participants 

prefer financial incentives over their non-financial counterparts, as well for their own 

use as for their motivation to practice word-of-mouth advertisement. 
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1 Introduction 

1.1 Background and Development of Customer Clubs 

With the exorbitant flood of advertisements and offers in today‟s modern world, 

customers‟ loyalty towards a company does not come naturally but is a highly 

competitive business. Within the last decades, trade has shifted in the direction that it 

diverts from the sole exchange of goods towards deepened relationships between 

buyer and seller. Consumers at these days are no longer satisfied with a well-

developed product but they expect more from the circumstances of the offer such as 

individualization of the product or service
1
 or the development of a relationship 

between the producer and the consumer. Especially in the field of marketing the 

establishment of those relationships is a crucial mission as the need for 

individualization cannot only be connected to a company‟s product but as well to its 

unique way of promotion. The highest level of individualization which is described as 

the ultimate aim of a company‟s marketing activities is called one-on-one marketing 

which approaches the customer with personally adapted offering circumstances
2
. 

One approach that companies developed throughout the last years in order to 

establish those individual connections to their customers has been chosen as the field 

of research for this thesis. Searching for a way to distribute individualized 

information and offers to customers in order to satisfy their needs and to gain their 

loyalty, companies started to implement a new marketing tool into their business: 

customer clubs. In contrast to most of the trends that arise in the USA and make their 

way towards Europe after a while, the development of customer clubs happened the 

other way around, hence started their success story in Germany in the 1980s
3
 and 

then began to spread around the world. The basic method of such a club is that 

customers are invited to sign up for a membership in order to receive special benefits 

from the company which in turn are meant to increase the customers‟ loyalty towards 

the company. Since this marketing method gradually became more popular, academic 

research, too, began to investigate this field of study. 

                                                
1 Cf. Butscher, 1998, p.23. 
2 Cf. Butscher, 1998, p.138. 
3 Cf. Butscher, 1998, p.3. 
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1.2 Scientific Problem and Research Questions 

After a profound literature review, it has been revealed that most of the scientific 

researchers on the one hand agree on the general value of customer clubs to 

companies, yet on the other hand come to the conclusion that there has not been 

enough research carried out in order to make significant statements about the exact 

circumstances of this value. Hence, the decision to investigate on those aspects of 

customer clubs which have not been tackled to a satisfying extent has been made. In 

order to be able to determine which fields show this need for further research, the 

different aspects which amount to the characteristics of a customer clubs had to be 

identified. Therefore, the most detailed definition of a customer club found 

throughout literature review was taken as point of reference. The definition is derived 

from Stephan A. Butscher (1998) who describes it as follows:  

“A customer club is an at least communicative union of people or organizations, which 
is initiated and operated by an organization in order to contact these members directly 

on a regular basis and offer them a benefit package with a high perceived value, with 
the goal of activating them and increasing their loyalty by creating an emotional 

relationship.”
4
 

There are several aspects of this definition that to researchers‟ minds need deeper 

analysis. This thesis focuses on several ones of those and derives its research 

questions based on them as it will be described in the following. Before going into 

detail with the single parts of the definition, however, there are a few general 

problems regarding the research on customer clubs which have been described 

throughout literature. In general, it has been stated that there is a lack of studies 

focusing on customer clubs and programs aiming at influencing customer loyalty.
5
 

Moreover, studies analyzing companies‟ perspectives of customer clubs are relatively 

common, yet a repeatedly described research gap is the perception of those clubs 

from the customers‟ point of view
6
. Leaving aside which parties‟ perception is 

tackled, a further general critic towards existing literature indicates that studies do 

only show the status quo at the time and the circumstances they are conducted in, yet 

not the change over time
7
 so that there is a necessity for more recent studies. 

As stated above, the fields of study being taken up in this thesis have been derived 

based on different aspects of the chosen definition of a customer club. One of those 

determined fields is the subject of the communication between a customer club and 

                                                
4 Butscher, 1998, p.20. 
5 Cf. Gustafsson et al., 2004, p.158. 
6 Cf. Baron et al., 2010, p.14; Mimouni-Chaabane & Volle, 2010, p.32. 
7 Cf. Kreis & Mafael, 2015, p.598; Sällberg, 2004, p.14. 
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its members. Literature argues that relationships are experienced by communicating
8
 

so that “in order to reach maximum effectiveness, communication must be designed 

to ensure regular contact between the club and the members.”
9
 These suggestions 

have been taken as a foundation for the development of a study that amongst others 

aims at further research in the topic of customer club communication. This issue is 

approached from several angles which aim at giving more detailed insights about 

which communication channels customers value and companies in turn should focus 

on to deliver the highest perceived value possible to their customers and hence to gain 

their loyalty. The different approaches which are summarized in this research 

question include the choice of the communication channel(s) which customers value 

and the amount of information they are willing to receive through the particular 

channel. Furthermore, the investigation includes the exchange of information through 

the company‟s initiative as well as from the customers‟ point of view and their own 

initiative to contact the customer club as literature suggests a bilateral dialog between 

the two parties
10

. In order to find out about the stated aspects of customer club 

communication, the following research question has been developed: 

RQ 1: Which communication channels of a customer club do customers value?  

The channels initially analyzed with this research question belong to the category of 

traditional channels that customer clubs have used for their time being. A further step 

is based on the increasing importance of communication tools like the Internet
11

 and 

social media channels in the last decades. As most of the literature found while 

studying the field research has been from a time when social media channels have not 

yet been too popular, it has been decided to take this development into consideration 

with the present study. Literature suggests that the use of multiple channels in general 

can strengthen the relationships a company has with its customers and therefore has a 

positive influence on customer loyalty
12

. This statement has been interpreted in a 

more modern way as indicated at that time, so that the focus on those multiple 

channels is laid on social media. The second research question is still connected to 

the first one as similar variables regarding the customers‟ preferences will be 

discussed. Therefore, the second research question is meant to give insight into this 

field of research: 

RQ 2:  Is social media an alternative to the traditional communication channels? 

                                                
8 Cf. Baron et al., 2010, p.34. 
9 Butscher, 1998, p.115. 
10 Cf. Grönroos, 2004, p.105. 
11 Cf. Newell, 2000, p.91. 
12 Cf. Griffin, 2002, p.25. 
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One aspect which literature seems to approve consentaneous is the term of value. 

Griffin (2002) suggests that “knowing how your customers experience value and then 

delivering on those terms is critical to building strong customer loyalty.”
13

 This 

suggestion of further research is taken into account in the following research 

question. As it becomes visible in the definition of a customer club, the perception of 

value is closely connected to the benefits the club delivers to its members. Therefore, 

several potential benefits that customer clubs can offer are investigated with regard to 

their ability to deliver a high value. Existing literature subdivides those benefits into 

financial and non-financial ones.
14

 This division is adopted because it has been 

argued that further research should “(…) investigate the relative importance of 

monetary versus nonmonetary benefits.”
15

 This suggestion will be executed through 

the following research question: 

RQ 3:  Which benefits of a customer club do customers value? 

Lastly, another field of research which literature does not deal with to a satisfactory 

extent up to now is the customers‟ point of view regarding their loyal behavior. De 

Wulf et al. (2003) argues that there has to be more research done regarding the 

attributes of a customer club and their influence on customers‟ motivation to actively 

participate in the club
16

. Mimouni-Chaabane and Volle (2010) support this statement 

by underlining the necessity for further research in the field of customers‟ intention of 

switching between brands instead of being loyal to one, their willingness to cooperate 

with the company and to spread word-of-mouth
17

. The following research question 

hence has been developed: 

RQ 4: What does motivate customers to sign up, stay and participate in the 

loyalty program? 

1.3 Purpose 

With regard to the research questions stated above and their development on the base 

of existing research literature and the resultant research gaps, the present thesis 

follows the objective of bridging these gaps to the highest extent possible. The overall 

importance of loyalty programs such as customer clubs for companies provides room 

for further research as its results can serve to improve those clubs in order to become 

                                                
13 Griffin, 2002, p.219. 
14 Cf. Butscher, 1998, p.6. 
15 Mimouni-Chaabane & Volle, 2010, p.37. 
16 Cf. De Wulf et al., 2003, p.70. 
17 Cf. Mimouni-Chaabane & Volle, 2010, p.37. 
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more attractive to potential members. With regard to the potential members, the study 

differentiates between several possible target groups of a customer club based on the 

customers‟ age in the form of grouped generations
18

. In order to be able to adjust the 

clubs‟ attributes to its target group in the best way possible, the study aims at 

identifying differences between the preferences of these generations. As customers 

and their preferences change over time, this study aims at investigating on their 

current point of view with the goal of being able to change the design of existing and 

future customer clubs respectively. In conclusion, the study to follow has the purpose 

of analyzing the perceptions, incentives and motivational factors of the one element 

which is vital to a working customer club – the customers. 

                                                
18 Cf. Evans et al., 2009, pp.158–163. 
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2 Theoretical Framework 

2.1 Relationship Marketing 

The theoretical background of this thesis is based on the overall theme of relationship 

marketing. The origin of the chosen research topic can be traced back through the 

past decades where a shift from a marketing approach concentrated on the exchange 

of goods to a relational marketing based on intangible assets became visible. 

Literature supports the concept that value is no longer delivered solely by the 

producer but it is generated in a mutual creation process between producer and 

consumer
19

. As a reason for this shift away from transactions and in the direction of 

relationships it is argued that customers started to have higher demands regarding 

individualized offerings
20

 which were, however, not only directed at the product but 

also at the circumstances of the purchase. This led to the development that 

companies‟ efforts shifted from the incentive to improve the quality of the produced 

goods to improving the quality of the relationships with their customers
21

. Even 

though this development was initiated by the customers‟ change in demands, 

companies managed to use the evolution for their own advantage, so that today, 

relationship management is an inherent part of nearly any company‟s management. 

Therefore, both customers and producers are meant to take advantage of working 

relationships which has been considered by researchers within their definitions of 

relationship marketing. Lusch and Vargo (2006) refer to marketing as “(…) 

collaborative relationships that create reciprocal value (…)”.
22

 

Relationships can be approached from the two sides of organization and customer. 

Literature claims that the former sees the advantages of working relationships with 

the customers not primarily on a social level but from a financial angle. Researchers 

argue that relationship marketing aims at increasing profitability through the 

development of long-term relationships to loyal customers
23

. It is argued that long-

term customers are more profitable to a company as they are less cost intensive to 

retain than new customers are to acquire
24

. While Morgan and Hunt (1994) in their 

definition stress that the process of establishing relationships is aiming at a successful 

                                                
19 Cf. Gummesson, 2008, p.82; Vargo & Lusch, 2004a, p.11. 
20 Cf. Butscher, 1998, p.23. 
21 Cf. Gummesson, 2008, p.17. 
22 Lusch & Vargo, 2006, p.xvii f. 
23 Cf. Gummesson, 2008, p.5. 
24 Cf. Baron et al., 2010, p.30; Butscher, 1998, p.22. 
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outcome
25

, Jackson (1985) expresses criticism to the mentioned raise in profitability 

through relationships as he argues that there are circumstances where relationship 

marketing is not appropriate and if used nevertheless has a negative impact on a 

company‟s profitability
26

. 

On the other side of the relationship the customers expect benefits such as the 

mentioned customization. Being served as an individual customer instead of an 

anonymous part of the company‟s target group is more appealing, an argument which 

can as well be transferred from customized products to customized marketing. This 

type of individual marketing is called one-on-one marketing, which literature defines 

as “(…) the ability to offer each individual customer a product or product bundle with 

exactly the right features to cover his or her demand, at the right time and in the right 

place, and possibly even at an individually set price.”
27

 Within this definition, the 

distinction between the individuality of the product and the conditions represented by 

the so-called bundle becomes clear. The need for individualization has been tackled 

by research arguing that this kind of human needs can be addressed by relationships 

between producers and consumers
28

. As the described shift within relationship 

marketing moves away from the former market focus and in the direction of a 

customer focus
29

 and it is argued that there is a gap in research regarding the 

customers‟ perspective on relationships
30

, the customers and their attitudes regarding 

the field of research will be in the center of this thesis.  

Literature states that relationship marketing evolved further on so that a more 

frequently used term for it nowadays is customer relationship management [CRM]
31

. 

Based on his definition of relationship marketing [RM], Gummesson suggests that 

“(…) CRM is the values and strategies of RM – with special emphasis on the 

relationship between a customer and a supplier – turned into practical application and 

dependent on both human action and information technology.”
32

 This last aspect of 

the definition will be an important consideration with regard to the following study 

since it conducts relationship marketing as it is carried out through modern 

technology. 

                                                
25 Cf. Morgan & Hunt, 1994, p.22. 
26 Cf. Jackson, 1985, p.xi, as cited in Gummesson, 2008, p.25. 
27 Butscher, 1998, p.138. 
28 Cf. Griffin, 2002, p.39. 
29 Cf. Lund, 2011, p.16. 
30 Cf. Baron et al., 2010, p.14. 
31 Cf. Gummesson, 2008, p.6. 
32 Gummesson, 2008, p.7. 
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2.2 E-Marketing 

In the modern world as it developed until these days, relationship marketing can be 

carried out with the help of several different tools, one of them being modern 

technology. This method is called e-marketing and is defined in a general way as the 

act of “(..) achieving marketing objectives through the use of electronic 

communications technology”
33

. Further definitions of e-marketing and the related e-

CRM found throughout literature research go more into detail with the topic of these 

objectives which are stated to be the creation and maintenance of a dialog between 

the producers and selected customers
34

. Researchers suggest that information 

technology and hence e-marketing creates a unique possibility for this bilateral way 

of interaction and the exchange of information which both in turn are valuable 

methods of marketing
35

. 

Considering this field of research from the companies‟ angle, it is stated throughout 

existing literature that organizations use e-marketing due to its cost efficiency. Once 

the initially high investment for the necessary infrastructure has been financed, the 

following costs in a long-term perspective are low and offset by the advantages of 

effortless distribution and personalization of information for the customers
36

. These 

advantages belong to the opportunities that have not been available for marketers 

before the development of information technology
37

. 

Here again, the topic can also be accessed from the customers‟ point of view. The 

need for this angle is described by Lexhagen who argues that a customer-centric 

approach is necessary in the field of organizational marketing through information 

technology like the Internet
38

. On the one hand, researchers argue that customers‟ 

decision to use the Internet are based on pragmatic factors such as time-saving or 

convenience
39

, while on the other hand e-relationships are argued to have the 

potential to develop into close relationships
40

. They give customers the opportunity to 

interact with each other and hence form relationships or even networks with the help 

of so-called consumer-driven websites which gradually became more popular within 

the last decades
41

. These consumer-driven websites enable the respective group to 

                                                
33 Chaffey et al., 2009, p.9. 
34 Cf. Coviello et al., 2001, p.26. 
35 Cf. Lexhagen, 2009, p.1. 
36 Cf. Lexhagen, 2009, p.13. 
37 Cf. Gummesson, 2008, p.121. 
38 Cf. Lexhagen, 2009, p.7. 
39 Cf. Lexhagen, 2009, p.6. 
40 Cf. Gummesson, 2008, p.124. 
41 Cf. Newson et al., 2009, p.59. 
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interact with others who share their interests or lifestyles beyond the constraints of 

traditional communication
42

. Though the interaction between customers with other 

customers and with organizations through information technology is largely seen as 

an opportunity for relationship marketing, however, criticism can be found. It is 

argued for the limitation that technology is no replacement for personal 

communication but can only serve as a complement for personal human contact
43

. 

In general, it can be stated that e-marketing is a field of research which constantly 

develops in the same way as technology and its users do
44

, so that further research 

addressing the current status of customers‟ perception of e-marketing is necessary. 

2.3 Customer Clubs 

As stated above, researchers argue that customers who purchase repeatedly from a 

company are more profitable for an organization than those consumers who have to 

be persuaded of buying there through cost-intensive advertisement and it is stated that 

there is a positive correlation between the duration of the relationship between 

producer and consumer and the company‟s profitability
45

. In order to create such 

relationships, companies can use several methods of relationship marketing, one of 

those being the establishment of loyalty programs. Loyalty programs in turn can 

appear in different forms, whereof this thesis is going to focus on customer clubs. 

Even though there are different designs to loyalty programs which customer clubs are 

one specific part of, within this thesis the two terms will be treated synonymously as 

it is handled by research literature
46

. It is argued that loyalty programs and hence 

customer clubs are a form of direct marketing and therefore a significant help for 

companies in reaching their marketing goal of one-on-one marketing
47

. Individual 

marketing gradually becomes more important and as a consequence so do loyalty 

programs. Even though there are researchers who state that relationships cannot be 

based only on loyalty programs
48

, others argue that they do provide the potential to 

help building strong connections to individual customers so that they have to be 

considered as an effective method of one-on-one marketing
49

. 

                                                
42 Cf. Gummesson, 2008, p.123. 
43 Cf. Gummesson, 2008, p.125. 
44 Cf. Lexhagen, 2009, p.11. 
45 Cf. Baron et al., 2010, p.30; Gustafsson et al., 2004, p.157. 
46 Cf. Butscher, 1998, p.6 f. 
47 Cf. Butscher, 1998, p.117. 
48 Cf. Newell, 2000, p.305. 
49 Cf. Butscher, 1998, p.14. 
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In general, customers have the chance to become a member of a company‟s customer 

club so that they in turn receive certain rewards or benefits and the opportunity to 

communicate with the company. The more detailed definition as described above is 

the following: 

“A customer club is an at least communicative union of people or organizations, which 
is initiated and operated by an organization in order to contact these members directly 

on a regular basis and offer them a benefit package with a high perceived value, with 
the goal of activating them and increasing their loyalty by creating an emotional 

relationship.”
50

 

The following paragraphs are based on certain parts of this definition which have 

been chosen as fields of research. Though the organization operates the customer 

club, the customers are the main target group and the ones who are responsible for its 

success or failure. Hence, the chosen topics will be regarded from both corresponding 

points of view. The first aspect to be briefly tackled is customer retention which has 

been stated as one of the goals of relationship marketing through customer clubs
51

. 

2.3.1 Customer Retention 

Due to the fact that literature regarding relationship marketing as well as concerning 

customer clubs argues that customers who are retained are less expensive and 

therefore more valuable to a company, those customers are argued to be the central 

target group of a customer club
52

. 

Customer retention is stated to be the length of the relationship between a company 

and a customer
53

 and it is one of the most important issues of relationship 

marketing
54

. In contrast to the former transaction marketing where the probability that 

a customer is going to repurchase from a certain company is not indicated by his 

current purchasing behavior
55

, relationship marketing is aiming at changing this 

circumstance. Throughout the literature review regarding customer retention the 

aspect of satisfaction was one central subject and it seemed as if there was a positive 

correlation between customers‟ satisfaction with a company and their intention to 

repurchase its products. Nevertheless, several studies‟ results show the opposite by 

stating that up to 80% of very satisfied customers stay loyal to the company while 

this holds true for only up to 20.9% of satisfied customers
56

. The respective values 

                                                
50 Butscher, 1998, p.20. 
51 Cf. Butscher, 1998, p.7. 
52 Cf. Butscher, 1998, p.46. 
53 Cf. Griffin, 2002, p.5. 
54 Cf. Baron et al., p.10. 
55 Cf. Gummesson, 2008, p.24. 
56 Cf. Johansen and Monthelie, 1996, p.17 as cited in Gummesson, 2008, p.259. 
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found in another survey account for 65 to 85% of satisfied or very satisfied customers 

who defect nevertheless
57

. These numbers can have a variety of explanations, such as 

better offers from competitors, recommendations from friends or just coincidence
58

. 

Due to these critics, researchers started to search for a better way of forecasting 

customer‟s behavior than through measuring their satisfaction. At this point, the 

importance of customer clubs can be underlined, as personal relationships are more 

probable to establish a bond between the company and the customer and therefore 

increase the probability for future purchases from the same company. Furthermore, as 

it becomes visible in the definition of a customer club stated before, their focus is on 

delivering value to the customer, which is suggested to be the main driver of 

retention
59

. 

2.3.2 Communication Channels 

As stated in the definition of a customer club which is the guideline for the theoretical 

literature research, one prevailing aspect of those clubs is the fact that they are meant 

to provide a direct and regular opportunity for communication. These opportunities 

aim at intensifying the relationship with the club members
60

. The described 

communication can be split up into several topics such as the distribution of 

information initiated by the organization or the approach towards the company from 

the customers‟ side as it is claimed that such communications should offer a dialog in 

both directions
61

. Moreover, the channels used for this communication can be 

grouped into rather traditional and modern channels and it is argued that companies 

have to develop both of those possibilities in order to satisfy today‟s customers
62

. The 

following paragraphs are built on the latter distinction, beginning with the traditional 

communication channels available to customer clubs. 

One of the communication channels a company can use for its customer club is a club 

magazine. This is a written magazine which is usually sent out to the members of the 

customer club two to twelve times within a year
63

. Another way of communicating 

with the customers is via direct mail. At that point, the mentioned differentiation 

between the company‟s and the customer‟s initiative for the contact becomes relevant 

                                                
57 Cf. Reichheld, 1993, p.112 as cited in Butscher, 1998, p.27. 
58 Cf. Gummesson, 2008, p.259. 
59 Cf. Newell, 2000, p.30. 
60 Cf. Butscher, 1998, p.46. 
61 Cf. Grönroos, 2004, p.105. 
62 Cf. Newell, 2000, p.27. 
63 Cf. Butscher, 1998, p.118. 
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as there are the methods of outbound and inbound e-mail marketing, the former 

describing e-mails sent by the organization and the latter representing e-mails from 

customers which have to be managed by the company
64

. Furthermore, within 

outbound marketing there is in turn the distinction between opt-in marketing where 

customers have to proactively give their agreement to receive information and let the 

company use personal information gathered through customer behavior 

measurements and opt-out marketing where their approval is taken for granted unless 

they actively state otherwise
65

. Within loyalty programs, opt-out marketing is claimed 

to be the standard
66

 which could be explained with the circumstance that companies 

take it as approval that the customer voluntarily signs up for the program. The main 

advantages of marketing via e-mail are claimed to consist of the facts that they are 

relatively inexpensive and can be personalized without great efforts
67

. Yet the 

theoretical statement that customers have different preferences regarding the content 

as well as the frequency of e-mail marketing
68

 which is not followed by an 

explanation of these preferences can be interpreted as a gap in existing literature with 

regard to this field of research. 

One further option for a loyalty program to inform its members and make them feel 

involved in the club is through sending out a newsletter to them
69

. In contrast to the 

previously described magazines these newsletters can either be in a written form or 

online since the Internet is established as popular communication tool which again 

brings the advantages of easier and less cost-intensive distribution than the printed 

form
70

. The next possible communication channel chosen to investigate on is a club 

hotline. This channel is described to serve not primarily for information distribution 

but rather as an opportunity for members to place orders and to describe their 

complaints
71

 so that this channel appears to be used rather on the club members‟ 

initiative. Researchers support the importance of this channel and Wiencke (1993) 

goes so far as to claim that of all the communication with a club 99 per cent is carried 

out via telephone
72

. Due to the fact that this circumstance might have changed since it 

has been stated, there is a gap for a current investigation on this topic. Research 

moreover suggests the methods of communicating with club members on club 

                                                
64 Cf. Chaffey et al., 2009, p.547. 
65 Cf. Chaffey et al., 2009, p.547. 
66 Cf. Lacey & Sneath, 2006, p.462. 
67 Cf. Chaffey et al., 2009, p.550. 
68 Cf. Chaffey et al., 2009, p.551. 
69 Cf. Griffin, 2002, p.169. 
70 Cf. Griffin, 2002, p.170. 
71 Cf. Butscher, 1998, p.120. 
72 Cf. Wiencke, 1993, p.3 as cited in Butscher, 1998, p.120. 
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meetings or sponsored events which provide the opportunity to exchange information 

on the one hand between customers and on the other hand between members and 

representatives of the organization
73

. The last channel chosen for investigation and at 

the same time the channel which leads from traditional to modern communication 

channels of a customer club is the Internet. The Internet and hence an own website is 

claimed to be one further option for companies to be present in media
74

 and another 

potentially beneficial channel to use for their customer clubs
75

. 

Apart from different channels that have been stressed by researchers, the facts they 

agree on are that on the one hand customer clubs can benefit from an appropriate 

mixture of channels as customers have found out to be more loyal to a club and hence 

the company when they are using a multi-channel approach
76

. On the other hand, the 

adequacy of the channels in use is a subject that should not be neglected because the 

potential benefits can change into disadvantages for the company if the wrong 

additional channels are used
77

. These arguments lead to the suggestion that further 

research on which channels are beneficial for a company to integrate into their 

communication strategy of their customer club could be useful in order to maximize 

their utility. 

2.3.3 Social Networks 

As described above, the Internet is a communication tool that became more and more 

accepted and demanded within the last decades and therefore has to be considered 

while choosing communication channels for a customer club. It is argued to be a 

powerful tool
78

 as it gives the opportunity to spread information faster than the 

traditional channels through the use of tools such as instant messaging, chat rooms 

and social networks
79

. The latter will be the focus of the following paragraphs. A 

social network is defined as “(…) a site that facilitates peer-to-peer communication 

within a group or between individuals through providing facilities to develop user-

generated content (UGC) and to exchange messages and comments between users.”
80

 

Researchers ascribe equivalent advantages to them as to the Internet in general which 

are low costs, easy implementation and a potentially high growth and state that they 

                                                
73 Cf. Butscher, 1998, p.122. 
74 Cf. Knox et al., 2003, p.28. 
75 Cf. Butscher, 1998, p.11. 
76 Cf. Griffin, 2002, p.25. 
77 Cf. Griffin, 2002, p.26. 
78 Cf. Newell, 2000, p.91. 
79 Cf. Kirby & Marsden, 2006, p.87. 
80 Chaffey et al., 2009, p.531. 
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could be an alternative or at least a complement for traditional channels
81

. Within the 

following paragraphs several social media opportunities will be in the focus, aiming 

at their beneficial influence on customer clubs‟ communication strategies.  

The first modern channel considered is the social network Facebook. Its importance 

as communication channel of a customer club is highlighted by arguing that 

Facebook can help to build and to maintain companies‟ relationships
82

 and that it 

therefore should be considered to be used in an interactive way
83

. The second channel 

chosen for further investigation is Instagram which is a social networking app 

providing a platform to share photos and videos. Moreover, blogs have been 

investigated with the result that researchers state that they are an effective tool 

because they are a fast and cheap alternative for information distribution for a 

customer club
84

 and that they as a result are more powerful than traditional 

channels
85

. In contrast to this statement, critics exist which claim that they have only 

been a temporary issue and that the trend is already moving away from blogs today
86

. 

These discrepancies concerning the current importance of blogs indicate the need for 

more recent research. The fourth and last channel taken into account during literature 

review is the video sharing platform YouTube. Its features reach from the initial 

uploads of videos over comments, groups and private messages to an individualized 

page which could make it an attractive channel for the members of a customer club to 

be informed through and hence an effective way of relationship marketing for 

companies even if a critic to its importance is the assumption that only younger age 

groups use this channel
87

 which could be a limitation its implementation. 

Due to the fact that social networks in general are claimed to be highly beneficial as a 

communication tool but nevertheless have not been researched to a broad extent with 

regard to customer clubs, there seems to be a gap within this field of research. It is 

argued that companies can only evaluate whether a social network suits their 

strategies if they ask their customers for their preferences
88

 which would be an 

approach for further research. 

                                                
81 Cf. Gummesson, 2008, p.125; Romero, 2012, pp.63–65. 
82 Cf. Newson et al., 2009, p.62. 
83 Cf. Romero, 2012, p.66. 
84 Cf. Kirby & Marsden, 2006, p.154. 
85 Cf. Gummesson, 2008, p.200. 
86 Cf. Newson et al., 2009, p.xiii & p.12. 
87 Cf. Newson et al., 2009, p.69. 
88 Cf. Newson et al., 2009, p.51. 
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2.3.4 Customer Perceived Value 

As the definition of a customer club indicates, the aim is to gain customers‟ loyalty 

and establish a strong relationship with them by delivering benefits with a high 

perceived value
89

. Since a loyalty program cannot be evaluated without taking into 

account the value customers ascribe to it
90

 the concept of customer perceived value 

[CPV] is introduced as a theoretical framework belonging to the field of marketing as 

well as customer behavior
91

. The definition of value which is claimed to be one of the 

most cited ones
92

 has been presented by Zeithaml (1988) who describes perceived 

value as “(…) the consumer‟s overall assessment of the utility of a product based on 

perceptions of what is received and what is given.”
93

 Since customer clubs are based 

on the theoretical background of relationship marketing and therefore value does not 

only relate to a product or a service but to the circumstances of the purchase
94

, this 

definition is criticized for its focus on products. It is therefore suggested to consider 

the definition of perceived value as “(…) the outcome of customer-perceived quality 

and the customer‟s sacrifice (…)”
95

 by Gummesson (2008). 

Transferring this definition to the context of a loyalty program, this means that the 

customer gives up on some tangible or intangible aspects “(…), the cost of which is 

expected to be outweighed by the advantages.”
96

 This principle of balance between 

the sacrifices and the value of the advantages is also indicated by Butscher (1998) 

who stresses the need for this value to be significant not only from the company‟s 

perspective but predominantly from the customers‟
97

. While Gustafsson et al. argue 

that a customer does not lose anything by joining a club
98

, the preceding arguments 

disprove this assertion as “(…), customers will weight their input (…) against the 

output they receive (…)”
99

 through the club as it is illustrated in figure 1. 

                                                
89 Cf. Butscher, 1998, p.20. 
90 Cf. Sällberg, 2004, p.8. 
91 Cf. Lexhagen, 2009, p.4. 
92 Cf. Lexhagen, 2004, p.126. 
93 Zeithaml, 1988, p.14. 
94 Cf. Knox et al., 2003, p.26. 
95 Gummesson, 2008, p.261. 
96 De Wulf et al., 2003, p.4. 
97 Cf. Butscher, 1998, p.61. 
98 Cf. Gustafsson et al., 2004, p.158. 
99 Butscher, 1998, p.60. 
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A gap in research seems to be based on the argument that the results of conducted 

studies represent the situation of customer perceived value at the specific point in 

time they were conducted without covering the development over time
100

. Hence, 

more recent studies can give interesting insight in this development over the last 

years and decades. Moreover, as the importance of the customer and its perception of 

value have already been stated, a consequence would be to conduct further studies 

investigating which values they appreciate most
101

. This leads to the second part of 

the definition of a customer club cited at the beginning of this chapter, as the added 

value customers are able to perceive are to a certain extent delivered through the 

benefits a customer club offers to them. 

2.3.5 Benefits 

A customer club‟s benefits are one of its most essential components. Researchers 

state that customer clubs that were not successful blamed their failure to a great 

extent on too little knowledge about the preferences of their customers regarding the 

offered benefits
102

 and on benefits which did not deliver enough value to the 

customers
103

. The origin of this problem can be found in the assertion that companies 

set up their benefit package without asking their customers for their preferences in the 

first place
104

. Therefore, a greater focus on the customers‟ value perception of the 

club‟s benefits is suggested in order to establish a successful customer club. 

                                                
100 Cf. Lexhagen, 2009, p.14. 
101 Cf. Newell, 2000, p.32. 
102 Cf. Newell, 2000, p.67. 
103 Cf. Kirstgens, 1995, p.32 as cited in Butscher, 1998, p.158. 
104 Cf. Butscher, 1998, p.38. 

Figure 1: Balance of Input and Output of a Loyalty Program 

Based on Butscher, 1998, p.61. 
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The theoretical framework regarding benefits of a customer club distinguishes them 

in two slightly different ways. The first approach to label different types of benefits is 

to group them into “(…) utilitarian benefits (monetary savings and convenience), 

hedonic benefits (exploration and entertainment), and symbolic benefits (recognition 

and social benefits).”
105

 The second concept which will be predominantly used in the 

following is to differentiate between hard and soft benefits. Hard benefits are 

characterized to be tangible and most of the times financial while soft benefits in 

contrast are non-financial
106

. 

Hard benefits such as discounts, coupons or special prices are argued to be the 

driving forces when persuading customers to make the initial decision to join a 

customer club
107

 and the ones that most loyalty programs mainly offer
108

. It is argued 

that this financial focus is “(…) appropriate when there is a high percentage of 

transactional customers – for whom the search for an acceptably priced solution, not 

an emotional connection with the provider, is the primary focus.“
109

 Newell (2000) 

describes a study where almost half of the participants indicated that they favored 

special treatment over discounts
110

 which the other way around means that in this 

study hard benefits were preferred by more than 50% of the respondents. In contrast 

to this result the prevailing opinion found in existing literature claims that hard 

benefits only serve as the initial incentive to join the club while they do not have the 

potential to inspire true customer loyal since customers are expected to switch to the 

competition as soon as they make a better offer
111

. The attribute of building true 

relationships with customers is ascribed to soft benefits such as club events, 

privileged treatment or advanced information with the legitimation that it “(…) can 

only be created in your customers‟ minds and not in their wallets.”
112

 In contrast to 

hard benefits, soft benefits are more complicated for the competition to copy which 

makes them highly valuable to customers as they are the benefits that make a 

company‟s customer club unique
113

. However, it is stated that the list of soft benefits 

a customer club can offer does not necessarily become better if it becomes longer
114

 

so that a company should only focus on the most appropriate soft benefits. 

                                                
105 Mimouni-Chaabane & Volle, 2010, p.32. 
106 Cf. Butscher, 1998, p.63. 
107 Cf. Butscher, 1998, p.8 & p.66. 
108 Cf. Butscher, 1998, p.3. 
109 Stauss et al., 2005, p.248. 
110 Cf. Newell, 2000, p.67. 
111 Cf. Butscher, 1998, p.3. 
112 Butscher, 1998, p.163. 
113 Cf. Butscher, 1998,  p.63. 
114 Cf. Butscher, 1998, p.66. 
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Letting aside the arguments which category of benefits serves the customer club 

better, researchers agree on the fact that a customer club has to balance both types in 

order to be successful
115

 as illustrated in table 2. Literature suggests for further 

research in the field of financial vs. non-financial benefits of customer clubs
116

 as it is 

claimed to still not be researched to a satisfying extent which benefits are valued most 

by customers. 

2.3.6 Loyalty 

The term loyalty program already indicates what it aims at and the literature review 

showed that the primary goal of customer clubs is to retain customers by inspiring 

loyalty to the company through establishing a relationship with them. Even though 

the subject of loyalty is essential for a study in this field of research, literature still 

sees a lack in its coverage
117

. The theoretical framework suggests four concepts in 

order to investigate on the reasons for customers to become and stay loyal to a 

company. These are “(…) behavioural loyalty, attitudinal loyalty, customer 

satisfaction and switching costs.”
118

 

Starting with behavioral loyalty, it is claimed that loyalty can be seen as concept 

being based on the actual purchasing behavior of the customers
119

 as “(…) it is 

defined as nonrandom purchase expressed over time by some decision-making 

unit.”
120

 In contrast to this, loyalty is also claimed to be shown in an attitudinal way 

through an emotional attachment with the company. Research claims that behavioral 

and attitudinal loyalty have to complement each other because none of them would 

                                                
115 Cf. Butscher, 1998, p.163. 
116 Cf. Mimouni-Chaabane & Volle, 2010, p.37. 
117 Cf. Gustafsson et al., 2004, p.158. 
118 Sällberg, 2004, p.32. 
119 Cf. Baron et al., 2010, p.46; Griffin, 2002, p.15. 
120 Griffin, 2002, p.15. 

Figure 2: Mix of Hard and Soft Benefits 

Based on Butscher, 1998, p.64. 
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lead to an overall strong loyalty on its own
121

. Regarding customer satisfaction in 

relation to loyalty, there are two antithetic argumentation lines. On the one hand, 

satisfaction is stated to be an unreliable way of measuring the potential for customers‟ 

repeat purchase probability compared to customer loyalty
122

. On the other hand, 

Griffin describes a study where a positive correlation between satisfaction and 

purchasing behavior is assumed
123

 while Gustafsson et al. explain the advantage of 

satisfaction over loyalty the way that loyalty could be bought while satisfaction has to 

be earned
124

. The fourth and last concept for customer loyalty is based on switching 

costs induced on the customer. Baron et al. indicate a research gap when they suggest 

the approach of shifting research from loyalty to its opposite represented by switching 

behavior in order not to maximize loyalty but to minimize switching.
125

 This 

approach is followed due to other researchers‟ support for the importance of 

switching costs as an initiator of repeat purchase
126

. 

One aspect of criticism against the field of research regarding loyalty within a 

customer club is that those clubs might not build up customer loyalty to the company 

or the brand but only to the loyalty program itself
127

. Therefore it is distinguished 

between program loyalty which “(…) is conceptualized as having a high relative 

attitude leaning toward the loyalty program”
128

 and company loyalty which implies a 

customer‟s motivation to establish a relationship with the company
129

. 

Loyalty as a concept for customer clubs is highly relevant because it is claimed to 

directly improve a company‟s profitability as well as to indirectly improve its 

conditions as loyal customers are motivated to persuade others to purchase the 

company‟s products by talking to friends or colleagues
130

. 

2.3.7 Word-of-mouth 

Customers who are highly loyal to a company and its products are likely to not only 

buy them their selves but to also talk to their family and friends about them. 

Customers with a relationship this close are called advocates and they are claimed to 

                                                
121 Cf. Baron et al., 2010, p.47; Dorotic et al., 2012, p.231. 
122 Cf. Griffin, 2004, p.4. 
123 Cf. Griffin, 2002, p.3. 
124 Cf. Gustafsson et al., 2004, p.165. 
125 Cf. Baron et al., 2010, p.55. 
126 Cf. Sällberg, 2004, p.38. 
127 Cf. Kang et al., 2014, p.464. 
128 Yi & Jeon, 2003, p.232. 
129 Cf. Sirdeshmukh et al., 2002, p.20. 
130 Cf. Griffin, 2002, p.35. 
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most probably advertise the company to others
131

. This type of advertisement is 

called word-of-mouth, which is differentiated from mass advertisement through its 

attribute of being an interpersonal way of communication between customers
132

. 

Kirby and Marsden (2006) claim that reasons for word-of-mouth being so powerful 

are that propositions from actual customers seem more trustworthy and less sales 

motivated and that the communication is more vivid and therefore more attractive.
133

 

Hence, potentially new customers are stated to be acquired more successfully in the 

first hand and moreover more successfully retained as loyal customers
134

 through 

word-of-mouth communication than through traditional advertisements. 

Establishing strong relationships through a customer clubs hence is important in order 

to motivate customers to positive word-of-mouth advertisement. On the other hand, it 

is vital to prevent the other side of this theoretical framework which is negative word-

of-mouth. Customers who are not loyal to the company and defect are likely to spread 

negative comments
135

 which researchers recognize are more influential than their 

positive counterparts
136

. 

Word-of-mouth advertisement is described as one of the oldest media used for 

marketing purposes.
137

 Nevertheless, its effectiveness has not decreased in modern 

times. On the contrary, it is described to be even more relevant in times of digital 

media and social networks due to the fast distribution of messages
138

 which makes it 

an appropriate field for further research. 

2.4  Generations 

This thesis aims at the preferences of its participants with regard to the above stated 

aspects concerning customer clubs with the goal of adopting the clubs respectively. 

The aspect of adaptation leads to a further theoretical topic necessary for the present 

study in the way that companies might have different target groups their customer 

club has to be suitable for. This differentiation of the companies‟ target groups can be 

based on their customers‟ age. Therefore, the theoretical background of grouping 

ages into generations is taken into account. 

                                                
131 Cf. Griffin, 2002, p.151. 
132 Cf. Kirby & Marsden, 2006, p.164. 
133 Cf. Kirby & Marsden, 2006, p.176. 
134 Cf. Griffin, 2002, p.155. 
135 Cf. Lund, 2011, p.30. 
136 Cf. Kirby & Marsden, 2006, p.174. 
137 Cf. Kirby & Marsden, 2006, p.xx f. 
138 Cf. Kirby & Marsden, 2006, p.xx f. & p.87. 
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Literature suggests varying distributions of generations, the one decided to use for the 

following study is derived by Evans et al. (2009)
139

. It describes the first generation 

as Baby Boomers and accounts them to the years of birth between 1945 and 1965. 

This generation is followed by the so-called Generation X attributed with a range 

from 1966 to 1976 and by Generation Y reaching from 1977 to 1994. The youngest 

group, Generation Z, based on these former suggestions includes everyone born from 

1995 on. 

Each generation has its own characteristic attributes regarding behavior or 

preferences. The following study concentrates on those in connection to the 

theoretical background of relationship- and e-marketing. It is stated that Baby 

Boomers did not grow up with technology, nevertheless they managed to adapt to it, 

if only not to the same extent as those belonging to Generation Y
140

. Generation X is 

described to be on the one hand skeptical of marketing
141

 but on the other hand “(…) 

interested in engaging with marketing rather than being passive receivers of it.”
142

 

Furthermore, they are characterized as technology and media savvy
143

 just like 

Generation Y
144

 who are claimed to be the most frequent users of social media
145

. For 

Generation Y researchers go so far as to claim that “their responses to online 

marketing is expected to be different as they process website information five times 

faster than older generations (…).”
146

 Regarding Generation Z, literature hints at a 

gap in research
147

 but at the same time states that this generation is an important field 

of study due to their high purchasing power in the future
148

 so that marketers should 

invest in research on this target group
149

. 

Overall, the importance of further investigation on generational differences is 

supported by literature as it is claimed that “(…) understanding the motivational 

needs of unique generational cohorts allows marketers to more effectively design 

precise adaptive strategies (…)”
150

. This statement is referring to a company‟s social 

media strategy which it is applied to in the following study next to further theoretical 

aspects of customer clubs and customer loyalty. 

                                                
139 Cf. Evans et al., 2009, pp.158–163. 
140 Cf. Krishen et al., 2016, p.5249. 
141 Cf. Evans et al., 2009, p.160. 
142 Evans et al., 2009, p.161. 
143 Cf. Krishen et al., 2016, p.5249. 
144 Cf. Bolton et al., 2013, p.248. 
145 Cf. Baron et al., 2010, p.164. 
146 Bilgihan, 2016, p.103. 
147 Cf. Priporas et al., 2017, p.375; Southgate, 2017, p.233. 
148 Cf. Priporas et al., 2017, p.375. 
149 Cf. Southgate, 2017, p.233. 
150 Krishen et al., 2016, p.5251. 
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3 Methodology 

3.1 Study Design and the Case of the Clothing Industry 

In order to achieve valuable data with regard to the chosen topic and research 

questions a quantitative study has been conducted. This has been consciously chosen 

since it is regarded as best serving method for this research purpose as it gives the 

possibility to reach out to a broad field of participants and to collect data which can 

be statistically analyzed with regard to the chosen variables. 

Furthermore, with the aim of collecting reliable and at the same time generalizable 

results, it has been chosen to conduct the questionnaire using the clothing industry as 

a case study for the field of research of customer clubs. This method of using a case 

as a control variable for the questionnaire aims at preventing misunderstandings and 

making sure that customers have similar attributes of a customer club in their minds 

while answering the questions. The clothing industry has been chosen consciously 

due to the fact that it is claimed that the largest and moreover gradually increasing 

share of customer club memberships can be accounted to the retailing sector and 

within this to fashion retailers
151

. Hence, the clothing industry as a case is suitable for 

serving the goal of unitizing the participants‟ indications and therefore for reducing 

misunderstandings and biased results. 

3.2 Target Group, Sample Size and Distribution 

While defining the target group of the questionnaire it had to be decided whether to 

focus on members of customer clubs only or to integrate non-members as well. Based 

on the argument that loyalty programs primarily aim at retaining existing customers 

due to the fact that in comparison to gaining new customers it is less cost intensive
152

, 

yet also partly at attracting potentially new customers
153

, it is also interesting to 

investigate the attitudes of non-members regarding the field of study as their critics 

could reveal possibilities for improvements. Therefore, both members and non-

members of customer clubs have been consulted as the chosen target group of the 

study. 

                                                
151 Cf. Stathopoulou & Balabanis, 2016, p.5801. 
152 Cf. Baron et al., 2010, p.30; Butscher, 1998, p.22. 
153 Cf. Berry, 2002, p.71; Butscher, 1998, p.44 f. 
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Regarding the number of responses the questionnaire should deliver in order to be of 

value, Butscher (1998) argues that 250 participants are necessary for a reliable 

outcome
154

. De Wulf et al. (2003) carried out a study which was taken as reliable 

with 243 analyzed questionnaires
155

 while Kreis and Mafael (2014) conducted a 

similar study with 214 participants and state that this is a reliable value
156

. Therefore, 

this amount was set as minimum so that the results would become useful and 

generalizable to the greatest extent possible. Hence, the target group did not exclude 

anybody from the beginning and the sampling size was relatively big compared to a 

qualitative study. 

The chosen channel to disseminate the questionnaire was the Internet. This method 

offers the advantages of reaching a large audience at once. The distribution was done 

using a combination of convenience sampling and snowball sampling
157

 which means 

that friends, family and other students have been contacted without further 

differentiation with the request to forward the study. Another possibility would be a 

purposive sampling
158

 which means to only send out the questionnaire to preselected 

participants. Due to the stated fact that the target group did not exclude any certain 

type of participant, there was no need for a selection and hence the convenience 

sampling was chosen. In order to reach the amount of people stated above the link to 

the questionnaire was sent out through the e-mail list of the FH Aachen, posted on 

Facebook with the request to share the link and distributed through WhatsApp. Two 

weeks after the first distribution, a reminder followed through WhatsApp and 

Facebook. 

The questionnaire itself was built by using an online survey provider which made it 

possible to distribute the questionnaire by sending the online link to the potential 

participants. The requirements for the survey program were that it had to provide a 

smartphone version and the possibilities for a drop-down list as well as for a ranking 

scale
159

 which will both be described more in detail later on. Based on these 

prerequisites umfrageonline.com
160

 was the provider of choice. 

                                                
154 Cf. Butscher, 1998, p.9. 
155 Cf. De Wulf et al., 2003, p.77. 
156 Cf. Kreis & Mafael, 2014, p.593. 
157 Cf. Saunders et al., 2009, p.240 f. 
158 Cf. Saunders et al., 2009, pp.237–239. 
159 Cf. Butscher, 1998, p.78. 
160 Cf. Marbot, 2007. 
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3.3 Pilot Study 

Before actually publishing the questionnaire, the method of pilot testing has been 

applied in order to make improvements with the help of the critical comments of trial 

participants. On the one hand, participants with previous knowledge in the topic of 

consumer behavior and the development of questionnaires were asked to go through 

the first version with regard to the content. This part of the pilot testing revealed that 

further demographic questions should be added in order to be able to compare 

participants with regard to those variables. On the other hand, the overall level of the 

language and the estimation of how long the questionnaire would take to finish was 

evaluated with the help of trial participants who are no experts in the field of 

research. After evaluating the different critics, some possible answers that have not 

been taken into account before were added while other answers were adjusted to be 

shorter and content easier vocabulary so that misunderstandings should be prevented. 

3.4 Questionnaire Development 

The questionnaire was developed based on the research questions introduced above 

which partly correspond to the parts of the definition of loyalty programs as stated by 

Butscher (1998)
161

. The questions were not pre-defined but self-administered. The 

exact division of which question belongs to which research question and definition 

fraction can be retraced in the operationalization table (table 1). The questions in the 

finished online questionnaire did not strictly follow the order of the research 

questions but have been rearranged in a logical sequence in order to make it easier for 

the participants to answer the questionnaire. 

3.4.1 Covering Letter 

As an introduction to the online questionnaire a short text has been formulated which 

was meant to briefly inform the participants about the topic of customer clubs to the 

extent that was necessary to understand the content of the following questions. 

Moreover, it was meant to motivate those who opened the link to actually conduct the 

study, especially non-members who should be convinced that even if they feel like 

they do not belong to the target group are valuable for the study. The covering letter 

additionally had the purpose of motivating the potential participants to answer all of 

the questions from their personal point of view. Furthermore, the fact that the 

                                                
161 Cf. Butscher, 1998, p.20. 
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questionnaire was conducted in English was tackled in order to motivate everybody 

to participate even if they felt unsure about their English skills. Lastly, the promise to 

keep every information gathered anonymous and safe and an ex ante note of thanks 

completed the covering letter.
162

 

3.4.2 Questions 

First of all, before actually developing the questionnaire a general thought had to be 

taken care of. The questionnaire‟s language had to be adapted to its target group. 

Therefore it had to be kept in mind to use relatively easy, understandable English 

throughout the development which has been improved by the pilot study as described 

above. An additional thought regarding the language was the wording. While up to 

now loyalty program and customer club have been used as synonyms
163

, for the 

questionnaire the term customer club has been chosen in order not to influence the 

participants in their answers by mentioning the purpose of measuring their loyalty. 

In the beginning, the questionnaire aimed at differentiating the participants who are 

member of a customer club and those who are not. This differentiation has been 

chosen on the one hand on the base of the target groups of loyalty programs, 

primarily consisting of existing customers
164

 and secondarily of potential new 

customers
165

. On the other hand, the differentiation was justified due to former 

research in a similar field of study which observed the fact that members and non-

members perceive and evaluate customer clubs differently
166

. The questionnaire was 

designed in the way that members and non-members executed the questions in 

slightly different paths as it becomes visible in the operationalization (table 1). If a 

participant indicated that he or she is no member of a customer club the program 

automatically lead to the question on the reason for this attitude. While non-members 

answered this question, those who state that they are members were lead to general 

questions about their purchasing behavior which would in turn not be suitable for 

non-members. 

Both members and non-members answered the following questions which were not 

arranged by the research questions they belong to but by the possibilities to answer so 

that participants internalize the options with the expected effect of saving time while 

executing the questionnaire. They were conducted using a five-point Likert scale 

                                                
162 The covering letter is illustrated in appendix I. 
163 Cf. Butscher, 1998, p.6 f. 
164 Cf. Baron et al., 2010, p.30; Butscher, 1998, p.22. 
165 Cf. Berry, 2002, p.71; Butscher, 1998, p.44 f. 
166 Cf. Gustafsson et al., 2004, p.157 & p.160. 
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which has been chosen as best fitting scale for this type of questions with regard to 

former research
167

. The first group of questions aims at the communication channels 

which the participants are asked to evaluate regarding several variables, namely their 

motivation to sign up for a customer club and their preference for outbound as well as 

inbound communications
168

 because research states that the communication should be 

bilateral
169

, and finally the preferred frequency of communication. The second group 

aims at similar variables, this time connected to social media channels instead of the 

previous traditional communication channels. This group was introduced by the 

general question about the participants‟ use of chosen social media channels with the 

goal of being able to double-check the reliability of the following questions 

concerning their preferred channels and frequencies of contact. 

The following questions were meant to be the sources of analyzing the value that 

customers relate with the potential benefits a customer club is able to offer to them. 

The benefits were subdivided into financial and non-financial ones as stated above. 

The first question of this kind was executed in the form of a ranking scale. 

Participants were asked to rank the potential benefits in the sequence of their personal 

preference. As Butscher proposes, this method should be carried out with a maximum 

of six benefits to rank
170

 which has been taken into consideration. The next question 

also aimed at the preferences for the potential benefits, this time using the five-point 

Likert scale
171

. This question has consciously been added to the questionnaire even 

though one could argue that the questions seem to measure the same variable. It is 

meant to serve as insurance for reliable results in case the ranking scale did not 

deliver these. This method is called triangulation as it measures one aspect using 

several methods as a control.
172

 Additionally, this question included an open field for 

further propositions of benefits that companies should consider in the participants‟ 

point of view as declared important by existing research
173

. 

Due to the fact that loyalty programs as a part of relationship marketing aim at 

customer retention
174

, the study went on with a question meant to be used to identify 

the customers‟ incentives to stay members of the customer club. As this question is 

only appropriate for members, non-members have been automatically excluded from 

this question as it becomes visible in table 1. The possible answers were developed to 

                                                
167 Cf. Butscher, 1998, p.71–74; Kang et al., 2014, p.467; Kreis & Mafael, 2014, p.593. 
168 Cf. Chaffey et al., 2009, p.547. 
169 Cf. Grönroos, 2004, p.105. 
170 Cf. Butscher, 1998, p.78. 
171 Cf. Butscher, 1998, p.71–74; Kang et al., 2014, p.467; Kreis & Mafael, 2014, p.593. 
172 Cf. Saunders et al., 2009, p.146. 
173 Cf. Newell, 2000, p.36. 
174 Cf. Baron et al., 2010, p.10. 
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hint at the theoretical framework of attitudinal and behavioral loyalty as well as 

satisfaction and switching costs
175

. 

The next question should measure the probability of motivating the customer to 

word-of-mouth by offering them the potential benefits listed. Research describes that 

there is an expected relation between the perceived benefits and customers‟ word-of-

mouth behavior which need further analysis
176

, which is what this question aims at. 

An open field has been added in case customers have further ideas for benefits that 

would motivate them to tell their friends and families about that were not taken into 

consideration in the questionnaire up to that point. 

Saving the demographic questions to the end of the questionnaire has been chosen 

consciously with the intention of starting the questionnaire with topics that are more 

interesting for the participants and therefore more motivating for them to complete. 

After the pilot testing, the questionnaire included five demographic questions. 

Considering the participants‟ age it has been decided to use a ratio scale in the form 

of a drop-down list where participants could choose their year of birth. In comparison 

to an ordinal scale using age-groups this method gives the possibilities to calculate a 

mean while still being able to group the participants into age-groups that correspond 

to the theoretical framework of generations divided into Baby Boomers, Generation 

X, Y and Z
177

. The following questions identifying the participants‟ gender, their 

current employment status, their monthly net income and their country of origin 

closed the questionnaire
178

. 

3.4.3 Operationalization 

The following table is meant to visualize the connection of the questions in the survey 

to their corresponding research questions. Another way to differentiate them is to sort 

them by their belonging to the particular parts of the definition a loyalty program. 

The research questions and the definition‟s parts are similar and overlap in some 

points as it can be seen in table 1. It furthermore distinguishes between the questions 

that those participants who indicate that they are members of a customer club conduct 

and that path that non-members take through the questionnaire. 

                                                
175 Cf. Sällberg, 2004, p.32. 
176 Cf. Mimouni-Chaabane & Volle, 2009, p.37. 
177 Cf. Evans et al., 2009, pp.158–163. 
178 The whole questionnaire is illustrated in appendix I. 
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Table 1: Operationalization
179

 

Research Question Corresponding part of 

the definition of a loyalty 

program
180 

Questionnaire 

Questions 

(members) 

Questionnaire 

Questions     (non-

members) 

General questions  1, 2, 3, 5, 20, 21, 22, 

23, 24 

1, 4, 5, 20, 21, 22, 

23, 24 

Which communication channels 

of a customer club do customers 

value? 

“an at least 

communicative union” 

“contact these members 

on a regular basis” 

7, 8, 9 7, 8, 9 

Is social media an alternative to 

the traditional communication 

channels? 

10, 12, 13 10, 12, 13 

Which benefits of a customer 

club do customers value? 

“offer them a package 

with high perceived 

value” 

14, 15 14, 15 

What does motivate customers 

to sign up, stay and participate 

in a loyalty program? 

“with the goal of 

activating them” 

6, 11, 16, 17, 18, 19 6, 11, 16, 17, 19 

3.5 Analytical Methods 

After collecting the data by conducting the questionnaire, this data was analyzed in 

order to answer the research questions to the greatest extent possible. Therefore, the 

program SPSS which gives the opportunity of analyzing data with regard to different 

scientific aspects was used. At first, a demographic analysis of the participants‟ 

personal data is derived which is meant to give insight in the sample of the given 

survey and a base for further analysis connected to these attributes. Therefore, the 

frequencies of indications for the demographic questions of the survey are taken into 

account. 

Regarding the research questions, the predominantly used Likert scales and their pre-

coding make it possible to analyze the stated indications by evaluating the 

frequencies of the respective answering possibilities. Additionally, as most of the 

research questions do not only aim at evaluating the variables in their own but in 

                                                
179 The numbers in table 1 correspond to the numbers of the questions in the questionnaire as they are illustrated in 
appendix I. 
180 Cf. Butscher, 1998, p.20. 
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comparison to each other, the frequency analysis applied with regard to this 

comparison as well. This is conducted by taking into account the mode [Mo] as the 

category chosen most often and the overall mean [M] of a variable‟s indication which 

even though it does not indicate the specific preference as the categories of an ordinal 

Likert scale do not account for even distances of preference, it nevertheless allows a 

relative comparison. 

Furthermore, the preferences are not only described in their overall appearance but in 

order to draw a conclusion on differences between companies‟ possible target groups, 

a correlation analysis with regard to the preferences and the customers‟ personal data 

such as their member status in a customer club, their age in form of the grouped 

generations and their gender are derived since companies could adapt their strategies 

to their different target groups based on potential findings. As these analyses belong 

to the kind of bivariate analysis where at least one of the components is measured on 

an ordinal scale, the Spearman correlation coefficient is used as it is the most suitable 

in this case. For other bivariate correlation analyses consisting of either parametric or 

dichotomous variables, the Pearson coefficient is taken as the more appropriate 

measurement. 

3.6 Credibility and Possible Sources of Error 

The questionnaire has been developed on the base of a profound literature review, it 

has been improved by looking at it from different angles from matching to the 

research questions over feasibility for the participants to possibilities of analysis. 

Regarding the validity which means the question whether the questionnaire is suitable 

for measuring what is intended to measure it can be said that the operationalization 

shows that the questions do fit to the research questions so that the intended fields of 

research are covered by corresponding questions. With regard to the reliability which 

is the concern about measuring the intended fields correctly, it should be mentioned 

that the study is likely to deliver the same results if repeated. Differentiating aspects 

could be personal traits such as age, gender and country of origin which can be 

examined as sources of possible deviation by analyzing the corresponding questions. 

The method of triangulation
181

 as applied in the third research question furthermore 

increases the study‟s reliability. 

One possible source of error is assumed to be the chance that non-members who do 

not feel addressed by the study do not even start with the questionnaire. This 

                                                
181 Cf. Saunders et al., 2009, p.146. 
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possibility is meant to be avoided by the questionnaire‟s covering letter which 

approaches exactly this misapprehension so that non-members know that they are 

valuable for the study complete the questionnaire as well. Another possible source of 

error is the question regarding the respondents‟ age. An open field would leave the 

risk of typing errors which would lead to the answer being falsified or impossible to 

analyze for the questionnaire software. This risk is erased by using a drop-down list 

of years of birth the participants choose from without filling in the number 

themselves. 

The study‟s representativeness has been taken into account by basing the sample size 

on propositions of existing literature so that this aspect can be regarded as given since 

the intended amount of people completed the questionnaire. Even though the final 

data sample consists of 238 completed questionnaire results, the drop-out analysis 

shows that the questionnaire was initially started by 405 people. Due to the fact that 

the demographic questions were conducted at the end of the questionnaire there is no 

possibility to draw a conclusion on the participants‟ reason to drop out from their 

personal data. However, the drop-out analysis shows that most of those who quit the 

questionnaire before finishing it do so either at the question regarding their monthly 

spending (Q5) or at the ranking scale for the benefits (Q14). Furthermore, significant 

shares of those who indicate not to be a member defect during the question aiming at 

the reason for this circumstance (Q4).
182

 The drop-outs in the beginning of the 

questionnaire could be explained with the circumstance that the participants might 

have recognized that their English skills are not sufficient or in the case of the last 

question stated with an error in the questionnaire software for the open field as it 

cannot be erased once it has been ticked. There has been no indication of an error 

with regard to the ranking scale so that possible reasons for a drop-out at this stage 

could be the lack of comprehension on how to operate the scale or the overall 

duration of the questionnaire. 

Nonetheless, even after those data files containing missing values have been deleted, 

the overall data set accounted for 238 completed files which served as the basis for 

the questionnaire‟s analysis. 

                                                
182 The numbers of the questions are based on the questionnaire as it is illustrated in appendix I. 
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4 Results and Analysis 

The statistical analysis of the described study was conducted in the order of the 

research questions, with the intention to answer them to the greatest extent possible. 

Hence, the following description of the questionnaire‟s results and their 

interpretations also follow this line of thoughts. Nevertheless, first of all the overall 

basis of the study‟s results in the form of its sample description will be delivered. 

4.1 Sample Descriptive 

As described in the methodological chapter the analysis is based on a total of N=238 

complete questionnaire results which is seen as a reliable value indicated 

theoretically
183

 as well as empirically
184

. The results of the questionnaire show that 

the youngest participant is 16 years old and the oldest is 72 years old, the average age 

of the sample is 30 years and most of the participants are 22 years old. For the further 

analysis the participants‟ age has been grouped with regard to the theoretical 

framework of the different generations
185

, so that the sample consists of a total of 

50.4% Generation Z, 30.3% Generation Y, 8.4% Generation X and 10.9% Baby 

Boomers
186

. The participants‟ relatively low age also becomes visible in the 

distribution of their current status of employment. While most of the respondents 

(55.5%) are students, a large share of employed participants and a small share of 

unemployed or retired participants become visible in the frequency analysis of the 

questionnaire.
187

 

Moreover, the demographic analysis of the questionnaire shows that the great 

majority of participants are from Germany (95.0%) which can be attributed to the 

way of distribution through channels reaching for the most part German citizens. The 

remaining respondents split up on eight further nationalities with a comparably low 

share each.
188

 

Furthermore, the results are based on the questionnaire completed by 74 men and 164 

women which equals a distribution of 31.1% male and 68.9% female participants.
189

 

With regard to the study‟s field of research of customer clubs the frequency analysis 

                                                
183 Cf. Butscher, 1998, p.9. 
184 Cf. De Wulf et al., 2003, p.77; Kreis & Mafael, 2014, p.593. 
185 Cf. Evans et al., 2009, pp.158–163.  
186 Based on table 8 in appendix II. 
187 Based on table 9 in appendix II. 
188 Based on table 10 in appendix II. 
189 Based on table 11 in appendix II. 
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shows that 67.6% of the respondents indicate to be a member in a customer club 

while 32.4% state not to be a member in such a club.
190

 Connecting these two sample 

attributes it becomes visible that there is a tendency for members to be female 

(r=0.292, p=0.000). 

4.2 Communication Channels of a Customer Club 

The first research question the conducted study aims to answer comprises the 

potential communication channels a customer club can use in order to communicate 

with its members. This communication can be handled in two directions, either the 

distribution of information from the company towards the customers or the 

communication from the customers‟ initiative, which have been differentiated in the 

questionnaire. Furthermore, the preferred frequency of received information has been 

deducted in the questionnaire. Therefore, these differentiations are maintained 

throughout the analysis. The available communication channels for each field of 

research were magazines, personal mailing, newsletters, telephone hotlines, club 

meetings, events and websites. 

Starting with the customers‟ preferences for receiving information regarding the 

customer club (Q7)
191

, the frequencies of the indicated agreement on the five-point 

Likert scales used are taken as reference of judgment of in how far the participants 

would like to be contacted through the respective channel.
192

 

Regarding club magazines participants did not agree to a great extent as 26.5% chose 

„strongly disagree‟, 20.6% „rather disagree‟, yet 29.4% „rather agree‟. Therefore it 

can be said that even if the highest share of participants „rather agree‟ (Mo=4) to be 

                                                
190 Based on table 12 in appendix II. 
191 The number is based on the questionnaire in appendix I. 
192 The following descriptions are based on the frequencies illustrated in table 13 in appendix II. 

Figure 4: Member Status Figure 3: Gender 
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willing to receive information through a magazine, those who favor this channel are 

outweighed by those who do not (M=2.68). For personal mailings, the frequencies of 

those who „rather agree‟ (23.1%) and „rather disagree‟ (23.5%) are quite similar, yet 

the 5.9% who „strongly agree‟ are offset by 33.2% who „strongly disagree‟ so that as 

a result the tendency that participants dislike being contacted via e-mail becomes 

visible. Newsletters, equally to club magazines are favored by most respondents 

(Mo=4) as 31.5% chose „rather agree‟. Nevertheless, only 2.9% „strongly agree‟ and 

as besides the 21.8% who have no tendency of preference, 16.4% „rather disagree‟ 

and 27.3% „strongly disagree‟ so that all in all the tendency seems to be rather 

negative, even though the largest share of participants indicated to be willing to 

receive information through a newsletter. The results for being contacted via a 

telephone hotline show that the majority of respondents agree on a clear aversion to 

this channel (Mo=1) as 87.8% „strongly disagree‟. The remaining indications 

gradually decrease and it becomes visible that none of the respondent chose „strongly 

agree‟. For club meetings, the results of the questionnaire show that with 47.1% most 

respondents „strongly disagree‟ (Mo=1) or „rather disagree‟ (17.6%) while the share 

positive indications are significantly lower. Regarding club events, most of the 

respondents (Mo=1, 37.0%) indicated that they „strongly disagree‟ to be willing to 

receive information through this method while the second biggest share chose „rather 

agree‟ (26.1%). This result can be interpreted in the way that there is an overall 

aversion to club events yet with a few exceptions who do appreciate this channel. 

Lastly, a customer club‟s website was favored by most of the participants (Mo=4) as 

45.8% of them indicated that they would „rather agree‟. The relatively low levels of 

the indications for the other possible answers leave the impression that this channel 

seems to be favored by most of the participants. 

Analyzing the different channels, the frequencies and the mode have been taken as a 

point of reference. In order to compare the preferences of the channels to each other, 

the mean is taken into account due to its possibility to even out the frequencies of 

indications of every field of responses and provide a relative comparison. Comparing 

the means
193

, a customer clubs‟ website seems to be the on average most favored 

communication channel (M=3.42) as it also is the only one with a mean above 3, so 

with a positive tendency towards the use of this communication channel as a source 

of information regarding a customer club. Magazines, newsletters, events and 

mailings are to follow, while meetings and especially telephone hotlines have the 

lowest means. Therefore, this part of the study indicates that companies running a 

                                                
193 Illustrated in comparison to the following question in table 2. 
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customer club should focus on those communication channels stated as the most 

favored ones by the participants. 

In order to investigate on preferences of different target groups of a customer club, 

correlations with the respective groups have been calculated.
194

 At first, the results 

regarding the circumstance whether a participant is a member of a customer club or 

not are taken into consideration with the aim of fitting the design of the customer club 

to the members‟ needs the best way possible. The results show that there are 

significant correlations for magazines (r=0.258, p=0.000), personal mailings 

(r=0.212, p=0.001), newsletters (r=0.188, p=0.004) and websites (0.348, p=0.000) 

which means that members tent to favor those channels in comparison to non-

members. As websites and magazines are already high in their level of preference for 

this question, this underlines the fact that these channels are a way to satisfy the needs 

of club members. The fact that members seem to have a tendency to evaluate those 

channels better than non-members can be based on the argument that they are 

interested in the information given by the club so that they do not feel disturbed but 

well-served by mailings in contrast to non-members. 

Furthermore, correlations between the preferences towards receiving information and 

the participants‟ age in form of generation groups are derived. It becomes visible that 

meetings (r=–0.231, p=0.000), events (r=–0.257, p=0.000) and websites (r=–0.212, 

p=0.001) are averagely evaluated better by younger participants than by those of 

older generations. The results concerning meetings and events differ from the 

assumption drawn by literature that older age groups and especially those from 

Generation X ”(…) might also be more interested in engaging with marketing rather 

than being passive receivers of it”
195

 since these channels tend to be more interactive 

yet the results show that they are favored by younger generations. The correlation 

with websites is underlined by the theoretical assumption that participants belonging 

to younger generations “(…) process website information five times faster than older 

generations (…)”
196

. Generally, it can be stated that all of the correlations which are 

significant are negative, which hints at a generally more positive attitude towards the 

communication channels of younger generations. These results should be taken into 

consideration when establishing the design of customer clubs with an overall young 

target group. On the opposite, those channels which do not show a correlation can be 

used for any age group targeted.  

                                                
194 The following correlations are illustrated in table 14 in appendix II. 
195 Evans et al., 2009, p.161. 
196 Bilgihan, 2016, p.103. 
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For some customer clubs it might be interesting to differentiate between genders, as 

some companies only offer products for one gender. Therefore, the correlations 

between the channels and the participants‟ gender were computed, yet it has to be 

said that no significant correlations were found. This means that customer clubs 

based on these findings do not have to take into account their target groups‟ gender 

when establishing their communication channels. 

The second question regarding this research question of communication channels 

(Q8)
197

 aims at those channels through which the participants would prefer to contact 

the customer club out of their own initiative. Here again, the frequencies of their 

indications are taken as underlying results of their preferences.
198

 

Regarding this question, club magazines indicate that most of the respondents chose 

„strongly disagree‟ (Mo=1) while the remaining values are decreasing. Hence, these 

results show a clear tendency towards an aversion to contact the club through this 

channel. This could be the case because a magazine does not offer too many options 

to reply except for an order form for the indicated offers. The responding analysis for 

personal mailing shows that most respondents (31.5%) „rather agree‟ (Mo=4). 

Nevertheless, 26.9% „strongly disagree‟. Regarding newsletters, again most people 

(42.9%) „strongly disagree‟ towards being willing to contact the customer club 

through this channel. As the following frequencies gradually decrease, it can be stated 

that this communication channel is not favored by the respondents. The reasons for 

this attitude could be compared to the ones given for the club magazine, as 

newsletters do not give a good possibility to respond to, either. Concerning telephone 

hotlines, the share of respondents who „strongly disagree‟ accounts for 55.0%. 

Though only 3.8% „strongly agree‟ at least 15.1% „rather agree‟. This makes 

telephone hotlines at least more favored as a channel for contacting the club than for 

being contacted. This could be explained by the motives customers have to call a 

company, being orders, questions or complaints which are indicated to be an 

important factor of offering a hotline
199

. The idea of contacting a club at one of its 

meetings is disliked by most participants (Mo=1) as 45.0% „strongly disagree‟. The 

share of respondents who „rather disagree‟ (17.2%) and „rather agree‟ (17.6%) is 

nearly the same, but as only 3.8% „strongly agree‟, this communication channel 

overall seems not to be favored by the majority of respondents with only a small 

amount of exceptions. As this corresponds to the evaluation stated above concerning 

                                                
197 The number is based on the questionnaire in appendix I. 
198 The following descriptions are based on the frequencies illustrated in table 15 in appendix II. 
199 Cf. Wiencke, 1993, p.3 as cited in Butscher, 1998, p.120. 
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the willingness to be contacted at meetings it has to be evaluated whether offering 

this channel is worth the effort for the company. Club events are evaluated similarly, 

with the majority of respondents (Mo=1, 36.6%) choosing to „strongly disagree‟ 

towards contacting the club through this channel. However, at least 22.7% „rather 

agree‟. Lastly, for websites most of the participants indicate that they „rather agree‟ 

(Mo=4, 46.2%), 19.7% „strongly agree‟ while only 6.7% „rather disagree‟ and 13.0% 

„strongly disagree‟. This shows that the website is the most favored communication 

channel regarding the intention of the customers to contact the club so that it should 

be implemented by companies in order to satisfy their customers‟ communication 

needs. 

In order to compare the preferences for the communication channels to contact the 

club, the means once again have been taken into account. As stated above, websites 

are the most favored channel (M=3.53). They are followed by mailings, events, 

meetings and newsletters. The results of this question show that telephone hotlines 

are ranked slightly better than magazines. 

Correlations between the present question and the participants‟ member status, age 

and gender have been computed in order to be able to derive a conclusion on which 

channels to focus if there is a certain target group for the company‟s customer club.
200

 

Customers who indicate that they are a member of a club tend to have an averagely 

more positive attitude towards the channels of personal mailing (r=0.215, p=0.001) 

and websites (r=0.248, p=0.000). The generational differences between the 

participants lead to the results that they also differ in their preferences to a certain 

extent. The younger the participants are the more likely they are to favor meetings 

(r=–0.243, p=0.000) and events (r=–0.235, p=0.000) which again contradicts the 

assumption that older generations like those involvement-based channels better
201

. 

Regarding this question, there are no significant correlations between the channels 

and the participants‟ gender either. 

One further interesting aspect of investigation in order to evaluate which 

communication channel is valuable for the customer and therefore worth it being 

implemented into the club design by the company is to compare customers‟ 

preferences towards being contacted (Q7) and those to contact the club on their own 

(Q8) since the channels should preferably be valuable for both directions
202

.
203

 

                                                
200 The following correlations are illustrated in table 14 in appendix II. 
201 Cf. Evans et al., 2009, p.161. 
202 Cf. Grönroos, 2004, p.105. 
203 The numbers are based on the questionnaire in appendix I. 
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Comparing the relative preferences of those answers illustrated in table 2, it becomes 

visible that websites are the most preferred channel in both directions which makes 

them inevitably valuable as a communication channel for the customer club. 

Magazines and newsletters are ranked higher in their popularity regarding receiving 

information which however is their intention. Outbound personal mailings are found 

to be relatively unpopular, yet inbound mailings
204

 are ranked second best which 

leaves them as valuable in this instance. Meetings and events both seem to be ranked 

averagely in both fields of research though with the tendency for events to account 

for a comparably higher preference. Telephone hotlines are overall disliked by the 

participants, however, comparing being called and calling the club out of own 

intentions, telephone hotlines are at least slightly more appreciated in the latter case. 

Table 2: Relative ranking of preference of communication channels
205

 

Rank of 
preference 

Communication channel 
Mean 
(Q7) 

Communication channel 
Mean 
(Q8) 

1 Website / Internet 3.42 Website / Internet 3.53 

2 Magazine 2.68 Personal mailing 2.94 

3 Newsletter 2.66 Events 2.48 

4 Events 2.58 Meeting 2.18 

5 Personal mailing 2.45 Newsletter 2.08 

6 Meeting 2.09 Telephone hotline 1.97 

7 Telephone hotline 1.18 Magazine 1.90 

The third question aiming at answering the first research question (Q9)
206

 tackles the 

topic of the frequency of communication that customers evaluate as appropriate 

regarding each channel. Therefore, the frequencies of indication
207

 are used to 

analyze the preferences of the customers in order to be able to base companies‟ 

decisions on how often to contact their customers. 

Club magazines are stated to be “(…) published between two and twelve times a 

year, (…)”
208

. The corresponding frequencies to the question show that most 

participants agree to be willing to receive a magazine „a few times a year‟ (Mode=2, 

44.1%) and 24.4% „once a month‟ which corresponds to the indicated amount per 

year so that this proposed frequency of receiving magazines can be confirmed to be 

appropriate. Only 1.7% want to receive it more often and 29.8% chose that they 

would „never‟ like to receive magazines which is the minority of respondents so that 

                                                
204 Cf. Chaffey et al., 2009, p.547. 
205 Relative rank of preference based on the means of the corresponding channel and question in a descending 
order. The numbers are based on the questionnaire in appendix I. 
206 The number is based on the questionnaire in appendix I. 
207 The following descriptions are based on the frequencies illustrated in table 16 in appendix II. 
208 Butscher, 1998, p.118. 
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these options could be neglected for the satisfaction of the majority. Regarding 

personal mailing, the participants did not agree to a great extent since most of them 

(Mo=1, 35.7%) chose „never‟ yet the remaining answers amount to 26.1% „a few 

times a year‟, 26.5% „once a month‟, 11.3% „once a week‟ and 0.4% „every day‟. 

These values indicate a slightly higher amount than the theoretically indicated two to 

four mails a year
209

 which could be adopted by marketers of customer clubs while 

having in mind not to send too many mailings as many respondents indicated their 

aversion towards this channel in general. Another way to deal with this discrepancy 

in preferences would be to handle the mailing lists as an opt-in version
210

 which 

means that those members who want to receive personal mailing have the possibility 

to enroll in the list. Regarding newsletters, the questionnaire did not differentiate 

between traditionally printed or gradually becoming more important online 

newsletters
211

, nevertheless the tendency becomes visible that this channel is more 

frequently accepted as those up to now. The majority (Mo=3, 35.7%) wants to 

receive newsletters „once a month‟, 26.9% „a few times a year‟ and just a few 

participants more often. On the other hand, 30.3% do not want to receive newsletters 

at all, but as this is the minority of respondents, it seems to be a valuable 

communication channel nevertheless. The analysis of telephone hotlines shows that 

with 95.4% the great majority of respondents (Mo=1) agrees that they do not want to 

be contacted through this channel at all. The respondents of the study indicated that 

they to a great extent (Mo=1, 57.6%) „never‟ want to be contacted through meetings. 

Even though this number is relatively high, the remaining 42.4% do agree to be 

contacted by this method, if only „a few times a year‟ (34.5%). The distribution looks 

similar for club events, only that here, a smaller share (42.9%) chose „never‟ and 

therefore 45.0% agree on „a few times a year‟ which is the majority of indications 

(Mo=2). The remaining answer frequencies decrease in their share just as they do 

with meetings. As the idea of meeting as well as of events is not to have them too 

often in a year but as a special offering once in a while, the indication that some 

participants would like to participate a few times a year could already be taken as a 

reason to think about implementing them into the communication mix of the 

company‟s customer club. The frequency analysis shows that events seem to have a 

slightly higher level of appreciation regarding the frequent contact with the customer 

club than meetings so that it should be taken into consideration not to implement both 

channels, but rather only occasional events. Regarding a club‟s website only 17.2% 

                                                
209 Cf. Butscher, 1998, p.119. 
210 Cf. Chaffey et al., 2009, p.346. 
211 Cf. Griffin, 2002, p.170. 
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chose „never‟ and among those remaining respondents who would like to be 

contacted through this channel, the majority favors a regular contact „once a month‟ 

(Mo=3, 35.7%). 

The correlation analysis regarding this question
212

 shows that members in comparison 

to non-members have the tendency to favor a more regular contact through 

newsletters (r=0.223, p=0.001) and websites (r=0.241, p=0.000), which could be due 

to the fact that they are already interested in the content of the club and therefore 

prefer to be informed more often. Moreover, the significant correlations between the 

question and the respondents‟ age in form of generations indicates that younger 

participants appreciate a higher frequency of events (r=–0.221, p=0.001) which 

underlines the former result that they all in all like events better with the present 

finding that they additionally favor a higher frequency. The respondents‟ gender 

shows no significant correlation towards the frequency of contact with the customer 

club. 

As a conclusion for the proposed research question investigating on the participants‟ 

preferences of communication channels, it can be said that there are clear tendencies 

for some channels while the evaluation of other channels depends on certain 

circumstances. Websites are the relatively most favored channel for receiving 

information as well as for contacting the club
213

 so that marketers of a customer club 

should focus on a well-established online appearance. Magazines and newsletters 

show the tendency not to be used to contact the club which as stated above could be 

the case because they only offer the possibilities to order the advertised products or 

benefits while the main intentions to seek for contact would be others such as asking 

questions or making complaints. Nevertheless, they are favored by the study‟s 

respondents regarding receiving information on a regular basis so that they 

nevertheless should not be neglected completely. A possible way to connect these 

results for the benefit of the club could be to stick to magazines as they are well-

accepted and to change from traditional to online-newsletters
214

 in order to support 

the average ranking of newsletters with the above stated positive attitude towards 

online interactions. Comparing events and meetings, events are ranked higher in both 

of the possible communication directions
215

. As both of them do not account for the 

highest preference of the respondents, the customer club‟ management should 

evaluate whether the benefit of these channels that there is the possibility for 

                                                
212 The results are illustrated in table 14 in appendix II. 
213 This result is illustrated in table 2. 
214 Cf. Griffin, 2002, p.170. 
215 This result is illustrated in table 2. 
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customers to communicate with each other instead of solely with the club
216

 is worth 

the effort of investing in them. If they do see additional value for the club in those 

interactive channels, they should rather focus on one of them and therefore on events 

as the comparably ranked higher possibility. Due to the fact that mailings are one of 

the least preferred channels yet more appreciated by members
217

, an opt-in mailing 

list
218

 is suggested. Lastly, the results show in a clear way that telephone hotline 

should not be used to contact the club‟s members but only as an opportunity for them 

to contact the club if they themselves feel the need to make use of the possibilities the 

hotline should offer, whether to order products, ask questions or make complaints
219

. 

4.3 Social Networks 

Since literature argues that it is necessary to invest in more recent studies, this 

modernization has been taken to the level that the investigation on communication 

channels as well was expanded towards a more modern angle by extending the 

research questions to the field of social media channels. The questions asked include 

the social media channels Facebook, Instagram, Blogs and YouTube. 

First of all, the frequency analysis for the first question aiming at investigating 

whether the participants use the channels (Q10)
220

 was derived in order to make an 

evaluation on how likely it is to reach the target group of the customer club via social 

media.
221

 It becomes visible that Facebook is used „very often‟ by most of the 

participants (Mo=5, 29.4%), still frequently by most of the remaining respondents, 

yet it is not used by 19.7%. Regarding Instagram, users seem to either not use it at all 

(Mo=1, 42.0%) or „very often‟ (32.8%) with only a relatively small share in between. 

Blogs show a descending distribution of frequencies as with 62.2% the majority 

(Mo=1) indicated to not use blogs at all while none of the respondents uses them 

„very often‟. YouTube shows a relatively normal distribution with the majority 

stating that they use the online service „sometimes‟ (Mo=3, 29.0%) and with a 

tendency towards more than that. 

Comparing these results, it can be stated that while YouTube seems to be used by 

most participants at least to a certain extent, Facebook‟s viewer frequency is 

comparably higher while it also reaches a significant share of participants. Instagram 

                                                
216 Cf. Butscher, 1998, p.122. 
217 Based on table 14 in appendix II. 
218 Cf. Chaffey et al., 2009, p.346. 
219 Cf. Butscher, 1998, p.120. 
220 The number is based on the questionnaire in appendix I. 
221 The following descriptions are based on the frequencies illustrated in table 17 in appendix II. 
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does not have the equal level of users among the respondents, nevertheless, those 

who use this channel indicate to do so on a regular basis. Blogs however are used by 

less than half of the participants and even those who do use this channel tend to do so 

with a rather low frequency. 

With regard to special target groups of a customer club, further correlations have 

been computed
222

 in order to derive statements regarding these connections. The first 

correlation with these social media channels has been drawn towards the participants‟ 

indication of their member status. This attempt however shows no significant 

correlations which could be interpreted in the way that they are no prerequisite for 

becoming or being a member in a customer club. The correlations computed between 

the modern channels and the generations show that there is a tendency for Facebook 

(r=–0.213, p=0.001), blogs (r=–0.265, p=0.000) and above all Instagram (r=–0.573, 

p=0.000) to be used more frequently by younger respondents which corresponds with 

researchers‟ assumptions
223

. YouTube, however, does not show a correlation between 

its frequency of usage and the different generations which contradicts the theoretical 

assumption that it is used predominantly by younger users
224

. This finding can be 

taken as an indication that this channel might serve well for any target group 

regardless of their age. 

The second question (Q12)
225

 investigates on the participants‟ willingness to receive 

information concerning the club through the indicated modern communication 

channels. Taking into account the frequencies of the participants‟ indications
226

 it 

becomes visible that most of them „strongly disagree‟ (Mo=1, 35.7%) to receive club 

information on Facebook whereas 26.9% „rather agree‟. At this point it might be 

helpful to remind of the indications for the usage of Facebook because it seems 

logical that participants who do not use this channel also do not want to be contacted 

through it.
227

 As 19.7% „never‟ use Facebook
228

, the just stated share of those who do 

not want to be contacted through the network is even higher which means that there 

are users who do not want to have this kind of club content on Facebook. The 

corresponding values for Instagram indicate a similar tendency as 46.2% „strongly 

disagree‟ while 20.2% „rather agree‟. Comparing this result to the numbers of users it 

                                                
222 The correlations are illustrated in table 18 in appendix II. 
223 Cf. Baron et al., 2010, p.164. 
224 Cf. Newson et al, 2009, p.69. 
225 The number is based on the questionnaire in appendix I. 
226 The following descriptions are based on the frequencies illustrated in table 19 in appendix II. 
227 The circumstance that participants who do not use a social media channel also indicate their disagreement with 

receiving information through this channel is taken as an assumption for the following comparisons between Q10 
and Q12. 
228 Based on table 17 in appendix II. 
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seems like those who do not like to be contacted through Instagram match to a great 

extent with those who do not use it (42.0%)
229

. This means that compared to 

Facebook, a larger share of those who do use the channel are willing to receive 

information regarding the customer club through it. The results for blogs show that 

more than half of the respondents (Mo=1, 53.4%) „strongly disagree‟ to receive 

information through this channel. The corresponding value for YouTube is 

significantly lower (37.8%) yet it still is comparably higher than the indicated value 

of those who do not use YouTube (8.0%)
230

. This trend of an aversion towards 

receiving customer club content on YouTube seems to be transferrable for the 

following indications as the frequencies of agreement gradually decrease. This shows 

that even if a high share of participants use YouTube, it does not seem to be the 

preferred channel for receiving such kind of information. 

Correlations have been derived once again regarding this question
231

 in order to make 

even clearer statements about which target groups might be willing to receive 

information through which channel. This time, a correlation between the member 

status and the channel of blogs is significant (r=0.207, p=0.001) which means that 

members have the tendency to like blogs better as a source of information than non-

members. This might be the case because they are already interested in the club, 

spend time on its blog anyways and therefore are interested in its content. On the 

other hand, it might indicate that if non-members do rather not appreciate this 

channel, it should aim less at convincing non-members to sign up for the club but 

rather focus on retaining the interested members as it is the primary goal
232

. Within 

the correlations computed with the participants‟ generation groups, three have been 

significant. Those correlations show that a younger target audience is more willing to 

accept information through Facebook (r=–0.238, p=0.000), blogs (r=–0.343, 

p=0.000) and especially Instagram (r=–0.465, p=0.000) so that these should be taken 

into consideration when aiming at a young target group while YouTube seems to be 

applicable for any generation. Correlations with the respondents‟ gender were 

established as well with the result that blogs (r=0.257, p=0.000) and Instagram 

(r=0.261, p=0.000) seem to be the preferred channels of use of female participants 

whereas Facebook and YouTube do not show significant correlations towards one 

gender. 

                                                
229 Based on table 17 in appendix II. 
230 Based on table 17 in appendix II. 
231 The correlations are illustrated in table 18 in appendix II. 
232 Cf. Butscher, 1998, p.22. 
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In correspondence with the questions regarding the traditional communication 

channels, this field of research of modern channels implements the question for the 

preferred frequency of contact with the customer club (Q13)
233

 as well. The 

frequency analysis
234

 shows that the values for Facebook are descending from „never‟ 

(Mo=1, 38.7%) to „every day‟ (2.9%) which means that while the share of 

respondents who wish not to be contacted through Facebook accounts for 38.7%, the 

remaining participants do accept a contact if only rather infrequently. The 

corresponding analysis for Instagram indicates that 50.8% „never‟ want to be 

contacted through this channel while at least 16.8% agree to a contact „once a week‟. 

Blogs show an indication of 65.1% for „never‟ while the remaining answers are 

distributed in a descending way which indicates the circumstance that information 

through blogs is accepted rather infrequently, if at all, which supports the assumed 

decrease in their importance
235

. For YouTube, the frequency analysis shows that 

47.1% indicate „never‟. If participants agree to be contacted through YouTube, then 

their preferences indicate that they only want this contact „a few times a year‟ 

(27.3%). 

The correlations
236

 computed between this question and the participants‟ member 

status show that there is no connection between the circumstance whether a 

participant is a member or a non-member and the preferred frequency of contact. 

Therefore, the generations again show a tendency for younger participants to accept a 

higher information frequency on Facebook (r=–0.194, p=0.003), blogs (r=–0.224, 

p=0.000) and Instagram (r=–0.413, p=0.000). Furthermore, the correlations show a 

tendency that women like to be contacted more often than men on the two latter 

channels (blogs: 0.210, p=0.001; Instagram: r=0.239, p=0.000). 

In order to compare the social media channels in question, all of the three questions 

analyzed have to be taken into account. The results stated above show that the 

frequency of usage, the accepted contact and its frequency are averagely highest and 

therefore most preferred by the study‟s respondents for the social media channel 

Facebook, as illustrated in table 3. Even though many respondents use YouTube 

while less use Instagram
237

, the latter is more commonly accepted for receiving 

information and to do so more frequently. Blogs are used by the smallest share of 

participants and show the overall lowest average values which supports the 

                                                
233 The number is based on the questionnaire in appendix I. 
234 The following descriptions are based on the frequencies illustrated in table 20 in appendix II. 
235 Cf. Newson et al., 2009, p.xiii & p.12. 
236 The correlations are illustrated in table 18 in appendix II. 
237 Based on table 17 in appendix II. 
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theoretical assumption the decrease in their popularity
238

. Generally, it can be stated 

that younger generations tend to favor these modern communication channels in 

comparison to older generations which is underlined by the theoretical description of 

Generation Y and Z as technologically savvy
239

. This tendency becomes visible with 

an especially strong trend regarding Instagram, yet with the exception of YouTube, 

which seems to be equally applicable for all age groups. The tendency for Facebook 

is not so strong that older users would be excluded which can be explained by the 

assumption that even if older generations like Baby Boomers are not equally 

confident in technology as younger generations, they nevertheless manage to adopt to 

it to a certain extent
240

. Hence, it can be concluded that Facebook should be the first 

choice if a customer club decides to implement social media channels into its 

communication strategy. A customer club aiming at a younger target audience should 

consider Instagram as a platform to reach this group at a frequent level. 

Table 3: Comparison of social media channels
241

 

Social media channel 
Mean: usage 

(Q10) 

Mean: contact 

(Q12) 

Mean: frequency 

(Q13) 

Facebook 3.36 2.50 2.18 

Instagram 2.91 2.35 2.04 

Blogs 1.57 1.91 1.58 

YouTube 3.28 2.24 1.92 

Referring back at the original research question „Is social media an alternative to the 

traditional communication channels?‟, it becomes visible that it does not only aim at an 

evaluation of the chosen social media channels on their own but also at a comparison to the 

traditional channels analyzed above. Therefore, the questions concerning the channels‟ 

appreciation as an information source (Q7 & Q12) and the preferred frequency of contact (Q9 

& Q13) which have been asked with regard to both alternatives
242

 are compared by taking a 

look at the overall means illustrated in table 4, having in mind the frequencies, correlations 

and their interpretations from above. 

Having a look at the indicated ranking in table 4, it becomes visible that if all the 

communication channels – traditional and modern – are evaluated based on their means 

regarding the accepted contact  the four most appreciated channels still are of a traditional 

kind. They are followed by Facebook as the most preferred social media channel. The 

remaining social media channels follow on lower ranks in between of further traditional ones. 

                                                
238 Cf. Newson et al., 2009, p.xiii & p.12. 
239 Cf. Bolton et al., 2013, p.248; Krishen et al., 2016, p.5249. 
240 Cf. Krishen et al., 2016, p.5249. 
241 The numbers of the questions are based on the questionnaire in appendix I. 
242 The numbers of the questions are based on the questionnaire in appendix I. 
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Regarding the contact frequency the ranking looks different as Facebook is already the 

second most preferred channel after websites. Instagram is also ranked comparably higher in 

this question‟s ranking yet YouTube and blogs still are in the lower half of the ranking.  

Table 4: Comparison of traditional and modern communication channels
243

 

Traditional communication 

channels 
Rank 

Mean: contact 

(Q7)    
Rank 

Mean: frequency 

(Q9) 

Website / Internet 1 3.42 1 2.81 

Magazine 2 2.68 6 1.98 

Newsletter 3 2.66 3 2.21 

Events 4 2.58 8 1.72 

Personal mailing 6 2.45 4 2.15 

Meeting 9 2.09 10 1.53 

Telephone hotline 11 1.18 11 1.05 

Social media channels  
Mean: contact 

(Q12) 

 

 

Mean: frequency 

(Q13) 

Facebook 5 2.50 2 2.18 

Instagram 7 2.35 5 2.04 

YouTube 8 2.24 7 1.92 

Blogs 10 1.91 9 1.58 

Even if social media channels do not seem to be on the same level as traditional 

channels, at least Facebook and partially Instagram are important enough in order to 

not be neglected completely. The most influential factor of why social media 

channels are ranked averagely low is that a relatively large share of participants does 

not use them
244

. Due to the fact that this use and moreover the acceptance to be 

contacted (frequently) is found to be correlated to the participants‟ age in the way that 

younger generation tend to prefer these channels
245

, the assumption arises that social 

media channels should be taken into account as a valuable way of contacting 

customers in the present time but especially in the future. The younger generations 

are described to be a large share of consumers with a high power
246

 already today and 

literature states that the future development of consumers‟ behavior most probably 

will reflect the current behavior of these young generations
247

. Therefore the 

suggestion that marketers should already today invest in social media channels as a 

communication strategy in order to satisfy the needs of these consumers who 

gradually become more important
248

 is supported. Concluding the results of the 

analyzed questions, former research regarding social media in customer clubs is 

                                                
243 The ranks are based on the indicated means under the assumption that traditional and modern communication 
channels are evaluated in the same rank in order to be able to draw a comparison between them. The numbers of 
the questions are based on the questionnaire in appendix I. 
244 This result is illustrated in table 17 in appendix II. 
245 These results are illustrated in table 18 in appendix II. 
246 Cf. Priporas et al., 2017, p.375. 
247 Cf. Bolton et al., 2013, p.246. 
248 Cf. Southgate, 2017, p.233. 
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supported
249

 as the research question is answered to the extent that social media 

channels are not yet an alternative, yet they can and with regard to the future probably 

have to serve as a complement for traditional communication channels. 

4.4 Benefits of a Customer Club 

The third research question of the present study deals with an essential component of 

a customer club – its offered benefits. The aim of this question is to investigate on 

which benefits are most valuable for customers taking into account the differentiation 

between hard and soft benefits
250

. The analysis is going to be based on the results of 

Q14 and Q15
251

. 

The first question regarding the benefits has been executed in the way of a ranking 

scale aiming at the frequencies
252

 of the participants‟ indications regarding which 

benefit they would rank as the most/least valuable. The results show that the highest 

share of respondents ranks discounts as the most valuable benefit (Mo=6, 36.6%) 

followed by special prices as second ranked (Mo=5, 28.2%) and coupons on the third 

place (Mo=4, 27.7%). Most of the respondents agree on privileged treatment as 4
th

 

rank (Mo=3, 36.6%) while the most frequent indication for both sponsored club 

events (33.6%) and advanced information (51.3%) is the last rank (Mo=1) so that the 

decision on the final ranking has been made with regard to the remaining frequencies 

which indicate that advanced information are the overall least valuable benefit. 

The second question regarding these variables has been conducted using a Likert 

scale with the same intention of evaluating the customers‟ preferences for the chosen 

benefits and being able to double-check the results of the ranking scale. The results of 

this question
253

 show that discounts are indicated to be „very valuable‟ by most 

participants (Mo=5, 41.6%) and „rather valuable‟ by 39.1% while only a small share 

does not account value to this benefit. The distribution for coupons looks similar with 

32.4% choosing „very valuable‟ and 41.6% „valuable‟ and the same holds true for 

special prices with 40.8% for „very valuable‟ and 44.1% for „valuable‟. Most 

participants are undecided and choose „neither/nor‟ regarding advanced information 

(Mo=3, 30.3%) yet there is a clear tendency towards ascribing a lower value to this 

benefit (28.2% „rather not valuable‟, 20.6% „not valuable at all‟). The highest share 

of respondents indicate that privileged treatment is „rather valuable‟ to them (Mo=4, 

                                                
249 Cf. Gummesson, 2008, p.125; Romero, 2012, p.65. 
250 Cf. Butscher, 1998, p.63. 
251 The numbers of the questions are based on the questionnaire in appendix I. 
252 The following descriptions are based on table 21 in appendix II. 
253 The following descriptions are based on table 22 in appendix II. 
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32.8%) while the trend of the remaining respondents‟ answers leans towards the 

lower values. Regarding sponsored club events, the frequencies describe that most of 

the respondents see this benefit as „rather not valuable‟ (Mo=2, 28.2%) or „not 

valuable at all‟ (27.3%). 

In order to rank these questions‟ results for the benefits of a customer club, the means 

as a relative comparison are taken into account.
254

 The comparison between the 

results of the two questions is illustrated in table 5. They show the clear tendency for 

the preference of hard benefits as all of them are ranked on the first three spots in 

both methods of asking while the soft benefits account for the lower half of the 

ranking‟s results. 

Table 5: Rank of preference of potential benefits
255

 

Rank of 

preference 
Benefit 

Mean 

(Q14) 
Benefit 

Mean 

(Q15) 

1 Discounts 4.60 Discounts 4.10 

2 Coupons 4.37 Special prices 4.16 

3 Special prices 4.30 Coupons 3.88 

4 Privileged treatment 3.46 Privileged treatment 3.06 

5 Sponsored club events 2.44 Advanced information 2.55 

6 Advanced information 1.84 Sponsored club events 2.52 

This corresponds only partly with theoretical assumptions as they most likely 

underline the importance of soft benefits by claiming that they serve a higher value 

for the customer club‟s intention of gaining the customers‟ loyalty
256

. Nonetheless, 

there is theoretical literature stating that loyalty programs such as customer clubs 

mainly offer hard benefits
257

 and empirical studies indicating a preference of this type 

of benefit
258

 which is confirmed by this analysis. A legitimation literature suggests 

implies the customer clubs‟ target groups and their motives to become a member. It is 

stated that a focus on financial benefits is appropriate for a loyalty program if the 

customers seek a good offer instead of a relationship.
259

 In order to evaluate whether 

this assumption of the participants‟ motives holds true for the present study, factors 

were investigated which indicate such a motivation. The demographic analysis 

describes that many participants are students (Q22, 55.5%)
260

 which tend to have a 

                                                
254 Regarding Q14 the ranks for coupons and special prices have changed when ranking the benefits based on their 
means instead of their modes as above. 
255 Relative rank of preference based on the means of the corresponding channel and question in a descending 
order. The numbers of the questions are based on the questionnaire in the appendix I. 
256 Cf. Butscher, 1998, p.163. 
257 Cf. Butscher, 1998, p.3. 
258 Cf. Newell, 2000, p.67. 
259 Stauss et al., 2005, p.248. 
260 Based on table 9 in appendix II. 
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low income and spending power which is supported by the results of the question 

regarding the participants‟ net income (Q23) and their monthly spending (Q5) with 

most of the participants earning 0€-500€ (35.3%)
261

 and spending 21€-50€ (45.0%) a 

month
262

. With the intention of evaluating whether these results are connected to the 

stated preference for hard benefits, the corresponding correlations have been derived 

as illustrated in table 6. 

The attribute of a respondent to be a student does show a slight correlation indicating 

a preference for the benefit of privileged treatment (r=0.169, p=0.009). As this 

correlation is rather low and no other correlations with this dummy variable are 

found, other factors than the employment status are investigated. The monthly net 

income seems to be correlated with the preference for benefits to a certain extent as 

participants with a lower net income seem to favor special prices (r=–0.181, 

p=0.005). However, a lower net income is also correlated even slightly stronger with 

soft benefits such as privileged treatment (r=–0.219, p=0.001) and sponsored club 

events (r=–0.201, p=0.002) so that there is no significant differentiation between the 

correlations regarding hard and soft benefits. Regarding the respondents‟ monthly 

spending the correlation analysis shows significant connections towards coupons 

(r=0.216, p=0.001) and special prices (r=0.202, p=0.002) which mean that those 

participants who spend comparably less money per month tend to favor these hard 

benefits. This hints at the interpretation that the preference of hard benefits and 

therefore at saving money instead of receiving rather intangible value through soft 

benefits is not based on the need to save money due to a low income but rather on the 

decision to spend little money and to look for the best deals. 

Table 6: Correlations with preferred benefits
263

 

 Preference of benefits 

Benefit Student 
Monthly net 

income 

Monthly 

spending 

Discounts - - - 

Coupons - - 0.216 

Special prices - -0.181 0.202 

Advanced information - - - 

Privileged treatment 0.169 -0.219 - 

Sponsored club events - -0.201 - 

Correlations are significant at the 0.01 level (2-tailed). 

                                                
261 Based on table 23 in appendix II. 
262 Based on table 24 in appendix II. 
263 The illustrated correlations are based on the preferences indicated in Q15. 
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The research question was meant to investigate which benefits the study‟s 

participants value most and hence which benefits customer clubs should focus on. 

Based on the results analyzed above, it can be stated that this study clearly shows the 

participants‟ preference for hard benefits, above all for discounts. Secondly, it 

becomes visible that within the soft benefits which are overall evaluated lower than 

hard ones, privileged treatment is the most favored benefit and therefore should be 

considered rather than the remaining soft benefits since it is claimed that customer 

clubs should not implement many but only the best serving soft benefits
264

. 

Nevertheless, according to these findings customer clubs should primarily focus on 

delivering financial incentives in the form of hard benefits to their customers. 

4.5 Motivational Factors 

4.5.1 Joining the Club 

A customer club is mainly focused on retaining existing customers
265

, establishing 

relationships with them and gaining their loyalty towards the company. Even though 

the attraction of new customers for the company is only a secondary goal, the first 

step towards a relationship through the customer club is to persuade the customers to 

participate in it. With the intention of evaluating which ways the club should use in 

order to be successful with this goal, the study‟s participants were asked for their 

opinions on which communication channels would motivate them to sign up for such 

a customer club. 

With regard to the traditional communication channels a customer club is able to use, 

the results
266

 show that the highest share of participants evaluate it as „very unlikely‟ 

(Mo=1) to be persuaded by any channel except for websites where it is „rather likely‟ 

for most participants (Mo=4, 42.4%). While the tendency of aversion against the 

channels is strong in the cases of magazines, meetings and above all telephone 

hotlines, a comparably higher share of respondents indicate that they would „rather 

agree‟ if contacted through personal mailings (19.7%), newsletters (23.1%) or club 

events (25.6%). 

The corresponding results for social media channels
267

 indicate that in each of the 

alternatives, „very unlikely‟ is the most chosen answer (Mo=1). In this case, the trend 

                                                
264 Cf. Butscher, 1998, p.66. 
265 Cf. Butscher, 1998, p.46. 
266 These results are illustrated in table 25 in appendix II. 
267 These results are illustrated in table 26 in appendix II. 
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towards the aversion of social media channels is strong for blogs while the second 

largest share of participants evaluate the chance of being persuaded by YouTube 

(17.2%), Instagram (23.1%) and Facebook (26.5%) as „rather likely‟. However, the 

average values illustrated in table 7 show that some social media channels are at least 

more likely to persuade participants than some of the traditional channels. 

Table 7: Comparison of motivation to sign up in traditional and modern channels
268

 

Rank of 

preference 

Communication channel  

(traditional and modern) 

Mean 

(Q6 & Q11) 

1 Website 3.35 

2 Event 2.66 

3 Facebook 2.41 

4 Instagram 2.34 

5 Newsletter 2.31 

6 Magazine 2.25 

7 YouTube 2.23 

8 Mailing 2.19 

9 Meeting 1.90 

10 Blogs 1.76 

11 Hotline 1.17 

These findings might be explained by the participants‟ demographic attributes. All of 

the indicated preferences towards social media channels as a source of being attracted 

to a customer club show a correlation with the participants‟ age in form of the 

different generations. This indicates that social media is an alternative to gain the 

attraction of younger customers for the club through YouTube (r=–0.168, p=0.009), 

Blogs (r=–0.273, p=0.000), Facebook (r=–0.261, p=0.000) and above all Instagram 

(r=–0.501, p=0.000). Moreover, customer clubs that aim at women as their primary 

target group should not neglect social media as this variable as well show a 

connection to the willingness of signing up for a club regarding YouTube (r=0.281, 

p=0.000), Facebook (r=0.223, p=0.001) and Instagram (r=0.286, p=0.000). 

These results show that the channels most likely to persuade customers to sign up for 

the customer club are websites, events, Facebook and Instagram so that companies 

should focus on these ones with their advertisements aiming at attracting new 

members. 

                                                
268 The ranking is based on the indicated means. The numbers are based on the questionnaire in appendix I. 
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4.5.2 Staying in the Club 

As the primary goal of the customer club is to make the members stay loyal to the company, 

the prerequisite is to make them stay in the club. Incentives for this kind of loyalty have been 

investigated through the questionnaire with regard to behavioral and attitudinal loyalty, 

satisfaction or perceived value respectively, as well as switching costs
269

. 

The results of this question
270

 show higher values for behavioral loyalty and satisfaction 

(Mo=4) than for attitudinal loyalty and switching costs (Mo=3) as a reason to stay in the club. 

This corresponds only partly with the findings of the previous research question. As the 

study‟s participants showed a preference for financial incentives, the expectancy for 

behavioral loyalty to be indicated as a more important factor than attitudinal loyalty has been 

confirmed. Nevertheless, with the tendency towards financial aspects and their description as 

a more relevant cause of repurchase than other factors
271

, switching costs were expected to 

have a higher impact on the members. The results regarding the members‟ satisfaction or 

perceived value respectively are important because it is stated to be correlated to the 

customers‟ purchase behavior
272

 which is a key factor that is aimed to be influenced through 

the customer club. 

The results of this question show that the tendency of the participants to account more 

importance to aspects such as behavioral loyalty, and with perceived value to the comparison 

of what they give to what they receive through the club, than to an attitudinal and therefore 

rather emotional connections to the company holds true throughout the study‟s findings. 

4.5.3 Advertising the Club 

The overall aim of customer clubs is to gain the loyalty of the consumers. Besides the 

benefits they offer in order to achieve this goal, there is another important factor that 

can influence customer‟s decision to buy from a certain company, to enter its 

customer club and to stay loyal to it, and this factor is raised attraction through word-

of-mouth advertisement
273

. Since this way of communication between customers is 

described to be more efficient in creating loyalty among customers
274

 it was 

investigated within the survey by asking which benefits the customer club potentially 

                                                
269 Cf. Sällberg, 2004, p.32. 
270 The results are illustrated in table 27 in appendix II. As a prerequisite for a question regarding incentives to 
stay a member of a club is that the respondents are members, these results are not based on the total of 238 
participants but on the share that indicates to be a member in a customer club which accounts for 67.6%, so 161 
participants. 
271 Cf. Sällberg, 2004, p.38. 
272 Cf. Griffin, 2002, p.3. 
273 Cf. Butscher, 1998, p.44 f. 
274 Cf. Griffin, 2002, p.155. 
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could offer would motivate the participants to share with their family and friends. The 

results of the frequency analysis
275

 for the respective benefits show that concerning 

the soft benefits the respondents do not agree on a clear indication as for advanced 

information most participants chose „neither/nor‟ (Mo=3, 31.5%) while overall 

tendency for this benefit is rather low (30.7% „rather disagree‟, 22.7% „strongly 

disagree‟). A comparable distribution is visible for privileged treatment where most 

participants chose „rather agree‟ (Mo=4, 23.1%) yet the remaining respondents are to 

a great extent distributed on the lower indications. Most participants (Mo=2, 29.4%) 

„rather disagree‟ or „strongly disagree‟ (24.8%) to talk about sponsored events to their 

family and friends while 21.0% „rather agree‟ which leaves an overall low chance for 

this benefit to motivate members to word-of-mouth advertisement. The hard benefits 

a customer club can potentially offer share the result that in each case the largest 

share of participants indicates to „rather agree‟ (Mo=4) and the second largest to 

„strongly agree‟. Hence, the results show the clear tendency for hard benefits to be 

more motivating to be shared through word-of-mouth than soft benefits. 

This tendency also becomes visible in the correlations which were deducted in order 

to find legitimations for the preference of hard benefits. The results
276

 show that 

members of a customer club show a higher motivation to talk about hard benefits than 

non-members, however there is no such correlation regarding soft benefits. The same 

accounts for a differentiation in gender as the correlations for women to rather talk 

about hard benefits are stronger than those for soft benefits if there are any. These 

similarities between the stated correlations in turn could be explained by the fact that 

those who indicate to be a member have a higher probability of being female as these 

variables between each other are also correlated (r=0.292, p=0.000). 

However, the findings of this question regarding the motivation for word-of-mouth 

communication underline the conclusion of the previous research question that the 

study‟s participants account more value to hard benefits than to their soft counterparts 

so that customer clubs should therefore lay their focus on these financial incentives in 

order to motivate their members to word-of-mouth advertising. 

                                                
275 The frequencies are illustrated in table 28 in appendix II.  
276 These results are illustrated in table 29 in appendix II. 
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5 Conclusion 

The analysis of the questionnaire conducted as a part of this thesis delivers detailed 

results regarding each research question. The most essential findings with regard to 

the implementation into current and future customer clubs will be briefly summarized 

in the following. Furthermore, gaps in the conducted analysis and limitations to the 

study will be tackled and based on these suggestions for further research in the given 

field of study will be deduced. 

As a result of the first research question it has been stated that the most favored 

traditional communication channel is the organizations‟ website, both in contact and 

in frequency. In terms of contact out of the companies‟ initiative, it is followed by 

magazines, newsletters and events which are the more favored traditional channels of 

communication. The averagely lower values of their contact frequencies can be 

justified by those channels‟ intentions to be used only in the indicated low frequency 

of a few times a year277 so that these low values can be interpreted as satisfying for 

marketers of a customer club. Moreover, events are indicated to be attended by 

customers to use the chance of contacting the company. Even though personal 

mailings are not the preferred channel to be contacted, those who do appreciate a 

contact accept it comparably frequently which led to the suggestion to only use it as 

an opt-in alternative278. Furthermore, the channel should not be neglected since 

inbound e-mails
279

 are an appreciated method of contacting the company. Meetings 

and telephone hotlines account for the least favored channels regarding contact as 

well as frequency. 

The analysis of the second research question aiming at the evaluation of social media 

channels as strategy of communication indicates that Facebook is the most used and 

favored of them regardless of member status or gender and with only a slight 

tendency towards the younger generations while Instagram is only used by a smaller 

share primarily consisting of younger respondents who therefore accept a higher 

contact frequency through this channel. Blogs are neither used nor appreciated as a 

communication channel to a great extent and even though YouTube is broadly used it 

nevertheless is not preferred as a way to be contacted by the customer club. 

                                                
277 Cf. Butscher, 1998, p.118. 
278 Cf. Chaffey et al., 2009, p.346. 
279 Cf. Chaffey et al., 2009, p.547. 
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Comparing the traditional and modern communication channels leads to the 

conclusion that social media channels are not as accepted as their traditional 

counterparts as a communication channel of customer clubs. Nevertheless, the 

empirical findings that they are evaluated with a comparably high preference by 

participants belonging to Generation Y and Z in connection with the theoretical 

prediction that customer behavior is going to adapt to the recent preferences of 

younger generations in the future
280

, it is concluded that marketers of a customer club 

should already now start to invest into modern channels to a certain extent. 

The investigation on the preferred benefits a customer club potentially can offer 

shows clear results with regard to the intended comparison between the value 

accounted to hard and soft benefits. It becomes visible that the study‟s participants 

agree on the circumstance that they prefer hard over soft benefits so that companies 

based on these findings should take into account implementing primarily financial 

incentives in order to satisfy their customers. 

The theoretical background indicates that customer clubs evolved as a method for a 

company‟s relationship marketing which makes findings regarding the intentions of 

customers to engage in such relationships valuable for companies. The respective 

analysis shows that similar communication channels as those preferred for the regular 

contact with the company are indicated to motivate customers to initiate a 

relationship in form of a membership in the customer club. With regard to the 

traditional channels, websites and events are most probable to persuade customers to 

sign up for a membership while the corresponding modern channels are Facebook 

and Instagram. 

Once a relationship is established, the incentives to remain loyal to this company 

seem to be of a behavioral kind or based on the customers‟ satisfaction. Switching 

costs and attitudinal factors on the other hand are evaluated as a lower indicator of 

customer loyalty. 

The attitude towards hard and soft benefits is confirmed by the finding of the third 

research question in the category of word-of-mouth advertisement. Customers do not 

only account more value to hard benefits for them personally, but moreover take them 

as a better opportunity to advertise to their friends and family than soft benefits. As 

word-of-mouth communication is stated to be a highly relevant form of 

advertisement
281

, these findings could be of value for the strategies of customer clubs. 

                                                
280 Cf. Bolton et al., 2013, p.246. 
281 Cf. Griffin, 2002, p.155.; Kirby & Marsden, 2006, p.176. 
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5.1 Limitations 

The present study is based on a profound literature review as well as empirical data 

adapted from the conducted questionnaire. Even though the validity and reliability of 

the methods used are evaluated and the findings are based on a satisfying amount of 

participants, the study nevertheless has some limitations to it. First of all, the 

demographic questions hint at the circumstance that the participants are rather young 

and to a great extent German citizens which could limit the possibility to generalize 

the results. A further limitation regarding the generalizability could be the 

circumstance that the questionnaire has been narrowed down to the clothing industry. 

This case has been consciously chosen in order to avoid misunderstandings by 

making sure that the participants have similar attributes of a customer club in mind 

when answering the questions. Nevertheless, it could be argued that the results based 

on this case can only be applied to this specific field of research without the 

possibility for further generalization. 

5.2 Further Research 

Based on the latter limitation, one approach for further research could be to apply the 

given study to further industries and to compare the result in order to evaluate 

whether they are generalizable or whether they show any differences so that 

marketers of loyalty programs have to take the respective results for their industry 

into account while implementing a strategy to their customer clubs. 

The present study delivers findings regarding which benefits of a customer club are 

valued by the participants in general as well as to their motivation to advertise them 

to their friends and family. One further approach could be to differentiate between the 

benefits which would convince a non-member to sign up for the customer club if 

advertised either through word-of-mouth or traditional advertisement and those 

benefits which make them stay loyal to the customer club they are a member of. 

Another approach could be to conduct a qualitative study connected to the customers‟ 

preferences of a customer club in order to derive further findings on their incentives 

and motivations, their needs and their reasons for their loyalty towards a company. 

As a conclusion, it can be said that even if the present study bridges the research gaps 

found throughout the literature review to the greatest extent possible, the need for 

more recent studies in a field of research which develops so quickly is still present. 
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Appendix I 

Covering letter 

Dear participant, 

my name is Annika Faßbender and I am currently writing my Bachelor thesis for the 

Mid Sweden University and the FH Aachen. 

With your participation, you help me with my studies about Customer Clubs. You are 

welcome to do the questionnaire whether you are a member of a Customer Club or 

not, and you don‟t have to worry about your English skills. 

A Customer Club is a program a company offers to its customers who then sign up 

for it by giving their data or sometimes monetary fees to the company in return for 

benefits and a special treatment as a club member. 

The questionnaire will take about 5-10 minutes. Please take time to answer the 

questions in the way you personally think about it. 

Your data will of course be anonymous and used only for the purpose of this 

Bachelor thesis. 

 

Thank you for your time,  

Annika 

If you have any questions, feel free to contact me at anfa1703@student.miun.se. 

 

Questionnaire 

This questionnaire deals with Customer Clubs in the clothing industry, e.g. Zalando, 

VeroModa, Jack&Jones, H&M, ASOS etc. 

You become a member of such a club by for example subscribing for a newsletter, 

filling out a registration form or sometimes paying a fee. 

While answering the questions, think of one Customer Club that you are a member 

of.  If you are no member in any club, you can do the survey nevertheless. 

 

Q1: Are you member of some sort of customer club of a company? yes no 
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Q2: How often have you already bought 

from this company? 

never once twice three to 
ten times 

more than 
ten times 

 

Q3: How often do you buy from this 
company? 

never once twice three to 
ten times 

more than 
ten times 

 

If you are using a smartphone for this questionnaire, it is recommended turning it 

sideways so that the questions are easier to answer. 

 

Q4: If no, why not? strongly 
disagree 

rather 
disagree 

neither/ 

nor 

rather 
agree 

strongly 
agree 

I never stick to one company but buy at many 
different ones. 

□ □ □ □ □ 

I do not have a relationship to the company. □ □ □ □ □ 

Being a member is not worth it because I am not 
satisfied with the value I receive through the club 
in comparison to what I have to give. 

□ □ □ □ □ 

I do not know why I should stick to one company, 

because I do not see any additional effort in 
changing the companies. 

□ □ □ □ □ 

I don't want to be contacted and receive 
information so often. 

□ □ □ □ □ 

I don't want to hand out my personal information 
to become a member of the club. 

□ □ □ □ □ 

I don't want to pay an initial fee to become a 
member of the club. 

□ □ □ □ □ 

I do not get invited to become a member in 
customer clubs.  

□ □ □ □ □ 

Other: __________ □ □ □ □ □ 

 

Q5: On average, how much money do you 

spend on clothing per month? 

0€ - 
20€ 

21€ - 
50€ 

51€ - 
100€ 

101€ - 
200€ 

201€ - 
500€ 

> 
500€ 

 

Q6: I would probably be interested in signing up for 

a membership of the customer club if I was 
contacted through this communication channel. 

very 
unlikely 

rather 
unlikely 

neither/ 

nor 

rather 
likely 

very 
likely 

Club magazine □ □ □ □ □ 

Personal mailing □ □ □ □ □ 

Newsletter □ □ □ □ □ 

Telephone hotline □ □ □ □ □ 

Club meeting □ □ □ □ □ 

Club events □ □ □ □ □ 

Website /  Internet □ □ □ □ □ 

Other: __________ □ □ □ □ □ 
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Q7: I would like to receive information 

concerning the customer club through the 
following media channels. 

strongly 
disagree 

rather 
disagree 

neither/ 

nor 

rather 
agree 

strongly 
agree 

Club magazine □ □ □ □ □ 

Personal mailing □ □ □ □ □ 

Newsletter □ □ □ □ □ 

Telephone hotline □ □ □ □ □ 

Club meeting □ □ □ □ □ 

Club events □ □ □ □ □ 

Website /  Internet □ □ □ □ □ 

 

Q8: I would use the following channels to 

communicate with the club/the company. 

strongly 
disagree 

rather 
disagree 

neither/ 

nor 

rather 
agree 

strongly 
agree 

Club magazine □ □ □ □ □ 

Personal mailing □ □ □ □ □ 

Newsletter □ □ □ □ □ 

Telephone hotline □ □ □ □ □ 

Club meeting □ □ □ □ □ 

Club events □ □ □ □ □ 

Website /  Internet □ □ □ □ □ 

 

Q9: How often would you like to be informed 

through the following channels of the loyalty 
program? 

never a few 
times a 

year 

once a 
month 

once a 
week 

every 
day 

Club magazine □ □ □ □ □ 

Personal mailing □ □ □ □ □ 

Newsletter □ □ □ □ □ 

Telephone hotline □ □ □ □ □ 

Club meeting □ □ □ □ □ 

Club events □ □ □ □ □ 

Website /  Internet □ □ □ □ □ 

 

Q10: Which of the following social media channels do 

you personally use? 

never seldom sometimes often very 
often 

Facebook □ □ □ □ □ 

Instagram □ □ □ □ □ 

Blogs □ □ □ □ □ 

YouTube □ □ □ □ □ 
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Q11: I would probably be interested in signing up 

for a membership of the customer club if I saw 

information about it on the following social media 
channel. 

very 
unlikely 

rather 
unlikely 

neither/ 

nor 

rather 
likely 

very 
likely 

Facebook □ □ □ □ □ 

Instagram □ □ □ □ □ 

Blogs □ □ □ □ □ 

YouTube □ □ □ □ □ 

 

Q12: I would like to be informed about the 

customer club on the following social media 
channels. 

strongly 
disagree 

rather 
disagree 

neither/ 

nor 

rather 
agree 

strongly 
agree 

Facebook □ □ □ □ □ 

Instagram □ □ □ □ □ 

Blogs □ □ □ □ □ 

YouTube □ □ □ □ □ 

 

Q13: How often would you like to be informed about 

the customer club through the following social media 

channels? 

never a few 
times a 

year 

once a 
month 

once a 
week 

every 
day 

Facebook □ □ □ □ □ 

Instagram □ □ □ □ □ 

Blogs □ □ □ □ □ 

YouTube □ □ □ □ □ 

 

Q14: Please order the following benefits of the loyalty program regarding the value 
they have for you personally. (1 being the most valuable benefit, 6 the least valuable) 

 

Coupons 1 __________ 

Privileged treatment (e.g. upgrades, insurances etc.) 2 __________ 

Special club events (e.g. sponsored sports events, meetings, cultural event etc.) 3 __________ 

Discounts 4 __________ 

Special prices 5 __________ 

Advanced information (e.g. through magazines/mailing etc.) 6 __________ 
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Q15: The following benefit the customer 

club offers is valuable for me personally. 

not 

valuable at 
all 

rather not 
valuable 

neither/ 

nor 

rather 
valuable 

very 
valuable 

Discounts □ □ □ □ □ 

Coupons □ □ □ □ □ 

Special prices □ □ □ □ □ 

Advanced information (e.g. through 
magazines/mailing etc.) 

□ □ □ □ □ 

Privileged treatment (e.g. upgrades, 
insurances etc.) 

□ □ □ □ □ 

Special club events (e.g. sponsored sports 
events, meetings, cultural event etc.) 

□ □ □ □ □ 

Other: __________ □ □ □ □ □ 

 

Q16: How often would you buy from this company 
without being member of the customer club? 

never rarely sometimes often very 
often 

 

Q17: How often would you buy from this company 

being member of the customer club? 

never rarely sometimes often very 
often 

 

Q18: I do continue participating in the 

customer club and buying from this company 
because… 

strongly 
disagree 

rather 
disagree 

neither/ 

nor 

rather 
agree 

strongly 
agree 

… I am used to buying there. □ □ □ □ □ 

… I trust the company because I feel like I have a 
relationship to it. 

□ □ □ □ □ 

… being a member is worth it because I am 
satisfied with the value that I receive through the 
club in comparison to what I have to give. 

□ □ □ □ □ 

… it is easier to stick to this company because 

purchasing from other companies would be 
connected with more effort 

□ □ □ □ □ 

 

Q19: This benefit of the customer club would 

motivate me to tell my friends and family 

about it. 

strongly 
disagree 

rather 
disagree 

neither/ 

nor 

rather 
agree 

strongly 
agree 

Discounts □ □ □ □ □ 

Coupons □ □ □ □ □ 

Special prices □ □ □ □ □ 

Advanced information (e.g. through 
magazines/mailing etc.) 

□ □ □ □ □ 

Privileged treatment (e.g. upgrades, insurances 
etc.) 

□ □ □ □ □ 

Special club events (e.g. sponsored sports events, 
meetings, cultural event etc.) 

□ □ □ □ □ 

Other: __________ □ □ □ □ □ 
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Q20: Year of birth ▼ 

 

Q21: Gender Male Female Other 

 

Q22: What is your current employment status? 

Employed full time 

Employed part time 

Unemployed and currently looking for work 

Unemployed and not currently looking for work 

Student 

Retired 

Homemaker 

Self-employed 

Unable to work 

 

Q23: How high is your monthly net 

income? 

0 - 
500€ 

501 - 
1.000€ 

1.001 - 
2.000€ 

2.001 - 
3.000€ 

3.001 - 
4.000€ 

> 
4.000€ 

 

Q24: Where are you from? 

Austria 

Belgium 

Denmark 

France 

Germany 

Sweden 

The Netherlands 

UK 

USA 

Other: __________ 

 

Thank you for your time! 

Annika Faßbender 



62 

 

Coding 

Questions (based on the numbers in the 

questionnaire) 
Coding 

Q1 yes = 1 
no = 0 

Q2, Q3 never = 1 
once = 2 
twice = 3 
three to ten times = 4 
more than ten times = 5 

Q4, Q7, Q8, Q12, Q18, Q19 strongly disagree = 1 

rather disagree = 2 
neither / nor = 3 
rather agree = 4 
strongly agree = 5 

Q5 0€ - 20€ = 1 
21€ - 50€ = 2 
51€ - 100€ = 3 
101€ - 200€ = 4 

201€ - 500€ = 5 
> 500€ = 6 

Q6, Q11 very unlikely = 1 
rather unlikely = 2 
neither / nor = 3 
rather likely = 4 
very likely = 5 

Q9, Q13 never = 1 
a few times a year = 2 
once a month = 3 
once a week = 4 
every day  = 5 

Q10 never = 1 
seldom = 2 

sometimes = 3 
often = 4 
very often = 5 

Q15 not valuable at all = 1 
rather not valuable = 2 
neither / nor = 3 
rather valuable = 4 
very valuable = 5 

Q16, Q17 never = 1 
rarely = 2 
sometimes = 3 
often = 4 
very often = 5 

Q21 male = 0 
female = 1 

Q22  dummy variable student/no student student = 1 
no student = 0 

Q23 0 - 500€ = 1 
501 - 1.000€ = 2 
1.001 - 2.000€ = 3 
2.001 - 3.000€ = 4 
3.001 - 4.000€ = 5 

> 4.000€ = 6 
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Appendix II 

Table 8: Percentages generations 

Generations Baby 
Boomers 

Generation X Generation Y Generation Z 

 10.9 8.4 30.3 50.4 

Table 9: Percentages employment status 

Employment status  

Employed full time 30.3 

Employed part time 11.3 

Unemployed and currently looking for work 0.4 

Unemployed and not currently looking for work 0.4 

Student 55.5 

Retired 0.4 

Homemaker - 

Self-employed 1.7 

Unable to work - 

Table 10: Percentages nationalities 

Nationalities  

Austria 0.4 

Belgium 0.4 

Denmark 0.4 

France 0.4 

Germany 95.0 

Sweden 1.7 

The Netherlands 0.8 

UK 0.4 

USA 0.4 

Table 11: Percentages gender 

Gender Male Female Other 

 31.1 68.9 - 

Table 12: Percentages member status 

Member status yes no 

 67.6 32.4 
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Table 13: Percentages outbound contact (traditional) 

Channel strongly 
disagree 

rather disagree neither/ 

nor 

rather agree strongly agree 

Club magazine 26.5 20.6 17.6 29.4 5.9 

Personal mailing 33.2 23.5 14.3 23.1 5.9 

Newsletter 27.3 16.4 21.8 31.5 2.9 

Telephone hotline 87.8 8.0 2.5 1.7 - 

Club meeting 47.1 17.6 18.1 13.9 3.4 

Club events 37.0 11.3 17.2 26.1 8.4 

Website /  Internet 15.1 7.6 14.3 45.8 17.2 

Table 14: Correlations traditional communication channels 

 Receive information (Q7) Contact the club (Q8) Frequency (Q9) 

Channel Mem-
ber 
status 

Gene-
rations 

Gen-
der 

Mem-
ber 
status 

Gene-
rations 

Gen-
der 

Mem-
ber 
status 

Gene-
rations 

Gen-
der 

Magazine 0.258 - 0.169 - - - - - - 

Mailing 0.212 0.167 - 0.215 - - 0.182 - - 

Newsletter 0.188 - - 0.204 - - 0.223 - - 

Hotline - - - 0.216 - - - - - 

Meeting - -0.231 - - -0.243 - - -0.176 - 

Event - -0.257 - - -0.235 - - -0.221 - 

Website 0.348 -0.212 - 0.248 -0.196 0.178 0.241 -0.199 - 

Correlations are significant at the 0.01 level (2-tailed). 

Table 15: Percentages inbound contact (traditional) 

Channel strongly 
disagree 

rather disagree neither/ 

nor 

rather agree strongly agree 

Club magazine 46.2 27.7 18.5 5.0 2.5 

Personal mailing 26.9 15.1 10.9 31.5 15.5 

Newsletter 42.9 22.3 21.4 11.3 2.1 

Telephone hotline 55.0 16.0 10.1 15.1 3.8 

Club meeting 45.0 17.2 16.4 17.6 3.8 

Club events 36.6 16.0 17.6 22.7 7.1 

Website /  Internet 13.0 6.7 14.3 46.2 19.7 
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Table 16: Percentages frequency of outbound contact (traditional) 

Channel never a few times 
a year 

once a 
month 

once a 
week 

every 
day 

Club magazine 29.8 44.1 24.4 1.7 - 

Personal mailing 35.7 26.1 26.5 11.3 0.4 

Newsletter 30.3 26.9 35.7 5.9 1.3 

Telephone hotline 95.4 4.2 0.4 - - 

Club meeting 57.6 34.5 6.3 0.8 0.8 

Club events 42.9 45.0 10.1 1.7 0.4 

Website /  Internet 17.2 19.3 35.7 20.6 7.1 

Table 17: Percentages social media usage 

Channel never seldom sometimes often very 
often 

Facebook 19.7 8.4 17.2 25.2 29.4 

Instagram 42.0 5.0 5.5 14.7 32.8 

Blogs 62.2 21.8 12.6 3.4 - 

YouTube 8.0 18.9 29.0 25.2 18.9 

Table 18: Correlations social media channels 

 Usage Contact Frequency 

Channel Mem-
ber 
status 

Gene-
rations 

Gen-
der 

Mem-
ber 
status 

Gene-
rations 

Gen-
der 

Mem-
ber 
status 

Gene-
rations 

Gen-
der 

Facebook - -0.213 - - -0.238 - - -0.194 - 

Instagram - -0.573 0.264 - -0.465 0.261 - -0.413 0.239 

Blogs - - - -0.207 -0.343 0.257 - -0.224 0.210 

YouTube - -0.265 - - - - - - - 

Correlations are significant at the 0.01 level (2-tailed). 

Table 19: Percentages outbound contact (social media) 

Channel strongly 
disagree 

rather 
disagree 

neither/ 

nor 

rather 
agree 

strongly 
agree 

Facebook 35.7 16.0 16.0 26.9 5.5 

Instagram 46.2 8.4 17.2 20.2 8.0 

Blogs 53.4 16.4 18.1 10.1 2.1 

YouTube 37.8 22.3 20.6 16.8 2.5 
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Table 20: Percentages frequencies of contact (social media) 

Channel never a few 
times a 

year 

once a 
month 

once a 
week 

every 
day 

Facebook 38.7 25.2 18.9 14.3 2.9 

Instagram 50.8 16.0 13.9 16.8 2.5 

Blogs 65.1 17.6 12.2 4.6 0.4 

YouTube 47.1 27.3 13.9 9.7 2.1 

Table 21: Percentages benefits (ranking scale) 

Benefits 1 2 3 4 5 6 

Coupons 3.8 5.9 13.0 27.7 26.5 23.1 

Privileged treatment  5.5 16.8 36.6 18.1 13.4 9.7 

Special club events 33.6 28.2 15.5 11.8 5.0 5.9 

Discounts 3.4 6.7 13.4 16.4 23.5 36.6 

Special prices 2.5 13.9 9.2 23.1 28.2 23.1 

Advanced information 51.3 28.6 12.2 2.9 3.4 1.7 

Table 22: Percentages benefits (Likert scale) 

Benefits not 

valuable at 
all 

rather not 
valuable 

neither/ 

nor 

rather 
valuable 

very 
valuable 

Discounts 3.4 5.5 10.5 39.1 41.6 

Coupons 4.2 9.7 12.2 41.6 32.4 

Special prices 3.4 3.4 8.4 44.1 40.8 

Advanced information 20.6 28.2 30.3 18.1 2.9 

Privileged treatment 12.6 18.9 26.9 32.8 8.8 

Special club events 27.3 28.2 17.2 19.7 7.6 

Table 23: Percentages net income 

Net income per month 0 - 
500€ 

501 - 
1.000€ 

1.001 - 
2.000€ 

2.001 - 
3.000€ 

3.001 - 
4.000€ 

> 
4.000€ 

 35.3 23.1 21.8 11.3 6.7 1.7 

Table 24: Percentages spending per month 

Spending on clothes per month 0€ - 
20€ 

21€ - 
50€ 

51€ - 
100€ 

101€ - 
200€ 

201€ - 
500€ 

> 
500€ 

 16.0 45.0 29.4 8.4 0.4 0.8 
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Table 25: Percentages motivations to sign up (traditional) 

Communication channel very 
unlikely 

rather 
unlikely 

neither/ 

nor 

rather 
likely 

very 
likely 

Club magazine 34.5 29.0 17.6 15.1 3.8 

Personal mailing 41.2 23.1 13.4 19.7 2.5 

Newsletter 38.2 20.6 15.5 23.1 2.5 

Telephone hotline 89.9 5.5 2.9 1.3 0.4 

Club meeting 52.1 20.2 13.9 13.0 0.8 

Club events 33.6 12.2 18.9 25.6 9.7 

Website /  Internet 14.3 7.1 21.8 42.4 14.3 

Table 26: Percentages motivations to sign up (social media) 

Communication channel very 
unlikely 

rather 
unlikely 

neither/ 

nor 

rather 
likely 

very 
likely 

Facebook 37.8 17.2 14.7 26.5 3.8 

Instagram 47.5 8.8 13.0 23.1 7.6 

Blogs 58.8 18.1 13.0 8.4 1.7 

YouTube 39.5 21.8 18.1 17.2 3.4 

Table 27: Percentages* motivations for loyalty 

 strongly 
disagree 

rather 
disagree 

neither/ 

nor 

rather 
agree 

strongly 
agree 

Attitudinal loyalty 3.7 10.6 18.0 52.2 15.5 

Behavioral loyalty 9.9 23.0 32.3 29.2 5.6 

Satisfaction 5.6 17.4 33.5 36.0 7.5 

Switching costs 11.8 26.1 30.4 26.1 5.6 

* Based on the indications of club members accounting for 67.6%, so 161 participants. 

Table 28: Percentages motivations for word-of-mouth 

Benefits strongly 
disagree 

rather 
disagree 

neither/ 

nor 

rather 
agree 

strongly 
agree 

Discounts 7.1 10.9 13.9 47.5 20.6 

Coupons 8.8 13.4 12.2 47.1 18.5 

Special prices 5.5 7.6 8.4 53.8 24.8 

Advanced information 22.7 30.7 31.5 11.8 3.4 

Privileged treatment 16.8 22.3 25.2 26.1 9.7 

Special club events 24.8 29.4 16.8 21.0 8.0 
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Table 29: Correlations word-of-mouth 

Benefits Member 

status 
Generations Gender 

Discounts 0.222 - 0.200 

Coupons 0.291 - 0.296 

Special prices 0.226 - 0.237 

Advanced information - - - 

Privileged treatment - - 0.189 

Special club events - - - 

Correlations are significant at the 0.01 level (2-tailed). 
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