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ABSTRACT: Customers are constantly been significant for the business. Customer loyalty is the aftereffect of 

reliably giving positive enthusiastic encounters. It is a sign to which customers are fulfilled and consequently are 

dedicated to an organization's products or services and how solid their probability to choose a specific brand 

over different contenders. Customer loyalty mirrors a customer's readiness to purchase from or work with a 

brand again and again in which they make ceaseless buys, spread positive verbal exchange of their encounters 

and it results into a positive customer experience, customer fulfillment, and enhanced the general brand. 

Execution of customer loyalty activity must have an approach to quantify the adequacy. By knowing the 

customer retention rate organizations can gage how long customers remain with their organization and the 

general viability of the loyalty activity. This present critical review paper is very useful to get the in-depth 

understanding about the loyalty programme and its impact on the customer retention.   
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I. INTRODUCTION 

Today, the utilization of loyalty programs as a procedure for organizations to grow customer loyalty is 

amazingly well known as it is accepted that the two consumers and organizations can receive rewards from it. 

For some products, there has been the propensity to move from mass marketing of a homogenous product to 

mysterious purchasers towards customization of product to address the issues of known people whose 

requirements have gotten detectable through some type of exchange based relationship. Customers additionally 

seem to favor certain styles of marketing from providers. At the point when customers go into a relationship 

with a firm, they are frequently anxious to forego different alternatives and to confine their decision. A portion 

of the inspirations to do so result from more noteworthy productivity in dynamic, decrease in information 

handling, accomplishment of more prominent psychological consistency in choices, and decrease of apparent 

dangers related with future choices. Customer loyalty is being viewed as essential to the accomplishment of any 

retail association, since it is realized that drawing new customers is more costly than continuing existing one.  

Customer loyalty is a significant issue for the achievement of any retail association, since it is realized that 

drawing new customers is more costly than continuing existing ones. (Singh and Imran 2012) Singh and Imran 

(2012) gauge that on normal online retailers lose 25% of their customers consistently, and a little increment in 

customer retention can build benefits by over 25%. Relationship marketing expects to make life time customers 

since when customers have a relationship with an organization, they are prepared to overlook some other 

contenders offer. Customers are persuaded to do that since it gives them a more prominent productivity in 

dynamic, lessens the information preparing, accomplishes a more noteworthy intellectual consistency in choices, 

and diminishes the apparent dangers related with future choices. (Singh and Imran 2012) To construct faithful 

customers organizations utilize a few kinds of loyalty programs. 57% of aircrafts and 41% of inn networks 

reward consumers for a scope of commitment practices.  

A commonplace methodology utilizes Platinum, Gold and Silver levels, regularly dependent on buy volumes. 

(Shaw Ray, 2015) notwithstanding the way that the normal US family has more than 21 loyalty program 

participations, less than half of these are dynamic. Key purposes behind that are loyalty programs incorporate 

absence of remuneration pertinence, unbending prize structures, and low quality customer service. The greater 

part of consumers conceded that they had deserted in any event one loyalty program as per a review and internet 

based life filtering by Consulting Date. Be that as it may, Loyalty programs should be designed with more 

focused on remunerations, contrast as indicated by various gatherings of individuals dependent on their worth, 
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and they have to give more prominent incentive at higher customer esteem levels, by compensating best 

customers to empower higher spending levels. So as to do that the association needs to comprehend their 

customer's needs and practices, by making customer profiles with significant data on customer cooperations to 

have a total image of a customer's inclinations.  

BENEFITS OF CUSTOMER RETENTION: 

Supports to serve better: You are not in the business to have a ton of fun in employing and terminating your 

customers. We are here to bring in some cash and that too absent a lot of exertion well, there are might be a few 

people who love recruiting and terminating game.  

More benefit: it requires some serious energy, vitality, labor, and cash to gain another customer, and this extra 

to the cost, which means reduced benefit. It is simply after the customers are with us for quite a while that we 

recoup the expense brought about during the obtaining procedure. With existing customers, we as of now have 

recouped the expense, so they are as of now productive. This can't be said about the new customers, as they are 

yet to demonstrate their value. What's more, at the beginning, we even don't have the foggiest idea whether they 

will remain with us or not. So why take risks? With existing customers, we as of now have recouped the 

expense, so they are as of now productive. This can't be said about the new customers, as they are yet to 

demonstrate their value.  

Business knows who the current customers are: Not simply procurement requires some serious energy, yet 

assembling a relationship likewise requires significant investment. After we have effectively charmed new 

customers, we have to invest time and vitality on building a relationship with the new customers. We need time 

to comprehend their wants, yearnings, desires, spending design, and their value affectability. And keeping in 

mind that we do that, the benefit from new customers stay on the lower side.  

Customer Acquisition cost is insignificant: We all realize that employing new customers require time. We 

have to tingle out a methodology at that point make a securing plan, execute it, and trust that the data will stream 

in, with the goal that we can investigate what is working and what isn't. Meanwhile, it is additionally our 

business to watch out for the quantity of customers that come as an impact of new procedure. This will give us a 

great deal of available chance to make an incentive by doing what we know best, and from what customers 

come to us. 

LOYALTY PROGRAMS BOOST CUSTOMER RETENTION: 

Two ways of Loyalty programs help with retention are: 

1. Support you keep your greatest customers 

2. Support you get back lost customers 

Support you keep your greatest customers: A passionate association is the genuine driver of brand loyalty, 

and motivation based loyalty programs are perhaps the most ideal approaches to show customers you esteem 

their business. Customers who are genuinely associated with a brand have a 306% higher lifetime esteem, and 

suggest brands at a higher rate (71% versus 45%). In addition, a study from Deloitte found that lone 3% of 

customers will suggest an organization dependent on shared qualities or standards, while 44% of customers will 

make proposals dependent on passionate rules, for example, how much empathy, bliss, or security the client 

feels. A passionate association is made through shared positive encounters and a feeling of having a place and 

comprehension. The straightforward demonstration of giving customers an impetus to say thanks to them for 

their business is an incredible method to fabricate loyalty, paying little heed to the motivating force's fiscal 

worth. A study by therapist Norbert Schwarz from the University of Michigan clarified how in any event, 

finding a dime is sufficient to set you feeling great. He clarified that “It's not the estimation of what you find. It's 

that something positive transpired.” This means you aren't required to give each customer a fresh out of the box 

new vehicle to acquire their loyalty. You simply need to emphatically strengthen their activities by offering 

something consequently. A customer offers their recurrent business, and you offer a prize – a success win 

circumstance to keep customers returning. 

Support you get back lost customers: Studies have indicated that 68% of customers will leave a business 

relationship on the off chance that they see that the brand is not interested in them. This is a more remarkable 

marker than product disappointment or cost. Since this stir factor is about the customer's discernment, it's 
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conceivable that the current patches on your broken pail aren't as compelling as you trusted, and you need 

another approach to reconnect your best customers. 

 

Figure 1: Need of customer loyalty programs 

LOYALTY PROGRAMS FOR CUSTOMER RETENTION 

Win Back Program 

As its name suggests, a success back program is utilized to reactivate customers who have gone tranquil and quit 

drawing in with your image. It may appear to be unusual to follow customers who apparently have lost 

enthusiasm for your product any longer, however you despite everything have a 60 – 70% possibility of offering 

to them once more. This is an ideal metric when the likelihood of offering to another possibility is just 5–20%.  

Contingent upon the idea of your product and how frequently you anticipate a buy, a success back program can 

target various fragments, for example,  

 Customers who haven't made a buy in a half year  

 Customers who haven't signed in this month  

 Customers who have dropped their membership  

 Customers who haven't made a referral 

VIP Program 
A layered VIP rewards framework with better prizes for your best customers shows that you care about their 

recurrent business. By defining utilization or spending objectives for customers and offering elite prizes to the 

individuals who come to those, customers will continue shopping with you when they realize rewards anticipate 

them later on. 

Birthday Program 
Following and praising a customer's birthday is one of the most basic and viable approaches to perceive every 

customer independently and customize their experience. A birthday reward is the ideal yearly chance to 1) 

reconnect latent customers, and 2) keep on compensating steadfast clients. You can deliberately utilize your 

birthday compensations to advance new contributions, exhibit a top of the line product, or open clients to 

premium product highlights. A birthday program can be a totally robotized process with the right programming. 

You choose the prize and how long before a client's birthday it ought to be sent, and the framework 

consequently tells the client that their offer is prepared. 

II. LITERATURE REVIEW 

Chodisetty and Reddy, (2019) Concluded that in India dominant part of the retailers are utilizing loyalty 

programs to build traffic of customers, in their outlet and to upgrade store loyalty with point of making lifetime 

customers. In Big Bazaar lion's share of the card holders have silver with them, however it has been seen that 

gold card holders are more faithful. By taking a gander at expanding retail thickness, Big Bazaar has thought of 
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different offices and plans to fortify their loyalty. They are additionally drawing in individuals by its unique 

huge Wednesday offer.  

Gupta and Srinivasan, (2019) reasoned that to hold the gainful customers and to draw in the new ones, each 

brand in the present time is utilizing loyalty programs. These programs will help the brand in distinguishing 

proof of their purchasing inclination, preferences, loathes and their propensities, empowering the brands to serve 

them better and expanding customer fulfillment. Researcher contemplated the enormous brands like Pantaloons, 

Van Heusen and Westside and their loyalty programs and how they vary from one another.  

FA and RF, (2019) presumed that Social holding procedures ought to be utilized by organizations to have 

steadfast customers and must offer some incentive to everybody engaged with trade process. Customer loyalty 

will join numerous advantages yet for that organization ought to see first, how customer loyalty is 

manufactured. This study uncovered that Loyalty programs found to have constructive outcome on Customer 

loyalty. Despite the fact that Loyalty programs offer advantages to customers, yet they contrast the cost and 

contenders.  

Mayor, (2018) inferred that Loyalty programs are noteworthy in building and keeping up customer loyalty. 

Taking a gander at current situation some arbitrary unbending loyalty program won't work, Jet aviation routes 

needs to take endeavors in building adaptable one. Positive relationship was found between customer life span 

and rehash deals. The organization is very much aware of the way that to secure new customers will be costly 

than holding the current one. Referrals and positive criticism given by the customers acquires more membership 

their loyalty program. All angles like age, sexual orientation, demeanor and so forth ought to be incorporated 

while making loyalty programs and friends must guarantee that there ought to be some separation in loyalty 

programs. Cost and income analysis of each program ought to be done before executing it.  

Babu and Sultana, (2017) reasoned that Loyalty program pull in customers to visit the stores all the more 

oftentimes and to spend more. All loyalty programs activities are focussed towards Customer retention. To keep 

up Customer connection and retention, organization needs to depend on Loyalty programs. These programs are 

a method of keeping up long haul and beneficial connection with customers, to esteem the customers and to 

keep trust into the brand.  

Hofman-Kohlmeyer1, (2016) presumed that loyalty program involves full of feeling and budgetary segments. 

By simply offering money related advantages won't ensure retention of customers. Consumer reward program is 

a significant wellspring of Information and customer database. Gathered data of customers must be utilized to 

fabricate marketing procedure. To keep up the security of Customers is the duty of Manager, how faithful the 

customers are relying upon the way that the amount they trust on the organization. Researcher additionally 

broke down that loyalty program are end up being more gainful as they are made to hold the current customers. 

To pull in new, one is more affordable than holding existing one.  

SimaGhalebMagatef (2015) explored that the effect of autonomous variable; loyalty programs: point 

framework, level framework reward, charges a forthright expense for VIP benefits and nonmonetary programs, 

on the needy variable: customer retention. To accomplish the goal of the study, an overview was led to gather 

data from the sample. Altogether (350) polls were dispersed arbitrarily to Jordanian customers who could be 

reached by the researchers, and were reached through companions, family members, understudies and nearby 

shopping centers. The members had diverse social, educational, and word related foundations. Reaction rate was 

(81.14%) Percent. The discoveries plainly show: there is huge proof of the impact of all loyalty programs on 

building and keeping up customer retention. The significant impact was for Tier framework reward followed by 

energize front expense for VIP advantages, and afterward point framework, the most fragile impact was for 

Non-money related programs.  

Nideau and Singer, (2014), addressed whether loyalty programs pay off for organizations that offer them. 

Finding that loyalty programs have to a greater extent a positive effect particularly in the lodging sector. 

Organizations that have created loyalty programs that succeed and see income development share regular 

attributes, for example, incorporating loyalty into the full understanding. Models, for example, incorporating 

installments and versatile innovation to make exchanges more charming. Utilizing the data, building 

organizations and to expand the contrast between apparent worth and genuine expense.  

Singh and Khan (2012) featured how transient activities with scarcely any adjustments with the benefit will 

transform into long haul customer loyalty and subsequently long haul advantage. The creators were 

concentrating on understanding the customer retention and customer loyalty and their significance to the 
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business. The creators additionally comprehend the methodology of how to build customer retention and 

customer loyalty towards the business. With the comprehension of the conduct of the customers and fulfilling 

them gives the advantage to the business in the long haul. Setting up great connection with the customers by 

offering better types of assistance will make customer loyalty and more visits after some time. This will acquire 

more benefit to the business long haul and will decrease the opposition. The study likewise distinguished the 

methodologies which draw in the customers to the retailer and furthermore comprehended the contemplations to 

be done while actualizing them. With this, it will assist the business with gaining customer retention and loyalty 

towards their business in the event that they actualize them constantly. (Singh and Khan 2012) Hoffmam and 

Bateson, (2011) allude to customer retention as the association's conscious move to concentrate all its marketing 

endeavors towards its present market base. Along these lines firms submit every one of their endeavors to 

previously existing market fragments in order to screen their current and changing requests with the expectation 

of building up and keeping up long haul connections between the firm and its prompt customers.  

Agchi and Xingbo (2011) distinguished a mediator, step-size equivocalness, and address that when vagueness is 

high, just prize separation influences loyalty programs. At the point when vagueness is lower, consumers 

incorporate advance size with remuneration separation. The physical and mental separation estimation settings 

(e.g., weight reduction, investment funds) where separations and step sizes can differ (e.g., as a component of 

units: kilograms versus pounds), yet particularly in loyalty rewards settings. (Bagchi and Xingbo 2013).  

Omar et al. (2009), brought up that the presentation of customer relationship marketing instruments by retailers 

has been unequivocally expanded lately both in principle and practice. Loyalty programs have gotten a 

mainstream decision of marketing technique by retailers who accept that loyalty programs are a significant 

procedure and component for retailers to assemble store traffic, increment crate size and increment recurrence 

by making further relationship with their customer. Be that as it may, a few individuals in the marketing 

industry have started to scrutinize the adequacy of loyalty programs in acquiring customers' help and loyalty. 

The creators provided details regarding the consequences of a starter study of the writing which has been 

directed trying to comprehend the issue and job of service quality in retail loyalty programs just as factors that 

are significant in loyalty program service quality. 

III. CONCLUSION 

According to the critical review of the current study all the loyalty programs are helpful and significant for 

building and keeping up customer retention. That means customer retention is profited structure the premise of 

all loyalty program activities. The significant impact was for Tier framework reward followed by energize front 

charge for VIP advantages, and afterward point framework, the most vulnerable impact was for Non-financial 

programs. The loyalty programs must be anything but difficult to recover the focuses and the advantages. Which 

means the marketers must build up a loyalty program which enables the loyalty to program individuals to have 

the option to change over their focuses into product, limits and different services. 
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