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Abstract—titerature review revealed the importance of the Il. THEORETICAL BACKGROUND
adoption of marketing Relationship for loyalty andtaining
profitable customer (Customer Relationship ManagemerPQ A. Loyalty program quality

satisfaction will reinforce the loyalty and custamérand Loyalty is, rather, a defensive strategies desigoekeep
attachment. Customer will communicate the operatattiers. The the most profitable customers and ensure profitgab@].

focus of this study is to examine the relationshigtween the ‘ lovalt is defined as: hani
LPPQ and the WOM recommendations through: custom&us omer loyalty program IS defined as: -...mechaniem

satisfaction, loyalty and attachment. The resultews that LPQ identifying and rewarding loyal customers” [10]. eh
affect positively the satisfaction, negatively thgalty. LPQ has an Objectives consist in: selling more expensive, mgHiigher
indirectly effect on WOM recommendations but throuthe profits generated by customer, reducing costs dml t
satisfaction and attachment. The mediating efféstatisfaction in recommendation effect or free advertising [11]. The
the relationship between LPQ and Loyalty is rejécféhis finding company, through its loyalty tools, seeks to insesdhe
can be explained by the nature of mobile sectdiinisia. number of products purchased [12] and to enhanee th
customer relationships duration that generate higieme
Keywords—Attachment, Loyalty program quality, safisfaction,(13] These techniques are also chosen to imphoetoss
WOM selling [14]. The effect of the loyalty program onstomer
retention is significant, but indirect through Ittya[1], [4].
Loyal customers are willing to pay more for the sam
HE realization of the importance of loyalty is in aproduct since they fear contacts with cheaper ardhawn
situation of saturated market. This one has moaa thcompetitors for them [15]. The customer will corsidhe
one characteristic: in competition intense, reangitt costs surcharge as lower total price of the new productipased,
are higher than those associated with retentionHéjention and which may dissatisfy him.
strategy is a plausible alternative to develop camyfs Loyalty programs, through promotion, contribute
business and to defend its market share. The fimstm positively to enhance purchases and consumptioh[194.
determine the specific profile of the customer iz Relying on tools; their aim is retaining customeith a high
information) to satisfy him [2]. The aim of thelagonal financial value. These profits generated followitige
firm, through satisfaction, trust, commitment, e tloyalty purchasing frequency and average amount of purshase
of its customers through rewards [3]. The effectté made by customers [17]. The more the customer remai
loyalty program is manifested in the duration ofe thwithin the company, the more the profits increas].[ This
relationship [1], [4] and by the efficient WOM reflects the growing trust felt towards the sefied the best
recommendation [5]. Generally, the more a custom&howledge of the offer. It is easier, according some
remains loyal to the firm, the more propensitieshias to researchers, to increase sales based on trustrainaform
recommend the firm and the more are appropriate th@n-buyers; the cost of a new customer is ten tiniglser
recommendations. This form of interpersonal andriml than the cost keeping a customer acquired [18]. ¢¥ew
(WOM) communication takes benefits from the frepeas [19] determines the correlation between frequeistamers
and especially of the conviction effect. Despitdaek of of the company and the value of rewards loyaltygpam. In
research concerning the determinant of the braadranent, [13], authors confirm this and define the loyaltpgram as
[6] argues the importance of relationship variatilesveen a discriminative marketing tool that rewards notyothe
the individual aspects and the brand. There ar@ alg§equent but also the loyal customers. Loyaltgtsigy has a
considerations for the satisfaction, loyalty, trust The really effective recommendation. Generally, theglemthe
brand attachment is an affective reaction and tamable duration of the relationship between the custonmet the
emotional relationship [7], [8]. The loyal custormere then company is, the more propensities to recommend the
attached to the firm brand. companies are strong and significant. These inforana
This paper aims to show how the LPQ affects indyec interpersonal communications (WOM recommendations)
the WOM recommendations, through the relationshipake advantage of free and focus on its belief. Béeefits
variables as: the customer satisfaction, loyaltd &mand from this communication will incite and encourage
attachment? We will also examine the mediator effefc maintaining businesses and evolving the relatignside.
satisfaction in the relationship between the LPQ@ &
loyalty?

|. INTRODUCTION

B.Word-of- Mouth recommendations

In [20], authors suggest three dimensions in favba
positive behavioral intention towards the brandpovduct.
Dr.Nedra Bahri-Ammari is with the department of Meting in These, namely: (1) Word-of-mouth, (2) purchasenitios

ISCCB/ISG, Tunisia and with LARIME laboratory in EEC, Tunisia S . .
(nedrabahri@yahoo.fr). and (3) sensitivity price. We will, in our studypcus on
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word-of-mouth recommendation which refers to cugs®, No,Qadmer Loyalty
who want to share their experiences with othersumadthis Customer |0ya|ty allows the company to continue the

type of communication and also tell their friendeda pysiness relationship over time and to establishdmvelop
relatives of the matter [21]. The customer uses higcommon history [35]. Loyalty evolves from a visibased
experience with product or brand as a communicationon the needs satisfaction to a vision based otiork [20].
vector identity and has a higher motivation to $pabout |t is expressed by commitment and trust between the
the brand with friends. Buyer uses his experienith the exchange actors [24]. It is a dynamic concept tisat
consumption of the product as vector for identityjeveloped by strengthening mutual commitment amst in
communication and is highly motivated to talk te theople partner. The company aims, through satisfactiarst tand
around him about his products or brands. Research@mmitment, the loyalty of its most profitable aursers.
indicate the importance of Word-of-mouth as a dociarhe purpose is to bring them to the highest leviethe

phenomenon [22]. The social relationship has araghpn
the word of mouth communication, from where thaormobf
proselytizing is assured. Consumer satisfactiopréaluct or

relationship scale [3]. The prospect becomes pssiyrely
buyer, client, supporter, lawyer and partner. Atipar is a
loyal customer who will recommend the company’sdoicis

brand will have an effect on the company loyaltyd anfor other potential customers. Thus, the profiiapibwill

especially the reinforcement of positive relatidpdbetween
the two parties. Reinforcement Relationship resuitsa
customer’s commitment to deal with this company][23
Relational company aims through satisfaction, ttargd
commitment to retain the most profitable consuni@d,
[25]. Customer loyalty has an effective recommeiatiat

improve. Loyal customer is one who made other paseh
and is and will be less sensitive to high pricesydlty is the
basis of a psychological process, while retentofar from
having a cognitive component [36]. Retention is sueed
by the duration of time the consumer's purchasiisgoty
with the company, while the loyalty is determineg the

Generally, the more the customer is older, the Moigrcentage of requests [33]. According to [13],alby is

propensities to recommend the company are strangkthe
more are pertinent the recommendations [26]. Tifzrinal

and interpersonal type of communication (word-ofuthd

takes advantage of free of charge and focus obelief.

Benefits from this communication will incite andcenirage
company to maintain and to evolve the relationardation.
A positive word-of-mouth communicational will coiftute

to a positive recommendation and then to the brutdess
[5]. In this research, we will take word-of-moutariable as
word-of-mouth recommendation in the telecom context

C.Customer satisfaction

Customer satisfaction is the satisfaction with: doet
attributes; relationship with the company and tifermation
exchanged [27]. According to [13], Customer satisém is
defined as: customers’ post-purchase evaluatiodgerall
affective responses to their service experiencetati®nal
satisfaction corresponds to the consumer's aftectitate
following an overall relationship assessment [ZB]stomer
satisfaction was defined as an: « affective staulting
from a process of comparing the results of the expmnt at
different personal standards» [29]. This emphasites
individual nature of the assessment of satisfaction

Expectations and standards are the antecedent'sdkey

satisfaction, followed by perceived performanceuisg
quality and perceived value and emotional respo(meesd,
temperament, emotions, and feelings). Satisfactidetived
from emotional and cognitive variables, [12], [13B0]
within personal, social, and cultural contexts [3it]is an

measured by emotional and cognitive states. They b
manifested by: attitudinal loyalty, resistance twmpeting
offers, propensity to be loyal, complaining behavio
intentions and behavior loyalty.

E. Customer Brand attachment

The marketing literature considers attachment
« consumer Emotional predisposition for the longrmnt
toward the brand [37], [38RNd B9] ». The attachment is:
«The emotional and affective relationship betwede t
consumer and the brand [37] ». He worked on the
psychological dimension of the proximity relatioish
between consumer and brand, and advances two tfpes
attachment, the functional and existential Attachtn©nly
the second dimension develops emotional and affecti
relationships.

In [8], author confirms and defines the concept «@s
psychological variable which explains an affective
relationship in the duration and inalterable (sapan is
painful) with the brand, and which expresses a lpsipgical
proximity relationship with it ». According to [8]the
friendly and dependency notions in its definitiadded that:

a psychological, an emotional, a strong and durable
relationships to the brand, which results from atisgental
concomitance and a correlation with the brand. The
attachment has also been used in the object nethije and
presented as a bidimensional concept: temporaliderdity
[40].

The attachment is a variable that reflects an ematilink

as:

emotional response from the most recent transaamoquth the brand referring to the nostalgic connewioThe

experience or cumulative through time [32]. Thi®gass
may induce consumer loyalty to the product or brand
customer retention [33]. The customers satisfieel aot
necessarily loyal. Dissatisfied customers can rarfathful
to their suppliers, for lack of alternatives or hese the
switching costs are too high [34]. These costdrdrerent to
specific training in the use of the new producsslof loyalty
rewards programs and relational history.

concept is reflected not only by the possessiaobgdcts but
also the relationship between the individual arel tinand.
Thus, an individual can be attached to a brantpfavides
him personal and cultural values similar to hershi
aspirations respondents. In other words, the atiach
existence is related to the congruence betweercgptiept
of the consumer and the brand personality [41].
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This congruence is depending of past events liwethes,

person [42]. The attachment to the object is rdlatethis
expressive function, where the object symbolizeswvtdues,
beliefs, which we share or want to join [41].

In summary, brand attachment is a long term redatigp
that predicts the engagement of consumers towdrds
concept, their determination to continue the refathip and
their willingness to make financial sacrifices tbtain it.

2517-9411

NoRyafya?n structure can help the company to: reward
customers to their just transactional value; upgrad
consumer’s repertoire of purchases; involve consutoe
loyalty process [52]; maximize exchange of inforioat
about consumer’s expectations [51], [20], and build
tustomer loyalty and retention. In [53], authoroaéggued
that program structure “must give customers anritice to
adopt a dynamic perspective”.

These variables are the consequences of the brandn this paper, we consider also the impact of lgyal

attachment

IIl.  HYPOTHESISDEVELOPMENT

The impact of the customer loyalty program on austio
behavior

A.LPQ on Customer Satisfaction

The perception of the service quality offered bynpany
enhances the level of customer satisfaction [432].[The
evaluation of experiences with product generatefnia a
state of satisfaction or dissatisfaction: cognitiiesonance.
Thus, the company must improve its service qualityuring
satisfaction and profitability [44]. In fact, [4%vokes the
service quality impact on intention to return bugdiated by
the customer satisfaction. This concept is infleghdy
interactions and relationships between the custandrthe

program quality on customer loyalty. The following
hypothesis was proposed and confirmed by [13]:

Hypothesis 2: The loyalty program quality positively
influences the customer loyalty;

C.Satisfaction/Loyalty

Satisfaction is a global purchase and consumption
evaluation in the time [54]. This evaluation depema the
overall customer experience with the company [&7E an
affective state resulting from a comparison procg#sgsults
of the experiment at different personal standa28%. [

This is a retrospective assessment of the oveftdience
between expectations and what was actually obtadfieul
using the product [55]. Loyalty is the commitment
(psychological and behavioral engagement) to ancher

company [46]. The company must, after a detailed arbusiness relationship in the long term by estainigstand

precise analysis on perceptions and expectatichshaaugh
a complete process, deliver a high service qualitgrocess

developing a history and a common asset [35]. ltgyal
evolves from a vision based on the needs satitbedne

update and measures adaptation are however necdesarb@sed on the relationship, and which is expresseth®

enable a higher level of perceived service qudifg]. In

this direction, marketers should present a satisfoyalty

program quality because it constitutes one aspédh®
services offered [43]. Thus, we propose the foltayi
hypothesis:

Hypothesis 1: The loyalty program quality positively
influences the customer satisfaction;

B. LPQ on loyalty

The loyalty program quality is considered in thi&ppr as
the comparison between customer expectations aad
perceptions of service quality [47], [48].Considéras a
tridimensional concept, it based on interactioru{ggin the
exchange of information and communication), exanand
association quality [49]. According to [50], tworoponents
are important: technical (process) and functionaality.
These are related to process by which rewards aderand
offered to consumer.

commitment and the trust of actors in the exchaf3j§.
However, satisfaction is certainly a necessanyimufficient
condition for consumer loyalty [56]. Customers Sféd are
not necessarily loyal. Dissatisfied customer canaia loyal
to their suppliers, for lack of alternatives or aese the
switching costs are too high [34]. In fact, custssncan
leave their provider if they find a better value loetter
quality and convenience [56]. The study in [57] whihat
satisfaction has an important effect influencingstomer
loyalty, only in industries that have not reachedtumity.
Thus, we propose followed this line of thinking the
thypothesis that examines the impact of customésfaation
on loyalty customer:

Hypothesis 3:Customer satisfaction positively influences
customer loyalty;

D.Satisfaction / Brand attachment
According to [68], « an individual attached to atwl is

Three types of equity were advanced by [51]: (1§enerally satisfied by it". However, a dissatisfiegstomer

distributive, (2) procedural and (3) interaction@he last

may remain attached to a mark for lack of altexstiand /

type is particularly important because it givesdfits to the ©OF t0 avoid transfer costs [34]. This is also poissifor a
information and communication process. All thespeass NOt attached. The relationship between satisfactod
based on customer transactions. It is the caséswitative May constitute a factor explaining the attachmentifte

equity which is based on equity between rewardergiand brand. It is then possible to argue that a satistiestomer
customer transactionsélue. may be emotionally attached. The studies of [5%kated

the contribution of customer satisfaction to expilag
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attachment compared to other variables related/lies, thoahd0p2omotes the brand and speaks to his eg@ura
product and the individual, such as: trust, congceeand Thus, the more is the customer loyal by attachntkatmore
product category. The results show that satisfaatith the is positive the WOM. According to [8], WOM
brand influences the attachment with a standardize@ recommendation is the continuation of loyalty irees The
value around 0.327. Thus, we propose followed lthess of  investment reflects the commitment costs, dependand
thinking the hypothesis that examines the impaciustomer friendship sentiment with the brand and the conslsme
satisfaction on attachment: explicit communication. Many researchers beliewa trand
attachment is the proselytism source [64]. Thdts seven
Hypothesis 4:Customer satisfaction positively influenceshypotheses:
brand attachment;
Hypothesis 7Customer attachment positively influences the

_ ) WOM recommendations;
Little study has made demonstrating the role of

satisfaction to enhance the WOM recommendationg Th IV. METHOD
WOM constitutes a promotional and free tool if camp
gives an importance to bring customers to havetigesi  A.Measures

behaviors [60]. Customers that have more than onegjms need a continuous adaptation of the relationa
experience with brand which are positive and diyeatill process to ensure a better level of perceived tyuali
enhance their satisfaction [60]. Then, word-of-hostould  gervice offered [47], [65]. The SERVPERF measuréhés
represent a logical reaction following a total adsptive adaptation of the SERVQUAL measure [66]. The sisle
experiences  [61]. Numerous researchers — considgfosen because it has been used in research aratwas
satisfaction as a prior condition to a favorablerdvaf f service quality following an experience with theoduct.
mouth [32], [62]. The customer will be engaged iOW |t has three dimensions: helpfulness, assurancewpathy.
behaviors when he is satisfied [63]. We propose tha Initially, it's a 7 points likert scale and 14 itepbut reduced
to 5 points and 9 items after the preliminary tegtof the
Hypothesis 5:Customer satisfaction positively i”ﬂuencesquestionnaire from the experts. The 7-points statksome
WOM recommendations; ambiguities because it can induce confusion. Zatish
F. Loyalty/WOM recommendations (scale with 5 items) and Loyalty measures (scalth wi

The word of mouth concept has been suggested bg soﬁ?ms) were taken from [30]. Brand attachment was

studies as the result of a relational collaboratietween the ;‘ne?lf ur\(/evd Otl)\ill scale deve(ljor;.ed by [8] atn(lj( UST 9 &ltzdmlms
consumer and the company [43]. The initiative islimited ?‘rb E oral retconen Itarllons wereda T.n b‘.“?mo[ gé&
only to the brand, the consumer is also involvedabse it ot behaviora Intentions. as a good reliabiliyO, n

must develop considerable efforts to maintain aredgrve a the study of [43]. Sgales meagured the variableshis
good relationship and better service. Accordinge®], this research can be seen in Appendix A.

commitment is the basis of WOM. In other words, the B. Sample and data collection

consumer relationship must engage with the brand an Tpe research was conducted in the Tunisia
eventually recommend it to others. However, thesoamer  tg|lecommunication sector. Customer experience  wih
can remain engaged with the brand to avoid thescobt tajecom loyalty program membership was requirecbin
transferring to another supplier. The company stédkeds study.

customers which are there because they believe thisywe have chosen two Tunisian operators: Tunisiand an
commitment and the brand. The benefits of thisti@ahip Tynisie Telecom. The sample was made up of 250
are especially the recommendation, retaining customnd respondents who either were directly interviewed or
in fine the company profitability [62]. Thus the sixth responded online to the survey (The questionnaivese
hypothesis: sent by e-mail). Directive interviews helped to iavo
information bias and thoughtless responses. Tlervietvs

Hypothesis 6Customer loyalty positively influences WOM |asted about 15 minutes in order to prevent boredbm
recommendations; ensure the good comprehension of the questionshéy t

G.Brand attachment/ WOM recommendations respondents, a pre-test was made near 25 cust¢b@&fsof
(Proselytism) the sample)A total of 200 responses were collected (60%
from Tunisie Telecom and 40% from tunisiana). Tioigl
doesn’t include the 10 % of the preliminary resharc
conducted (testing the measurement instrument) sti@ums
involved measures of Loyalty program quality, Satiion,
loyalty, attachment, WOM recommendations using Htpo
Likert scale (from 1: disagree very strongly toagree very
strongly).

E.Satisfaction / WOM recommendations

The relationship between the two concepts desenueh
attention because they are two elements that affest
emotional aspect of behavior. The brand attachmedtgcts
a durable emotional and psychological relationshipd
which are the concomitant of dependence on bramdaan
friendship feeling with the brand [8]. Among thdeets of
these two elements is the proselytism or word afitmoT his
translates to consumer willingness to engage [8]. A C.Analysis method

committed consumer is a consumer that: involvei Wie  To measure the construct validity and reliabilicgles we
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proceed with the factorial and reliability analy$6%]. Vhe6, Morip20éd with the theoretical model. The use ofwsok
indicator more performed purify the measurementhis AMOS 18 made possible all these tests.
Cronbach alpha score. This coefficient according68]
allows checking the internal coherence items forsoale. V.RESULTS

Principal component analyses (ACP) were carriedimout o o
order to study the properties of the 5 measurisgraments,  A-Measure purification and reliability
to reduce the number of the items and as well asiple to Scales were assessed using reliability analysisstMo
summarize information which they bring around aitiamh  reliability ranged from 0,776 to 0,938, which all®ws to
number of factors. The Varimax rotation was perfednto  accept these values [67]. A first order factoriadlgisis was
determine if the measurement scales comprised suben conducted on research scales: Loyalty progyaafity,
dimensions or if more than one construct explaihedsame satisfaction, loyalty, attachment, WOM recommerafei
measurement. Collected data was analyzed by (BR@S Test results revealed the existence of four factamsl
19.0 Sftware. In order to test hypothesis, structuralagipn ~confirm their validity. Communalities are all abo@ 5
modeling was used. This method of second generatiiiom 0,664 to 0,947). The correlations of itemshwiheir
adopted to enable us to estimate the relationshigsthe respective factors are also higher than 0.6. Alialdes are
parameters within the theoretical model as well thes unidimentional and explain more than 50% of varéanc
adjustment compared to digit data. A Maximum Likethd extracted. The KMO test validates the continuityoalysis.
test [69] lead to the selection of the best datisachent Items and factors are summarized in Table I.

TABLE |
PURIFIED MEASUREMENTITEMS OF SELECTED VARIABLES
Extracted Factor Cumulative KMO
communalities loading variance test
explained
- Loyalty Program quality (0,785) 70,015 0,702
P3:Sellers Sellers are polite and have an easy aciowith clients; 0, 664 0,815
P5: They listen to customers and understand tleeid®n and expectations, 0,723 0,851
P7: The service quality is a great opportunitydaestomers 0,713 0,844
Customer satisfaction (0,914) 89,823 0,709
S2: With this operator, I'm not complaining, 0,947 0,973
S3: There is a strong interaction between us, 0,822 0,907
S4: Products and services of this operator givenmeh joy and pleasure. 0,926 0,962
-Customer loyalty (0,878) 81,070 0, 727
F2:I Would like to trynew products and services ¢fie operator, 0,845 0,919
F3:The marketing activities of competitors do not ffeet me, 0,749 0,866
F4: | expect to continue my relationship with thjgerator. 0,838 0,915
-Brand Attachment (0,938) 85,061 0,8
Al : | have great affection for this operator ; 0,886 0,941
A2 : | am somehow related to this operator ; 0,879 0,937
A3 : This operator gives me pleasure ; 0,915 0,956
-WOM recommendations (0,875) 82,881 0,7
W1 : Say positive things about this operator teotheople, 0,880 0,938
W2 : Recommend this operator to someone who serksaglvice, 0,716 0,846
W3: Encourage friends and relatives to do businétsthis operator. 0,890 0,947

B.Measurement model fit

Confirmatory factor analysis was developed on the the gcales reliability and convergent validity aso
various measures to examine the reliability, vafidind the yogteq. The results ofeasure reliability confirm the

degree of adjustment of the measurement model [7Qpioratory factor analysis. We used the Joreskog Rst
The model estimation was made by combining theatées [72] which all values were accepted because these we

step by step. Model fit was based essentially 0@ thoye 0, 7 [69]. They confirm also the exploratéagtor
examination of factorial contributions, modificationdices analysis. The average variance extracted achieved t
and standardized residuals [69]. The results redealgood  inimum requirement of 0, 50 for all variables ssg71].

fit for all constructs which present satisfactorglues fit  1he giscriminant validityresults (Table 1V) revealed that
indices. As indicated by the results of CFA (Tablk. relationships between latent's variables are l&smg than

Two step approaches were recommended for estimalifjghse petween the constructs and their observed
the measurement model [71]. The first revealed &iat \rjahles.Each measure is correlated with its $ipeci

factor contributions are higher than 0, 5 for Shiltevalues

) variable, confirming then the discriminant validity
well higher than 1, 96 (Table III).
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TABLEII
THE RESULTS OF CONFIRMATORY FACTOR ANALYSIS

Construct LPQ Satisfaction Loyalty Brand attachment WOM recommendations
I ndicator Per3  Per5 Per7  Sati2 Sati3 Sati4  Fid2 Fid3 Fid4 Attl  Att2  Att3 Adh Adh2 Adh3
1
Estimates 1.00 113 122 1.00 0.813 114 1.00 0.94 0.01 100 073 087 1.00 1.01 1.04
(t-value) 81 (81) (25,52) (18,7) (42,17)  (51,19) (26, (25,6) (19,70) (12,58)
9)
SMC 0.51 058 0.57 0.88 0.80 0.85 0.87  0.836 0.865 084 086 0.835 0.88 0.86 0.520

C. Structural model

The second order factorial analysis, based on factors of the
previous step, consisted in determining the best data fit
compared with the theoretical model [69]. The results indicate
that the theoretical model reproduces the data collected. The
model fit to the data is acceptable (X?/df = 180, 40/94= 1, 92);
RMSEA = 0,059; SRMR = 0,042; GFI = 0,892; NFI = 0,911,
CFI = 0,907; AGFI = 0,869. The modd fit is accepted and
confirms in this research the theoretical model proposed [73],
[69]. The Results of structural model revealed that LPQ
influences positively customer satisfaction (y= 0, 695, p < 0,
01) but not the customer loyalty (y= - 0,158). Then we confirm
the first hypothesis (H1) and reject the second research
hypothesis (H2). This result shows that the mediating effect of
satisfaction is rejected. The conditions of mediation weren't
checked. The relationships between satisfaction-loyalty (H3)
and satisfaction- brand attachment (H4) were confirmed with
high contributions. According to the figurel, we found that
customer satisfaction has a significant and positive effect on
WOM (B= 0,624; p <0, 01), supporting H5. The hypothesis
that stipulates that customer satisfaction positively influences
the WOM recommendations (H6) was also supported. The
direct impact of brand attachment on WOM suggested by
hypothesis 7 was also supported. In fact, satisfied customers
may desert if they believe they can get better service quality
from another provider (Egan, 2000). In the telecom context,
the LPQ must reconsider the customers expectations.

Loyalty program can help the managers firstly, to have huge
amounts of data on customers which prevent the purchase
behavior [74] and secondly, to effectively reward customers.

The customer satisfaction affects positively the customer
loyalty. This finding confirms that satisfaction constitute an
antecedent to loyalty [43], [13], [57]. Managers must improve
the service quality and the rewards value ensuring then the
satisfaction and the customers retain. The results concerning
the direct effect of customer satisfaction on attachment was
significant. In fact, customer should be firstly satisfied with the
operator services, and then emotionally attached. The study of
[58] argued that customer satisfaction may congtitute a factor
explaining the attachment to the brand. The results found in
[59] revea that satisfaction contributes to explain the
attachment with a srongly high value. The customer
satisfaction affects positively the WOM  recommendations.
This indicates that satisfaction (summarizing customer
consumption experiences over time) enhances the degree of
WOM intentions when experiences are positive [61]. The same
result has been shown between the loyalty and WOM. In fact,
satisfaction and loyalty customer are necessary to have
positive WOM recommendations. According to [43], WOM
intention was generated through satisfaction rather than
loyalty. This differential effect can be explained according to
theses authors. Satisfaction “represents a summative
experience-based evaluation....and can form the content
WOM message”’, but the loyalty reflects future intention.

TABLE llI
RESULTS OF RELIABILITY AND CONVERGENT VALIDITY
Variable Convergent Validity AVE
(Rhd de Joreskog)

LPQ 0.786 0.764
Satisfaction 0.895 0.756
Loyalty 0.847 0.688
Attachment 0.885 0.755
WOM 0.795 0.687

TABLE IV

DISCRIMINANT VALIDITY
LPQ SATISF LOY ATTACH WOM
LPQ 1
SATISF 0,30 1
LOY 0,03 0,27 1
ATTACH 0,01 0,20 0,49 1

WOM 0,46 0,12 0,35 0,40 1
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Perc7 Perc5 Perc3 | Sati3 | | Satid |

769 0,92

Satisfaction

Loy2
Loy3
Loy4
Attl Att2 Att3 | Adh1 | | Adh2 |
(*Significant at the p-value of 0.05 or less)
Fig. 1 Model test results
VI. DISCUSSIONAND CONCLUSION This finding can be explained by the important role

In this research, we tried to show the indirectaetpof the satisfaction in this relationship. In other wordatisfaction is a
loyalty program quality perception on the word obuth Necessary condition to_ reagh customer onal_ty. Adiog to
through variables such as: customer satisfactiarstomer [13], the customer satisfaction has a mediating imtween
loyalty and attachment. Findings revealed the dliyec the LPQ and loyalty. In th|§ §tudy, \(ve found tbkatisfaction
significant effect of LPQ on customer satisfactiomhich ~Nasn't the character of mediating variable.
confirms the propositions and findings of some jwes The last finding revealed that attachment affectOMV
authors [43], [31]. Moreover, [13] argued that $esvquality _recommendanons, also observgd by .[(_34], [8]. Marstomer
is an antecedent of customer satisfaction. In amtext, we IS loyal by attachment, more is positive the WOM. fact,
consider the LPQ as an important part of the oleyaérator WOM recommendation is the cont_lnuatlo_n of _onahnyested
service quality. Then, the operator must firstlyis§ied the [8]- The dependency and friendship feeling will developed
customer and after think to retain him by offeragspecific Petween the customer and the firm, which will asprove
loyalty program. The finding concerning the dirgdtifluence the WOM recommendation.
between LPQ and loyalty are unexpected. In facg th VII. LIMITATIONS AND FUTURE RESEARCH
;?:gtgni:.'sagfzvifﬁe:zesste d\_/:Snalb?I’es ;‘2{’1 s been shositive We have tried through this research to show theaghpf

'gnit ! udies [13], [52]. loyalty program on the WOM recommendations throsgine
relationship marketing variables. The results gaxanations
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but they aso shown the possibility of integrating other
concepts which can improve the quality of contributions.
These are particularly related to trust, consumer retention,
personal interaction quality...Our present research has carried
out in the telecommunication context, which limits the
generalization of the results to other area. In fact, the Tunisia
telecommunication sector is not yet at the stage of maturity.
Only three operators constitute this sector: Tunisie Telecom,
Tunisiana and Orange. These operators still have a potential to
know how to better retain and applying effective relationship
marketing using an appropriate technological tools such as
CRM (Customer Relationship Management). Customers are
certainly satisfied with the operators services and offers but
they have not yet intended to become loya in the future.
Operators must then highlight ways to get the maximum
information about the consumer and communicate the
relational strategy to appropriate personnel. They must have a
data base sufficiently in crucial information to decision-
making (optimization of the offers). The IT aswell asthe MIS
can provide information to the relationship success.

They must also listen to customers and better communicate
with them to develop programs based on their expectations.
Marketing "one to one" requires the adhesion of the
individuals and the establishment of a dialogue between the
company and its client. According to [54], the firm must adopt
arelationship in order to know the specific needs, identify and
retain the most profitable.

As future research and when sector comes to maturity
(especialy in relationship marketing efforts), we can
incorporate other variables that will help to better explain the
consumer behavior intentions such as operator credibility
(expertise and trust worthiness). Finally, as the market
competition becomes intense, the CRM system seems to be,
through an integrated approach, one of the main implements to
attract more customers, improve their satisfaction and
eventually retain some of them. Companies that imply
efficiently CRM will likely guarantee customer loyalty and
retention.

APPENDIX
MEASUREMENT ITEMS ARE SHOWN BELOW

Construct

Items

LPQ - Employees of the operator have alot of knowledge and competences on the loyalty program;
- Sellers have much range of products and services based on client needs;
- Sdlersare polite and have an easy contact with clients;
- Sellersrespect their promises of rewards;
- They listen to customers and understand their needs and expectations ;
- Their programs are transparent and credible ;
- Theservice quality is great opportunity for customers;
- Theservices provided are free of doubt ;
- The physical equipments and employees of the compagny are reliable.

Satisfaction -

| am satisfied with this operator;

- With this operator, I'm not complaining;
- Thereisastrong interaction between us;
- Products and services of this operator give me much joy and pleasure.

Brand Attachment -

| have great affection for this operator ;

- | am somehow related to this operator ;

- Thisoperator gives me pleasure ;

- I finf aconfort to use the products or services of this operator ;
- | amvery attracted by this operator.

Word-of-Mouth -

Say positive things about this operator to other people;

- Recommend this operator to someone who seeks your advice;
- Encourage friends and relatives to do business with this operator.

Loyalty -

| prefer the products and services of this operator ;

-l would like to try new products and services compagny ;
- Themarketing activities doesn’t affects me ;
- | am commited to continue my business relationship with this operator.
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