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Research questions: RQ 1: Why do consumers decline to participate in companies’ loyalty 

programs? 

 RQ 2: What differences may arise between Swedish and Hungarian 

consumers regarding loyalty program avoidance?   

 

Purpose: The purpose of this study is to identify factors preventing consumers 

from taking part in companies’ loyalty programs, but also to provide a 

comparison of loyalty program avoidance issues in two different 

national contexts in order to find possible differences and discuss what 

may have caused them.  

 

Background: Loyalty programs have become an important element of the modern 

company and its existence can be noticed in every kind of businesses. 

The aim with loyalty programs is to win customers loyalty in order to 

keep them away from the competitors. However, there are some issues 

existing in creating and maintaining long-term relationships, for 

instance when consumers choose to decline participation in loyalty 

programs.     

 

Methodology: A qualitative research method with an inductive approach has been 

used, by using the interview method CIT to collect the empirical data. 

82 open-ended interviews were made with respondents from Sweden 

and Hungary in order to identify possible differences in loyalty 

program avoidance between the two countries. Based on the answers, 

a model with factors that indicates loyalty program avoidance was 

created, which represent the foundation of the literature review.        

 

Conclusion: The result of the study has shown that both similarities and 

dissimilarities between the nationalities exist, where the major 

difference is preference of convenience and personal issues. The study 

indicates that the Swedish consumers tend to reject loyalty program 

offers for the convenience reasons, in terms of store distance and bad 

service, while the Hungarian consumers are more concerned about 

their personal integrity, such as trust and privacy. However, 

similarities that could be clearly observed were issues with 

commitment, gaining benefits and struggling with time pressure.  
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Nyckelord: Loyalty, loyalty programs, loyalty avoidance, relationship marketing, 

relationship hindrance, loyalty cards/membership cards. 

 

Problemformulering: RQ 1: Varför avböjer konsumenter deltagande i företags lojalitets-

program? 

 RQ 2: Vilka skillnader kan uppkomma mellan svenska och ungerska 

konsumenter gällande lojalitetsprogram undvikande?  

 

Syfte: Studiens syfte är att identifiera faktorer som hindrar konsumenter att 

ta del av företags lojalitetsprogram samt även tillhandahålla en 

jämförelse av lojalitetsprograms undvikande i två olika nationella 

kontext för att kunna hitta skillnader och diskutera vad som kan ha 

orsakat dessa.   

 

Bakgrund: Lojalitetsprogram har blivit en viktig del i det moderna företaget vars 

tillvaro kan märkas i varje bransch. Syftet med lojalitetsprogram är att 

vinna kunders lojalitet och hålla dem borta från konkurrenter. 

Hursomhelst, det kan uppstå problem vid skapandet samt vårdandet an 

långsiktiga relationer, exempelvis när kunder väljer att neka 

deltagande i lojalitetsprogram.  

 

Metod: En kvalitativ forskningsmetod med en induktiv ansats har använts, 

med hjälp av intervju metoden CIT att samla in empiriska data. 82 

öppna intervjuer gjordes med respondenter från Sverige och Ungern i 

syfte att identifiera eventuella skillnader i lojalitetsprogram 

undvikande mellan de två länderna. Baserat på svaren utvecklades en 

modell med faktorer som tyder på lojalitetsprogram undvikande som 

utgör grunden för den teoretiska referensramen.  

 

Slutsats: Studien har påvisat att det förekommer både likheter och skillnader 

mellan nationaliteterna där den mest väsentliga skillnaden går ut på 

bekvämlighet och personliga skäl. Undersökningen visar att de 

svenska konsumenterna har en tendens att avvisa lojalitetsprogram för 

bekvämlighetsskäl, på grund av distans till butiken och dålig service, 

medan de ungerska konsumenterna är mer oroade över sina personliga 

orsaker, såsom förtroende och personlig integritet. Dock, finns det 

likheter som tydligt kan beaktas som exempelvis engagemang, 

tidspress samt att få fördelar.   
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The introduction chapter is initiated by a background that begins with a quasi example of a 

fictive figure, an example of a decision consumers often face in order to give the reader a 

better insight into the topic of this study and an understanding of the problem area. 

Furthermore, a research area is presented, which is later discussed in the problem discussion 

part. Finally, the research question, the purpose of the study and delimitations are presented, 

with the structure of the thesis placed in the end of the section. This chapter sets the scene for 

the rest of the arguments in this thesis.  

 

 
 
 
“Imagine that while on your way to work today, you use a loyalty card to receive a 10 percent 

discount on your purchases of a cup of coffee and a newspaper.” 

                                                                                                 (Graeff & Harmon, 2002, p. 302) 

 
While you enjoy the benefits of your loyalty card, thousand others, one of them Marc, does not. 

Why? The answer is simply because, Marc lost his interests and trust in such things after a 

tempting offer from a kiosk on the way to his work one morning. He sees an advertisement for a 

free coffee when buying a daily newspaper. After running the red light, just to take part of the 

offer while already being late to work, he takes the newspaper and starts with the payment in 

order to get his coffee, which he needed so badly at that moment. All this happens while he is 

still in a hurry to get to work, as quickly as possible. Unfortunately, it turned out that the coffee 

was not as free as it seemed in the first place. This would only be the case if he had subscribed 

on the daily paper for six months. After a huge disappointment for Marc, declining a loyalty 

program offer became a reality. His first thought was; “Who do they think they are fooling?” at 

the same time as he quickly turned back and continued his way to work, with the desire to never 

revisit the place again. 

Relationship marketing tools, for instance e-advertizing, membership/club cards and loyalty 

programs, are getting more and more attention (Noble & Phillips, 2004). Loyalty programs 

exist all over the world and have become a new paradigm of trade marketing (Capizzi & 

Ferguson, 2005). In every market, every branch (Capizzi & Ferguson, 2005), for instance 

airline companies, hotels and car rental firms (Lacey & Sneath, 2006), marketers have 

implemented the strategies of identification and reward in order to classify, maintain and 

increase the yield from the most profitable and valuable customers (Capizzi & Ferguson, 

2005). The aim is to bond the customer in a relationship and, thereby, offer different 

advantages in order to win the customer’s loyalty (Noble & Phillips, 2004), for instance, 

Marc’s. Moreover, Noble and Phillips (2004) state that customers may experience those 

benefits in terms of discounts, special offers, personally adapted products and different kind 

of promotions. Therefore, companies’ involvement in loyalty programs, and their constant 

improvement, becomes a central issue in a modern company, where huge sums of time and 

money are being spent on relationship marketing in order to catch the consumers’ attention 

and win their loyalty to the company.  

 

Introduction 

BACKGROUND 
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Loyalty programs are a constituent part of relationship marketing. According to Kotler, 

Armstrong, Saunders and Wong (2002) the purpose of relationship marketing is to establish 

sustainable and satisfying long-term relationships between customers and suppliers, 

distributors and companies. The aim is to attract, maintain and enhance customer relationships 

(Berry, 1983), and, therefore, the companies focus needs to be on marketing actions, such as 

loyalty programs. Eiriz and Wilson (2006) argue that marketing actions might, intentionally 

or by coincidence, influence these relationships in one or other way. As Pollard (1996) in 

Murphy, Laczniak and Wood (2007) points out, the relationship with the customer needs to be 

built on confidence, by taking into consideration customers’ needs and demands, by listening 

to them and repairing some possible faults, otherwise the atmosphere for the long-term 

relationship will be hard to achieve. This can be noticed in Marc’s case. Zolkiewski (2004) 

states that the existence of loyalty in the relationship requires two, reciprocally devoted 

associates and continues that only the mutual commitment between parties confirms the 

possibility for a marketing relationship. Factors such as trust, fair play and participation, 

strengthen the connection, which often leads to a long-term commitment among parties 

(Morgan & Hunt, 1994; Murphy et al., 2007). 

 

Additionally, a long-term relationship is effective and beneficial for all parties, since one 

learns to handle it and make use of it in a more intensive and effective way (Gummesson, 

2006; Abed & Haghighi, 2009). For instance, Murphy et al., (2007) are of the opinion that 

relationships are beneficial in terms of strong economic, practical and social ties between 

parties, which would definitely contribute to smaller operational costs as well as saving time 

and money, as Berry (1993) suggests. In this context, Grönroos (2004) adds to these 

propositions and mentions the customers’ feelings of safety, control and confidence in a long 

lasting relationship. Morgan and Hunt (1994) concur with the above presented arguments and 

put the commitment and trust in first place when success in customer relationship is likely to 

be achieved, thus avoiding attitudes such as authority, influence and capability to give orders 

to others. In their view, commitment and trust contribute to productivity and success which 

results in a mutual, supportive and cooperative attitude among parties. Commitment is seen as 

an effort to remain in a relationship, which includes partners’ involvement in a decision 

making process in order to maintain a relationship. Consequently, trust is presented as “…a 

willingness to rely on an exchange partner in whom one has confidence.” (Moorman, Zaltman 

& Deshpande, 1992, p. 315). Furthermore, it has been suggested that partner selection may be 

a dangerous but, at the same time, important factor in view of the fact that profitable partners 

will be those with whom to launch and expand the most valuable relations (Morgan & Hunt, 

1994). 

 

In contrast to the above mentioned statements, there are some critical views against long-term 

relationships. Grayson and Ambler (1999) explain why such relationships are not always 

preferable. According to them, long-term relationships lead to a subjectivity and loss of the 

dynamics in the relationship, which may reduce the positive effects of commitment and trust.  

In other words, it is easy to get bored in a long and static relationship where nothing happens 

after a while, which often results in the loss of the partners’ commitment and, later on, trust.   
 
Before continuing with the problem discussion, a small summary of the background will be 

presented next. Loyalty programs, as a part of the relationship marketing, have become a 

central element of the modern company. Its existence is likely noticeable in every kind of 

businesses. The aim is to win customers’ loyalty and keep them away from the competitors. 

Thus, to form a relationship with the customer, mutual commitment and involvement is a 
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necessity. However, since everything cannot go that smoothly, there are some issues 

concerning why it might be complicated to create and maintain long-term relationships. 

Indeed, as the opening paragraph of this segment refers to, these do not always seem that 

tempting, and are easily avoided by the consumers, especially those with similar attitudes as 

Marc’s. 

 

 

 

   

 
 

Long-term relationships between company and customer have been an investigation subject 

for many researchers, in recent years. These relationships have beneficial value for both 

parties; company and costumer (Gummesson, 2006; Abed & Haghighi, 2009). Therefore, 

Zolkiewski (2004) points out the importance of not ignoring the fact that relationships are a 

crucial ingredient of many marketing areas. Since different kinds of interfaces occur, it is 

important to take into consideration, and appreciate, the role of the consumer. One of the most 

usual motives as to why customers get involved in a relationship with the supplier is the 

advantages received through relationship marketing loyalty programs (Noble & Phillips, 

2004). Inactive consumers barely get involved in a marketing relationship (Zolkiewski, 2004). 

Therefore, it is remarkable to observe that research is needed to explain the phenomenon of 

the relationship hindrance in order to take a closer look at why consumers such as Marc 

would not get involved in marketing relationships. So far, according to Noble and Phillips 

(2004), there has been little interest in researching the phenomenon of customers’ 

unwillingness to form a relationship with companies. It is important to study this area further, 

because there are some risks and problems, which companies face when the customers are not 

interested in loyalty programs or simply, withdraw from these. For instance, as Reicheld and 

Sasser, (1990) argue, they take the profit-making potential with them. Even if such an 

investigation already exists, it is carried out in one article, in Noble and Phillips’s (2004) 

study, focusing on one particular company with its satisfied customers that do not want to 

commit themselves into a relationship. However, given the need to continue the study of this 

phenomenon, the key dimension of this issue, i.e. loyalty aspect as well as effects and its 

relevance for this problem, will further be discussed.   

Customers’ loyalty and maintenance are considered as more and more important facets of the 

companies’ survival and as a cornerstone in increasing sustainable competitive advantages 

(Worthington, 1998). The idea is to generate more business from already accessible 

customers, since it is economical and more effective than searching for new ones or taking 

them from the competitors (Wright & Sparks, 1999). An increased competition in this period 

of economic downturn has been noticeable; where the majority of companies put their efforts 

into improvement of their loyalty programs in order to discourage consumers from falling into 

the competitors’ hands (Ho, Huang, Huang, Lee, Rosten & Tang, 2009). Loyalty programs 

are described as association based marketing actions with the purpose of constructing and 

improving the marketing interaction between certain customers and certain companies and 

brands (Lacey & Sneath, 2006). Viewed from a business perspective, loyalty is described by 

Mcllroy and Barnett (2000, p. 348) as follows: 

 

PROBLEM DISCUSSION 
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“ … a customer's commitment to do business with a particular organisation, purchasing their 

goods and services repeatedly, and recommending the services and products to friends and 

associates.” 

 

Customer loyalty programs are most often initiated by firms with large palettes of 

service/product distinctiveness and uniqueness on the market (Mellens, Dekimpe & 

Steenkamp, 1996; Miranda & Kónya, 2008). However, Ho et al., (2009) state that, regardless 

of a large spectrum of literature that contributed to this area, there is yet a lack of knowledge 

about negative consequences of loyalty programs. Taking into account occurring failures in 

loyalty programs in order to keep the consumer loyal, it is important for companies to keep in 

mind a few elements when constructing loyalty programs, for instance, whether such 

programs would contribute to mutual win-win position, or perhaps, what the reward 

composition would look like. The mentioned elements are important since these would decide 

the direction which loyalty programs would take, but also they might contribute to the 

avoidance of consumer dissatisfaction. Stauss, Schmidt and Schoeler (2005) identify that 

customers, taking part of the loyalty programs, often confront some issues with emotional 

frustration, for instance, feelings of annoyance. Miranda and Konya (2008) confirm that there 

is no doubt that, nowadays, consumers are time-poor and constantly coping with stressful 

situations and problems in their ordinary, everyday lives. A typical example is Marc, who was 

in hurry to get to his job on time. However, an ordinary consumer mostly looks at loyalty 

program benefits as a reward for buying a certain product from a certain company, since it is 

not unusual that, after purchasing for a given sum, the customer receives some bonus points 

and discount coupons. Cedrola and Memmo (2010) stress that, the more practical the reward, 

the more interesting a loyalty program seems to the consumers. It would basically mean 

unique, innovative and hard to imitate rewards offered to customers. According to Uncles, 

Dowling and Hammond (2003), customers’ perceptions of loyalty programs vary as they get 

more satisfied, since their loyalty attitudes increase. It is also necessary to have a great 

attitudinal commitment to a company and its products/services for a loyalty program to be 

able to survive.  

 

However, Noordhoff, Pauwels and Odekerken-Schröder (2004) put the effectiveness of the 

card-loyalty programs in doubt. They argue that the relation between these programs, and 

their influence on the customers’ loyalty towards one company as well as customer 

maintenance, has so far remained unclear. 

“It is a moot point whether supermarket shoppers could actively be motivated to increase 

their purchase outlays from these stores on the lure of (earning) loyalty points that they could 

convert with “bonus partners” to acquire specialty goods and services.“ 

                                                                                                 (Miranda & Kónya, 2008, p. 45) 

 

Moreover, it should also be noted that badly created and implemented loyalty programs may 

turn into failures with negative consequences, such as pitfalls, which would end up in a 

declining number of loyal customers (Ho et al., 2009). Since the loyalty program’s idea is to 

provide consumers with benefits and rewards, every failure to live up to the consumers’ 

expectations could lead to uncertainty and disappointment (Stauss et al., 2005). For instance, 

relationship avoidance can occur as a result of mistakes in terms of bad service or poor quality 

of goods, disappointing treatment by staff as well as unsatisfactory support service and 

compensation (Hunt & Hunt, 1990). Bunker and Ball (2008) mention some similar causes by 

adding that these circumstances might lead to decreased confidence and loyalty. Duffy (2003) 
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also points out a mistake with a bad service and recognizes a strong link among loyalty and 

service. Moye and Giddings (2002) identify some important determinant factors in 

consumers’ shopping orientation, such as reputation, simplicity and accessibility of finding 

things, clear description of the product with labels and tags, competitive and helpful staff, 

reasonable prices as well as good located and accessible parking. Subsequently, Mehrabian 

and Russell (1974) in Moye and Giddings (2002) present the approach-avoidance behavior of 

the consumers. Approach behaviors characterize a consumers’ enthusiasm for physically 

remaining in one place to investigate its surroundings by coming close to, and conversing 

with others in the environment. Conversely, avoidance behavior expresses a longing to get 

away and not revisit the place again, as shown in the example with Marc. In this case, the 

consumer will try to stay away from the environment and refuse to communicate or cooperate 

with those who are part of the environment. Consequently, in this study, the researchers are 

interested in taking a closer look at the phenomenon of relationship avoidance and to identify 

some factors, which explain why customers would not want to be engaged in a customer- 

supplier relationship and, thereby, participate in companies’ loyalty programs. It is of 

significance to identify these factors, since there appears to be a gap in this area and filling it 

would be particularly beneficial for companies. By identifying factors for avoidance of 

loyalty programs, companies can get a better understanding of the problem and try to 

overcome some crucial obstacles in order to increase customers’ loyalty. Perhaps, they can 

think more about consumers such as Marc, and get them more convinced by creating more 

promising and trustworthy offers. In that way, companies would succeed to get a greater 

number of loyal customers and perhaps increase their profits. In general, it is well known that 

keeping a customer costs less money than finding a new one. For this reason, and for the 

reason of the competition, companies need to take this issue into consideration.   
 

Moreover, this thesis also identifies the antecedents of customers’ loyalty, concerning the 

possible effects of loyalty program cards in a cross-national context. Loyalty programs may 

invoke different reactions among customers, depending on their national backgrounds 

(Maheswaran & Shavitt, 2000). The researchers of this study are also interested in finding out 

if there are any differences in relationship avoidance between consumers in two different 

countries since, as Hofstede (1984) states, loyalty might be nation- oriented and influenced, 

where social role of the loyalty, together with the consequences of disloyal actions, indeed 

play an important role in one’s background. In order to satisfy the authors’ interests, two 

different countries have been chosen to accomplish this aim. One of them is Sweden, a 

Scandinavian country with a democratic history and nowadays, a member of the EU. The 

second one is Hungary, a central European country from the former eastern bloc, nowadays a 

young EU member, which in the last two decades has dealt with large transformation in order 

to become equal with the European rate of development and attract foreign investors. Why it 

is important to get an understanding about differences in loyalty program avoidance between 

these two countries? The answer is simple. Among the previously mentioned foreign 

investments in Hungary, there are plenty of Swedish companies established on the Hungarian 

market and cooperation between these countries have increased in recent years, as also have 

been stated in Sveriges ambassad Budapest - Svédületes! Svensk-ungerska möten (2010). The 

companies may use this kind of information in order to gain a better understanding of the 

consumers’ attitudes, and customize loyalty programs after their standards, which might differ 

from the Swedish standards. Also, the different ways of governing these two countries might 

affect the consumers’ behavior and preferences.    
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Based on the previous discussion and presentation of the topic area, two research questions, 

relevant for this thesis, has been formulated as follows: 

 

RQ 1: Why do consumers decline to participate in companies’ loyalty programs?   

The above presented research question may lead to a better understanding of what the major 

reasons for customers’ avoidance of loyalty programs are. Based on this, it is also important 

to use this opportunity for categorizing these reasons and, thereby, establishing some factors, 

which occur when customers decide to decline participation in similar programs. 

Additionally, the aim with research question one, is also to give a contribution to the literature 

gap and create a literature base, by categorizing the empirical findings into one steady model 

that would cover the major issues in this research area.  

 

Since loyalty might be influenced by different national backgrounds and different reactions 

against loyalty programs may occur, it seemed relevant to investigate if there are any 

differences in loyalty program avoidance between consumers from two different countries. If 

there are observable differences, the explanation of why these differences occurred is aimed 

to be presented as well, in a following question: 

RQ 2: What differences may arise between Swedish and Hungarian consumers 

regarding loyalty program avoidance?   

 

 

 
 
 

The purpose of this study is to identify factors preventing consumers from taking part in 

companies’ loyalty programs, but also to provide a comparison of loyalty program avoidance 

issues in two different national contexts in order to find possible differences and discuss what 

may have caused them.  

 

 

Since there is a lack of research about why consumers choose to not participate in companies’ 

loyalty programs, the main contribution of this study is to fill in the gap of literature 

considered the mentioned research area. Different factors will be identified, based on the 

answers from the interviews, whereby a model will be developed by the authors themselves. 

The developed model, and the literature review, is intended to contribute to filling in the 

missing gap, regarding loyalty program avoidance and help companies to gain a greater 

knowledge within this field.    

 

 

 

 

 

 

RESEARCH QUESTIONS 

 

PURPOSE 
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The authors have made a few delimitations in order to increase the relevance of the study. 

Firstly, this study is only made from a customer perspective, which means, no company 

perspectives have been taken into consideration, in order to get into the customers’ shoes and 

view the problem from their perspective. Secondly, the study focuses on only two different 

countries, which mean that respondents included in this study, are Swedes and Hungarians 

only. Since many ways of cooperation between these two countries exist, for instance in 

trading, it is important to get an understanding about consumers’ perceptions in these 

countries. Thirdly, only the relationship between the seller and the buyer has been taken into 

consideration, since this study is interested in customer’s perspective, as also mentioned 

above.   

 

 

 

 

In order to provide a clearer picture for the reader, it is important to present the thesis 

structure already in this early phase. Since an inductive approach has been implemented in 

this study, the structure differs from the traditional way of presenting a thesis. To reflect the 

inductive approach, this study has been arranged in an order, following the process by which 

this research has been accomplished. The structure is presented as follows: 

 

 

 

Fig. 1: The presentation of the thesis structure.  

Source: the authors. 

This thesis structure is used in order to clarify for the reader how the different parts of the 

study have been completed and that the study is based on the empirical findings, which is 

typical for the inductive approach. Concerning the fact that the literature review is based on 

the empirical findings, it would seem unclear to put the literature review before the findings, 

since there is no standpoint to relate to. Due to that, it seemed natural to present the empirical 

result before the literature review, which also has been noticed in other studies, such as in 

Kihlén and Ströberg (2008).  

 

 

 

 

 

DELIMITATIONS 
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Methodology 
  

 

In this part, the choices of methods are presented. A qualitative method with an inductive 

approach has been employed, using the interview method Critical Incident Technique to 

collect the data. Hence, the research criteria are presented. 

 

    STARTING POINT 
 

Interest of the research 
Loyalty program is a marketing tool that companies use in order to keep their customer loyal. 

The benefits of these programs have been researched a lot, but research about the avoidance is 

vague. As mentioned in the introduction chapter, loyalty program avoidance is a problem 

companies face and it is important to understand why consumers decline loyalty program in 

order to gain an insight of how to overcome these obstacles in purpose to increase customer 

loyalty.   

 

Research method 
When doing scientific research, it is well known that there are two methodologies, which can 

be applied: a qualitative method or a quantitative method. The methodological direction taken 

in a study can often be decided when looking at the formulation of research questions. (Patel 

& Davidson, 2003) 

  

In this study, the following research questions have been formulated: 

RQ 1: Why do consumers decline to participate in companies’ loyalty programs?  

RQ 2: What differences may arise between Swedish and Hungarian consumers regarding 

loyalty program avoidance?   

 

Based on the formulation of the research questions, it can be noticed that a qualitative method 

has been employed. In this study, the authors intend to gain a deeper understanding of 

customers’ behaviour in one specific situation, which in this case is why customers decline to 

participate in companies’ loyalty programs. The authors are also interested in finding out if 

customers’ loyalty avoidance differs between two different countries, which, in this case are, 

Sweden and Hungary. The questions inform the reader that the authors aim to gain a deeper 

understanding of a phenomenon and due to this, the qualitative method was considered as the 

most appropriate, since this method is useful when the researchers aim to gain a deeper 

understanding of human behavior and the reasons behind these different behaviors (Bryman 

& Bell, 2007; Jacobsen, 2002). The authors’ choice of method was also based on previous 

research about this topic. Since there is a lack of prior knowledge within this area, and the 

authors aim to create and develop new theories, as well as to gain greater knowledge about 

this phenomenon, Bryman and Bell (2007) would suggest a qualitative method to be the most 

appropriate method to use. However, there are certain disadvantages of using a qualitative 
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method that should be noticed. Since a qualitative method focuses only on specially selected 

study items, the authors of this thesis are aware of the dangers of generalizing the findings of 

the research (Bryman & Bell, 2007).   

 

Research approach 
In scientific research, there are different approaches of how to collect the data in order to 

describe the reality: inductive or deductive approach (Jacobsen, 2002; Patel & Davidsson, 

2003). When researchers use the inductive approach, they begin to collect the empirical data 

from the reality, and based on the results, they formulate useful theories and models (Patel & 

Davidsson, 2003. This is the same way as it has been done in this study. The authors started 

collecting the empirical data and conducted several interviews with respondents from Sweden 

and Hungary, where explanations and experiences of the topic were shared. Based on the 

respondents’ answers, relevant factors could be identified and a proper model was developed  

(see fig. 12). Thus, these factors represent the foundation of the theoretical framework. 

Afterwards, theories about these factors have been collected. Since the purpose of this study 

was to discover and create suggestions among an unexplored phenomenon, and not to 

describe it, it was more appropriate to do the research inductively (Patel & Davidsson, 2003).  

Also, the lack of prior knowledge within this area made it difficult for the authors to begin 

with the collection of relevant theories. However, the choice of inductive approach entails a 

certain risk the authors are aware of. Since it is based on empirical results in one specific 

situation, the generalization of the theories might be insecure. (Patel & Davidsson, 2003)  

  

    DATA COLLECTION 
 

CIT – Critical Incident Technique 
The critical incident technique (CIT) is an interview method, which can be used in qualitative 

research. To understand this method, a description of it is essential.  

In 1950, John Flanagan made a study focusing on the distinction between effective and 

ineffective ways of working. In the beginning, the study was based on observations of 

different events, so-called “critical incidents”, but was later on developed to involve reports to 

describe the events based on interviews with the participants. This was the basis of the 

method, the critical incident technique (CIT). (Flanagan, 1954) 

 

Before moving on, a clarification of the expression “critical incident” is important in order to 

understand the concept. Flanagan (1954) clarifies it as follows: 

 

“By an incident is meant any observable human activity that is sufficiently complete in itself 

to permit inferences and predictions to be made about the person performing the act. To be 

critical, an incident must occur in a situation where the purpose or intent of the act seems 

fairly clear to the observer and where its consequences are sufficiently definite to leave little 

doubt concerning its effects.” 

(Flanagan, 1954, p. 327) 
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In other words, the critical incident method is a qualitative interview method where the 

researchers gather important facts of important occurrences, such as incidents or issues (Chell 

1998 in Gremler, 2004), but also of what happened and what was experienced during these 

events (Flanagan, 1954). Since the interest in this study is to find out why consumers have 

decided to refuse participation in a company’s loyalty program, using the critical incident 

method was considered as useful in order to investigate the phenomenon. An incident can 

only be classified as critical if the failure or success has been of decisive meaning (Flanagan, 

1954) as it is in this case. The customers have decided to reject a proposition, made by a 

company and, thereby, a failure has occurred from the company’s side and all the incidents 

are connected to this.  

 

The idea of the critical incident method is to highlight the respondents’ actions in terms of 

perceptions and behaviors in specific situations, where the respondents own experiences in 

their own words are essential (Flanagan, 1954; Gremler, 2004). This contributed to the choice 

of using this method as well, since all respondents are unique and perceive situations 

differently and, therefore, their points of views are indispensable in order to fulfill the purpose 

of this study. Also, the authors chose to include respondents from different nationalities and, 

when researchers aim to highlight customers’ perceptions of different countries, Stauss and 

Mang (1999) consider the critical incident technique as convenient.   
 

The critical incident method procedure includes five different stages; general aims, plans and 

specifications, collecting the data, analyzing the data and finally interpreting and reporting. 

 

 

 General aims 
When using the critical incident method, a well defined purpose is essential and it is 

suggested to consist of a short phrase, in order to perceive the greatest possible effects, but 

also to reduce possible misunderstandings (Flanagan, 1954). 

 

In this study; the following purpose has been defined:   

  

The purpose of this study is to identify factors preventing consumers from taking part in 

companies’ loyalty programs, but also to provide a comparison of loyalty program avoidance 

issues in two different national contexts, in order to highlight differences and discuss what 

may have caused them. 

 

Subsequently, an article by Gremler and Gwinner (2008), involving the critical incident 

method, attracted a lot of attention and a process of gathering more information began in 

order to gain further knowledge about this method, since how the collection of empirical 

findings would be accomplished, still was undetermined. As a result, it was decided to use the 

critical incident method, since, as mentioned above, the idea of the method is to highlight 

different individuals’ behaviour and perceptions of a situation. Therefore, this method was 

considered as appropriate in order to gain some proper results.  
 

 

 Plans and specifications 
When a defined purpose was accomplished, the next step was to define a relevant situation, 

related to the purpose (Gremler, 2004). In the beginning, the situation itself was clear, since 

the purpose represent the situation when a consumer decided to reject participation in a 
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company’s loyalty program. However, the major problem that occurred was the choice of 

application; namely whether the study should focus on one specific loyalty program or loyalty 

programs in general. In this stage, a discussion about appropriate interviewees that should be 

included took place (Gremler, 2004) and a decision to include respondents from two different 

countries, Sweden and Hungary, were taken. As mentioned in the introduction chapter, in the 

problem discussion part, the choice of including Sweden and Hungary is based on the 

different history of governing the countries, which may affect the consumers’ behavior and 

perceptions of these programs. The choice is also based on that Hungary might be a potential 

market in terms of increased cooperation for Sweden and, thereby, a better understanding of 

this issue is needed. However, this choice had an impact on the options mentioned above, 

regarding whether the study should include one specific loyalty program or loyalty programs 

in general. Finding two equal companies, with equal loyalty programs, which had to be based 

on the same conditions in Sweden and Hungary, was difficult to find, and, therefore, the 

choice of employing loyalty programs in general was made.  

 

 

 Collecting the data 
Following the critical incident method of data collection, the respondents were instructed to 

tell a story about an experience they have had in connection to the research area, which is 

generally the most common way to collect critical incidents (Gremler, 2004). To be able to 

collect this information, several interviews were made as Flanagan (1954) suggest as a proper 

procedure. A more detailed description of the sample chosen in the study is presented in the 

“sample” part, which is placed directly after the final stage of the critical incident method 

procedure.  

 

In this research, the interviews are based on an open-ended interview, which means that the 

interviewees should freely and open respond on the given question, which would also 

emphasize the thoughts of the respondents (Jacobsen, 2002). Consequently, there was neither 

the list of questions nor a real, classic interview guide that could be followed, only simply two 

questions were asked. As mentioned above, the respondents were supposed to share their 

experiences and, thereby, the choice of an open-ended interview was considered as natural, 

since, as Jacobsen (2002) claims, this approach is appropriate when the researchers aim to 

gain the individuals own point of view about the situation. The interviews began with a 

selecting question, with only a yes/no option of answering it, where the real sample could be 

captured; “Did you ever reject a participation in any kind of loyalty programs?”. The second 

question was more of a descriptive nature. Under the condition that the answer on the first 

question was yes, the respondents were asked to develop their answers and explain the 

situation they experienced, as well as their way of thinking, at that point. In other words, they 

were asked to give their reasons for rejecting the membership offer from that company. 

However, Jacobsen (2002) points out that the use of an open-ended interview may increase 

the respondents’ risk of floating from the subject and that the answers might get too complex, 

which could complicate the analyzing process. In order to manage the collection of this 

information, two different interview procedures have been employed: interviews by e-mail 

and personal interviews. The risk of floating from the subject was taken into consideration 

during the personal interviews, since the interviewer had the opportunity to speak up if it was 

noticeable that it happened. Unfortunately, this opportunity was not possible during the e-mail 

interviews with the Hungarian respondents.   
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The empirical data collected from Hungarian respondents was made by interviews via e-

mail. Considering the geographical distance between Scandinavia and central Europe, as well 

as the fact of non possibility for the authors to make a trip to Hungary, an e-mail solution 

turned out being the most appropriate way for the realization of this part of the research. Of 

course, in each e-mail, the purpose of the study was explained to the respondents so that they 

would see the value of their contribution to the study. 

 

However, there are both positive and negative aspects of online interviews, which have been 

taken into consideration. To start with, the positive part is: “Greater commitment and 

motivation are required for completing an online interview, but, because of this, replies are 

often more detailed and considered than face- to- face interviews.” (Bryman & Bell, 2007, 

p.674). During the research, some of the respondents, for instance 28-year-old Kornél, gave a 

more detailed description of his perception of the problem. In this case, the total amount of 

time the respondents were given before answering might have increased the quality of the 

answers (Denscombe, 2000). On the other hand, Bryman and Bell (2007, p 674) present a less 

advantageous aspect of this approach: “…exchange is conducted entirely in a textual context 

(particularly by e-mail).” One thing that could be considered as complicated with this 

approach is that follow-up questions become more difficult to make, since there is no direct 

interaction between the interviewer and the respondent. This would mean a whole new 

segment of the process, e.g. sending a new e-mail to all, or only some, of the respondents, and 

asking them to complete their answers with, one or a few, more answers.  

 

Consequently, when the data had been collected, a selection of the responses was made, since 

about 20% - 30 % of the Hungarian answers were negative, e.g. that they have never been in 

the situation where they rejected these kinds of offers, or that they never have received an 

offer like this. These answers were not, however, relevant for the purpose of this study. 

Although, a total amount of 110 e-mails were sent out, but 40% of the Hungarians, who 

received an e-mail and were asked to participate, never returned an answer to the researchers. 

This was expected and that was the main reason to send out 110 e-mails. To be precise, only 

42 respondents’ answers from Hungary were considered as appropriate for use in this study. 

 

In contrast to the procedure described above, the experiences of the Swedish respondents 

were collected through personal interviews, either by phone or face-to-face, as Bryman and 

Bell (2007) as well as Denscombe (2000) recommend. When the chosen respondents were 

contacted, the interviewer began the conversation explaining the research area and the 

purpose of the study, but also what the contribution of the study will be. During the 

interviews, the interviewer took notes of the respondents’ answers and, since the empirical 

results should include quotations, it was of great importance to catch the statements correctly 

(Bryman & Bell, 2007). Unfortunately, this was time consuming (Bryman & Bell, 2007), 

since the respondents, on some occasions, had to repeat what had just previously been said. 

Another negative aspect of this procedure was the amount of time the respondents were given 

before an answer had to be received. The authors are aware of the fact that this could have a 

major impact on the Swedish respondents’ answers, since there is a certain risk that the 

answers are not as well developed as they could have been, if more time for reflection had 

been given. All these interviews were made during a period of approximately 10 days. Since 

the interviews only consisted of two questions, each interview did not last more than a couple 

of minutes. The majority of the interviews lasted about three-five minutes, whereas, about 

five different interviews lasted for more than five minutes. Since all respondents shared 

different stories, the total amount of time varied between the interviews. 
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However, in contrast to the procedure of online interviews, in the personal interviews, the 

authors had the opportunity to ask follow-up questions in order to elucidate and clarify if 

possible misunderstandings had occurred, and also if the interviewee required more 

information from the respondent. However, during the process of collecting the empirical 

data, there were several respondents whose answers were useless for this study, e.g. “I don’t 

know” or “I can’t come up with anything”. These kinds of statements have not been included 

due to the lack of relevancy to this study. About 20 different answers could be considered as 

irrelevant for this study, due to the reasons mentioned above and, therefore, they are not a part 

of the study. This resulted in a total of 40 respondents from Sweden, whose answers were 

considered as relevant and are, therefore, included.  

  

      

 Analyzing the data 
When the collection of answers was completed, the next step was a transliteration. All the 

answers were put into a Word document and translated into English, since all the Hungarian 

answers were in Hungarian and all the notes from the Swedish answers were in Swedish. 

First, all answers were directly translated into English and, afterwards, these have been 

modified in correct grammatical English in order to be put into the sentences in the thesis.  

 

Furthermore, when all answers had been translated, an analyzing process started, since 

Flanagan (1954) argues that the purpose of the analysis is to summarize and describe the 

information as efficiently as possible.  

 

A careful examination of the different answers started in order to distinguish similarities and 

dissimilarities between the answers and, thereby, gain a clearer picture of the totality. During 

this examination, equivalent situations that have occurred in the respondents’ answers were 

clustered together in one group. For instance, all the answers that referred to loyalty program 

avoidance, due to a situation where the distance was an issue, were placed in one group, all 

the answers referring to situations where quality occurred to be an issue, were placed in one 

group and so on. When the examination was finished, eight different groups were formed, 

since the goal of the analysis is to provide an insight concerning factors affecting the 

phenomenon (Gremler, 2004). Additionally, these groups represent the factors of why 

customers reject participation in companies’ loyalty programs; commitment, trust, time, 

quality, finances, location, privacy and benefits.  

 

Even though eight major factors were identified, several distinctions between the given 

situations within each and every factor were noted. In order to clarify these distinctions, an 

examination of the different situations, within each group, was accomplished. As have been 

done when the main factors were developed, equal situations were placed together, which 

contributed to the creation of several sub-categories, below each factor. It is important to 

mention that even though the given situations appear to differ, they still refer to the main 

factor that was identified. For instance, several respondents mentioned a situation when they 

were dissatisfied with the product quality as a reason for rejecting the loyalty program. At the 

same time, several respondents mentioned that they were dissatisfied with the employees’ 

attitudes and behavior. A distinction between these situations is noted, but they still refer to 

the same major reason; the quality issue. This contributed to the creation of different 

subcategories. A total amount of 15 different subcategories was created, divided between the 

major factors. In order to clarify the above presented discussion, the table below shows which 

sub-categories that have been developed and which factor the given subcategories belong to.  
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FACTORS: COMMITMENT TRUST TIME 
 

QUALITY 

SUB-
CATEGORIES: 

 Obligation 

 Non-
recurrence 

 Product offer 

 Keeping up 
with the card 

 Marketing 
tricks 

  Employees 

 Products 

  

 

FACTORS: FINANCES LOCATION PRIVACY BENEFITS 

SUB-
CATEGORIES: 

 Participation 
costs 

 Private 
finances 

 Product price 

  Abuse of 
private 
information 

 Purchasing 
data 

 Disturbance 

 Customer 

 Company 

 
Table 1: The main factors and subcategories representing loyalty program avoidance. 

Source: the authors. 

 

 

 Interpreting and reporting 

According to Flanagan (1954) and Gremler (2004), the final step of the critical incident 

method, involves interpreting and reporting the data. The previous four steps should be 

evaluated in order to find possible prejudices that may have occurred, but also which 

decisions have been made. This has been taken into consideration and its impact is presented 

in the research criteria section. However, the outcome of this thesis may manifest the 

interpretation and a report of the research material.    

 

Sample 
When it comes to the sample, a total number of 170 respondents from Sweden and Hungary 

were asked to participate, but only 82 of these answers were considered as useful in order to 

fulfill the purpose and answer the research questions. In the Hungarian case, as previously 

mentioned, 110 e-mails were sent out and it was not difficult to find the amount of e-mail 

addresses to which to send the questions. Since one of the authors of this thesis has a 

Hungarian heritage, family members, as well as friends and their contacts, have been used as 

samples, which basically means all ages and positions. On the other hand, the Swedish sample 

demanded more time and effort since the authors had to contact all respondents in person, 

either by phone or in personal. In the Swedish case, 60 respondents were interviewed but, as 

mentioned above, only 40 of them were useful. As the Hungarian sample, the Swedish sample 

also contains of family members, friends and their contacts, since the other author of this 

thesis is native born Swedish, the personal network was utilized. The sample chosen in both 
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Hungarian and Swedish cases are what Bryman and Bell (2007) call, the convenient sample, 

since the personal network has been used.  

Additionally, to be able to participate in this research, there were certain prerequisites for the 

respondents. They needed to be native born, as well as current citizens of the country they 

represented.     

Finally, it is of great importance to mention that the confidentiality issue also has been taken 

into consideration. Bryman and Bell (2007, p 140) say that: “The anonymity and privacy of 

those who participate in the research process should be respected.” In the beginning of the 

interviews, the interviewees were informed that their real names were not supposed to be 

included in the study. However, during the interviews, the interviewers still gave the 

interviewees an opportunity to choose, whether they wanted their real name to be included or 

not. Nevertheless, since it was a leading statement, the majority of the respondents chose to be 

anonymous, except one Hungarian respondent, 28-year-old Kornél who did not wish to 

remain anonymous. Therefore, names used in the research are not the real names of the 

respondents. Additionally, the only identifying information about the respondents given is the 

nationality and age.  

 

 

    RESEARCH CRITERIA 
 
According to Bryman and Bell (2007) and Jacobsen (2002), the researchers have to work with 

different research criteria in order to make the study valid and trustworthy. Validity and 

reliability are discussed next.  

 

Validity  
Validity refers to the issue if the results of the study are valid and that the researchers ensure 

that what they measure is supposed to be measured, and also that what is measured is 

considered as relevant (Bryman & Bell, 2007; Jacobsen, 2002). In a qualitative research, Patel 

and Davidsson (2003) point out that the validity is not only related to the data collection but 

to all the parts during the entire research process. It is important to obtain the data necessary 

in order to carry out a trustworthy interpretation of the researched areas’ reality. In addition, 

Denscombe (2000) claims that the validity of the study will increase if different points of 

views are taken into consideration and if there is an opportunity to confirm these views. In 

concord to the previous statement, this study involves a great number of participants from 

both nationalities, which has resulted in different point of views regarding loyalty avoidance. 

Although different factors could be identified, these aspects have been confirmed by more 

than one participant, which increases the validity of this research. Also, the use of the critical 

incident method made it possible to increase the validity by capturing the real situation 

instead of influencing the answers, which would perhaps occur if structured interview 

questions had been asked.     
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Reliability  
According to Jacobsen (2002) and Bryman and Bell (2007) it is important that the gathered 

empirical data are reliable and credible. In other words, the research has to be trustworthy. To 

be able to make the research reliable, the researchers have to be critical throughout the 

research process. During the data collection, the researchers might be affected by relations 

that occur, which might have an impact on the interviewees’ answers. This might lead to 

exceptional behaviors and diffuse reflections of the situation (Jacobsen, 2002). Since this 

study involves a diversity of the sample, based on different nationalities, gender, age and 

positions, it can be assumed that this contributes to increased reliability of this study, since all 

these differences may influence the answers, due to their different experiences and 

backgrounds. If only one specific group of people have been included, there might be a risk 

that the result would end up subjective. In this way, an ordinary national view of the topic has 

might be reflected. Another factor that increases the reliability of this study is that, all the 

interview answers were collected in the respondents’ native languages. By using the native 

language, there is a higher probability that the answers will be more developed. If a foreign 

language had been used, such as English, this could perhaps affect the outcome of the 

answers, due to the insecurity of language skills.           
 

In order to summarize this chapter, a short description of the methods used in this study is 

presented next. A qualitative study with an inductive approach has been implemented. To be 

able to answer the research questions and fulfill the purpose, the interview technique, namely 

the critical incident method, has been used, in order to provide this study with best possible 

and most relevant answers, to fill in the literature gap and, increase the reliability and validity. 
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In this section, the empirical findings are presented. A short summary of the findings 

introduces this section, followed by a presentation of the results of the conducted interviews 

with the Swedish and Hungarian respondents.   
 

 

.  FACTORS REGARDING LOYALTY PROGRAM AVOIDANCE  

 

As discussed in the methodology chapter, an inductive approach has been implemented in this 

study. This was considered as the most appropriate approach, since there is a  lack of extant 

empirical research regarding factors explaining why consumers decline participation in 

loyalty programs. Since an inductive approach starts with the collection of empirical findings, 

these will be presented first. Based on the respondents’ answers, the following model has 

been created, where eight different categories, and a number of subcategories, have been 

identified. These have been formed by clustering equal situations into groups, which resulted 

in the factors shown below. These will be presented in connection with the presentation of 

every part, in order to make it clearer for the reader. However, this model represents the core 

categories of why customers choose to decline participation in companies' loyalty programs. 

 
 

  

 

 

 

 

 

 

 

 

 

Fig. 2: The main factors representing loyalty program avoidance concerning both Sweden and Hungary. 

Source: the authors. 
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    THE SWEDISH PERSPECTIVE 
 
The Swedish interviews were made either by phone or in personal, where the respondents 

shared their stories about a situation when they decided to reject membership in a loyalty 

program. Based on the respondents’ answers, seven different categories have been developed, 

presenting the Swedish consumers’ perspective; commitment, time, quality, finances, location, 

privacy and benefits.  

 

Commitment 
In this case, four different subcategories have been identified: obligation, non-recurrence, 

product offer and keeping up with the card. 

 

 

 

 

 

 
 

Fig. 3: The result of the commitment factor with subcategories, from a Swedish perspective. 

Source: the authors. 

 
 
 Obligation 

Not only do the consumers have to remember the card, they also need to carry the card around 

at all times to be sure that they have it with them when patronizing the store. Several 

respondents mention that carrying around the card demands too much effort and just creates 

an annoyance, which contributes to the fact that they would rather turn it down than accept it. 

Karl, 42-years-old, says:  

“…I do not want to have another card in my wallet. It is so annoying to carry around 

different kind of cards and there is no more space in my wallet.” 

 

In line with Karl’s point of view, both 27-year-old Fredrik and 26-year-old André mention the 

annoyance of carrying around the card, as well as the problem that there is no space left in 

their wallets. Moreover, Fredrik also adds that it is totally pointless for him to accept a card 

since he never uses it.  

“…I rarely ever use them even though they are in my wallet.” 
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Commitment 

Product 
offer 
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 Non- recurrence  
This factor includes when a consumer turns down loyalty programs, since they do not visit, or 

purchase at the store frequently. Among the respondents, this was the most common reason 

why they refused to accept membership of a loyalty program. When 37-year-old Pia, 39-year 

old Susanne and 32-year-old Markus answered, why they rejected a loyalty program, this 

argument was the first thought that came into their minds. Markus confirms this with his first 

response: 

“I reject all kinds of loyalty cards, bonus cards etc., in all stores where I rarely make 

purchases.” 

 

Both 23- year-old William and 26-year old Julia declined loyalty cards in a grocery store for 

the reason that they always do their grocery shopping in another store. Both of them continue 

to make clear that, if they do their grocery shopping in another store, it is unnecessary for 

them to accept the card in the other store. They never visit that grocery store anyway.  

Julia explains: 

“I rejected the loyalty card from a grocery store because I always do my grocery shopping in 

another store. I am more satisfied with the store where I already have a loyalty card and I am 

not interested in any changes.” 

 

Several respondents clarify that is of no use accepting membership in a store they never visit. 

Additionally, 21-year-old Sofia illuminates that there is no point in her accepting a 

membership card in a store she rarely visits, since she will never use the card again and will 

definitely not take advantage of the offers. Another respondent expresses the same opinion, 

but points out the advantages, which are of great importance to her. She declares:     

“I never accept a loyalty card in a store I do not visit regularly and purchase at regularly. It 

is of no use. If I am going to accept a card, I want to get advantages of it, so if I am not doing 

any shopping in the store, I cannot get any advantages either.” 

(Emelie, 24) 

 

One other respondent shares his point of view as to why he does not want to be involved in a 

loyalty program. 

“One reason why I do not accept it is because I do not usually shop in that store. I think that, 

if you want to be a part of the loyalty program, I think it is something you announce by 

yourself. Personally, it is annoying with sellers who can’t accept a no.” 

(Per, 26) 

 

 

 Product offer 
The commitment factor also refers to when customers are not interested in the product offers 

of the company and, therefore, they choose to reject the loyalty program. Both 22-year-old 

Jacob and 28-year-old Gabriel clarify that they reject participation in loyalty programs 

because of the products or what the company is offering, since they never use them or are not 

interested in any of them. Gabriel, especially, mentions his lack of interest when he associates 

the companies’ offers, as offers which are only applied on special products.  
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Additionally, 21-year-old Fia shares the same view, but points out that it is more about which 

products the company is selling and not about the offers. She states: 

“I rejected a loyalty card once at a department store that sells building supplies and I 

rejected it because I am not interested in their products.”  

 

 

 Keeping up with the card 
When a customer accepts membership in a loyalty program, they often receive a membership 

card, which should be shown in connection with purchases in that specific store, to be able to 

take up different offers. However, keeping a track on these cards is a problem for some 

customers and this contributes to customers’ rejection of them instead, as 39-year-old 

Susanne clarifies. She makes it clear that she never remembers to use or show the card when 

visiting the store and 30-year-old Gustav has the same experience. He explains:  

“I never remember to give the card to the cashier and most of the time the cashier never asks 

for it. Since I never use it, it does not give me anything.” 

  

Another interviewee says: 

“There is no point in me to accepting a card. I take the card and then I am just losing it, 

which means that I never use it. There is really no point for companies to have me as a 

member in their clubs.”  

(David, 23) 

 

One interviewee mentions that he actually wanted to accept the loyalty card, since he visits 

the store regularly, but decided to turn it down in view of the fact that he never remembers it. 

He says:    

“I actually turned down a card that I thought was good because I usually visit that store only 

couple of times a month, but I am so forgetful. I never remember to bring the cards when I go 

to the stores so I told them that it was of no use giving it to me that since I know myself and I 

will always forget it.” 

(Simon, 27) 

 

Time 
The time factor refers to when respondents felt that they have to make an effort that requires 

their personal time in order to keep up the relationship with the company. 26-year-old André 

shares his experience when he had to fill out the application.   

“Usually, I reject these cards. I rejected it once at a gas station because I did not have time to 

fill in the application...”  

 

It also includes moments when an outside factor had a major influence on the decision as 

Lucas, 26- years- old, explains: 

“Last time I said no to a membership card was because I was in a hurry. I did not have time 

because I had to catch the bus and was already late.” 
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Quality 
In this case, the factor quality represents the quality of the company’s employees.  
 

 
 Employees 

Several respondents mention bad experiences of how the company’s staff behaves and treats 

the customers when they visit the store, as a reason why they did not want to participate in the 

loyalty programs.     

One respondent expresses himself as follows: 

“I was offered a membership card in a store selling different technological products, but I 

decided not to accept it because I had so much bad experience of that store. The staff was 

very rude and they were not accommodating at all. If the staff behaves in that way, my 

interest in visiting the store again and making more purchases decreases a lot and I certainly 

do not want to be a part of their loyalty program.” 

(Patrik, 25) 

 

Another interviewee refers to a specific situation where the staff’s attitude made her turn 

down the membership card.  

“Once I visited a store that was selling underwear, in order to return a gift I had received. 

The staff was so unpleasant and unhelpful. I had to go through a huge discussion about 

returning the products and their attitude towards me was awful. Afterwards, they actually 

asked me about a membership card. Of course I turned it down. I have never visited that store 

again.” 

(Åsa, 25)  

 

26-year-old Jonas had another experience and points out that he did not want to be a member 

because the staff never stopped asking him about it. He explains that he actually turned it 

down from the beginning, since he did not feel like it, but when they never stopped asking 

him about the card he was getting sick and tired of always being asked, which became another 

reason why he did not want to be a member in their loyalty program. He states:  

“…Now I do not want it because of that, they are really nagging about this. It feels like they 

are forcing me to take and accept it.” 

 

Finances 
The factor of finance concerns the cost issues consumers run into when agreeing to participate 

in companies’ loyalty programs. Some companies demand the consumer paying a specific 

sum to be involved in their loyalty programs, and this is something that 27-year-old Erik 

points out: 

“There is one occasion where I have declined this. It was at the Coop. It costs money to be a 

member. It costs more money than you can get from it; therefore it was not worth it. I do not 

think I should pay to get advantages. ICA does not have this paying system, but Coop does. 

Even though I buy a lot at the Coop, I don’t want their membership card.” 
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Another interviewee brings up and refers to the same situation: 

“I remember when I was a student, I was so angry with the Coop because it cost 100 SEK to 

have their card. You receive the same offers at ICA, but instead it costs money at Coop…” 

(Maja, 27) 

 

The factor also includes the situations when there is certain sum that needs to be paid if the 

consumer has not collected enough points, which is based on the number of purchases the 

consumer makes. 26-year-old Therese shares her story about the Body Shop’s loyalty 

program, which was free the first year, but then she had to pay 100 SEK to keep up her 

membership. She never paid the charge and the membership ended. She continues and says 

that they asked her again about a membership card when she visited the store, but then she 

turned it down. Therese says:   

“…I did not think it was necessary, since I felt that I did not get anything back…” 

 

24-year-old Maria rejected a loyalty program of the same reason: 

“Once, I was asked about this card and was kind of positive about it but it turned out that 

there was subscription if you did not collect enough points. Since I do not go there too often, I 

thought it was of no use. My perception of these programs is that they are supposed to be 

beneficial for the customers, but at this point, it was not.” 

 

24-year-old Erika confirms the above statement as well: 

“I remember that the card was not for free. You had to buy for a certain sum or something 

like that to get it for free, otherwise you had to pay to keep your membership. I did not want to 

do that, because I seldom visit that store so I was pretty sure that I would have to pay for it.”  

 

Location 
One major reason why the Swedish consumers turn down companies’ loyalty programs is 

because of where the store is located. Some respondents mentioned the issue of long distance 

and brought up situations when they have been asked to be members of loyalty programs by 

companies located in another city. They point out that, since the store is not located in their 

hometowns, there would be no point accepting one because they would never use it again.   

The following quotations are good examples of this: 

“… I know that I have rejected this kind of card once, since such a store does not exist in my 

city. I just visited the store in another city so there was no point in me accepting it. There was 

no point in me having it if I would not be able to use it again.” 

(Anna, 25) 

 

“I usually never turn these loyalty cards down, but I did once, when I was in another city and 

then I felt that I would never use this card anyway and then I declined it.” 

(Sofie, 20) 
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“I was asked if I wanted to participate in a loyalty program, but we were only visiting the city 

for the weekend. I think it was a local store, because I have never heard about it before. 

Anyway, we do not have this store in my hometown so I do not think I will visit that store 

again, not in the immediate future I think.” 

 (Lotta, 26) 

 

The location factor also includes when there are two stores which are selling similar products 

but, due to the location, the consumer prefers the most convenient one. 22-years old- Johan, 

gives an example of that:  

“ICA Maxi offered me their card once, but I only go there occasionally. I like ICA Maxi and 

have nothing against them, only that I live closer to Willy:s which means that I do my grocery 

shopping there instead. Since it is closer, it is easier and more comfortable for me to get there 

and I am satisfied with their products.” 

 

Privacy 
 

 

 

 

 

 
 

Fig. 4: The result from the Swedish perspective, concerning privacy factor with its subcategories.  

Source: the authors. 

 
 
 Purchasing data 

Sometimes when customers decide to participate in loyalty programs, companies ask them to 

leave personal information about themselves in terms of name, address and email address. 

This might contribute to companies’ ability to obtain information about customers’ 

purchasing habits. 37-year-old Pia explains that she declined to participate in a loyalty 

program in a store she seldom visits, since she did not want the company to have access to 

information about her and her purchases.       

“…I do not think they need to have information on what I purchase all the time. If I do not 

purchase that often in the store, I do not see the advantage of leaving my information there.”  

 

 

 Disturbance 
This factor also includes all the commercial materials the companies send out to the customer 

when they have agreed to be a member in the loyalty program. This has occurred as a reason 

for declining it, since the customer may fear disturbance as a result of their membership. 46-

year-old Karin explains:  

 

 
 
 

Privacy 
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Purchasing 
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“…they send so much commercial materials, both to your e-mail and mailbox. It is so 

annoying and I usually never open it, I just throw them away immediately.” 

 

Both 21-year-old Peter and 19-year-old Louise, agree with Karin. They both point out the 

annoyance of receiving the commercial materials with offers to their e-mails and mailboxes. 

As Louise states:      

“…I never use these offers since I feel annoyance every time I receive something like that.” 

 

Peter continues to emphasize the disturbance when the company does not stop sending these 

mails. Peter explains:    

“… I do not know how to make it stop. I do not want them to fill my mail with these letters just 

because I went there once.” 

 

Benefits 
 

 

 

 

 

Fig. 5: The result from the Swedish perspective, concerning the benefit factor with its subcategories.  

Source: the authors. 

 

 

 Customers 
The benefit factor represents customers’ perception of how beneficial their membership of the 

loyalty program will be for themselves, since they want to accrue the personal benefits and 

advantages of being a member. One interviewee is clear about why he rejects loyalty 

programs: 

“When I want to be member of a company’s club, I want to feel that I can get some 

advantages.” 

(Gunnar, 52) 

Furthermore, another respondent, 53-year-old Robert, shares his story and highlights that he 

never accepts a membership in a loyalty program as he would not use the offers or derive 

benefits from it. Robert makes clear that he does not want to commit to any company that 

does not provide him with any benefits and continues to talk about his membership in 

Albertsson’s loyalty program, which amounts to a total saving of approximately 30 %.     

“…There I can feel that I gain a lot and I also get substantial offers. If I am going to 

participate in a loyalty program, I want to get a value for the money from it; otherwise it is 

not worth it.” 

 

 

Company Customers 

 
 
 

Benefits 
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 Company 
The customers also regard loyalty programs as a method for the company to create benefits 

for itself in order to increase the sales and, thereby, increase the profit. 33-year-old Sanna 

makes this very clear: 

“I think companies only have a loyalty program to increase their profit, not to keep 

customers.” 

 

Two other interviewees, 26-year-old Therese and 25-year-old Viktor, agree with Sanna, but 

elucidate that companies’ loyalty programs only exist to increase their sales by encouraging 

customers to buy items they basically do not need. Due to this, none of them choose to accept 

being a part of any loyalty programs. Therese shares her point of view:    

“…I think they sometimes trick customers into buying things through these programs.” 

 

In order to sum up the Swedish respondents’ answers on why they reject participation in 

loyalty programs, the model below is created. It presents all the factors and subcategories that 

occur in the Swedish empirical findings.   

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Fig. 6: The final model representing loyalty program avoidance from a Swedish perspective. 

Source: the authors. 
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    THE HUNGARIAN PERSPECTIVE 
 

The Hungarian interviews were made by e-mail and, the same as the Swedish respondents, 

they were asked to explain a situation. Based on the answers from the Hungarian respondents 

as to why they do not want to participate in loyalty programs, eight different categories have 

been identified; commitment, trust, time, quality, finances, location, privacy and benefits. A 

number of factors and subcategories have been developed, which will be presented in 

connection to every part. It is important to highlight that all of these are not identical to the 

Swedish findings.  

 

Commitment 
Commitment as a factor that influences the rejection of loyalty programs offers, refers to four 

different segments; obligation, non-recurrence, product offer and keeping up with the card. 

 

 

 

 

 

 

Fig. 7: The result of the commitment factor with subcategories, from a Hungarian perspective. 

Source: the authors. 

 

 

 Obligation 
Obligation is considered as a customers’ duty towards the company where the feeling of 

commitment gets to another level, e.g. feeling of pressure that one needs to buy at that store, 

since a commitment to the company has been made. 33-year-old Nóra is a typical example of 

not wanting to be bound: 

“I feel that I would be bonded to that company and perhaps use their discounts as well as 

purchase all the time at one place. Like that, I would miss the opportunity to find something 

different in others’ ranges or maybe with much better quality at some other place that would 

fit me better.” 

 

However, even those who once have had been a part of loyalty programs have a negative 

attitude towards these. For instance, 49-year-old Réka withdrew from such programs, since 

she felt that it was annoying to get the stickers all the time in order to collect the bonuses. For 

that reason, she feels that she does not want those obligations any more. Even 26-year-old 

Ákos sees it as a kind of obligation, as well as 38-year-old Norbert who does not take part in 

these programs, since he does not want any more obligations. He explains that because he is a 

very busy man with his work and family, it is mostly his wife that handles the purchasing 

part. 

Non- 
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Furthermore, there are some other reasons for relationship hindrance as well. To quote 26- 

year-old Miklós:  

“I am not interested in taking part of loyalty programs of any kind. That way of purchasing 

does not attract me at all. It is such an obligation. Like this, I am used to buying what I want 

to buy and not what others decide to offer me.” 

 

In addition, a 30-year-old Ervin considers this way of purchasing as provoking. He shares the 

opinion that many people who already participate in such programs probably feel the same 

way and they maybe realize that it is hard to draw back from these programs. However, there 

are also those who do not want obligations and commitments with other companies, since 

they already are members at other places, like 60-year-old Rita, who rejected membership in 

the loyalty program at a supermarket: 

“I already have one in another supermarket where I always purchase and I am satisfied with 

products, prices and payment condition. So, I do not need one more card.” 

 

According to this, there are some other points of view when it comes to rejecting the 

membership card, where people might think that they already have enough cards in their 

wallets. For instance, 38-year-old Norbert feels that he does not need one more card in his 

wallet because it would just take up space. Also, 40-year-old Klára remembers that she once 

rejected the membership offer from “Supershop”, because she felt that her wallet was already 

full with different kind of cards for which she had no use. 

 

 

 Non-recurrence  
Non-recurrence as a factor of rejection refers to the reasons of not purchasing, or not going 

back to the place where the participation in the loyalty program has been suggested. As 41-

year-old Mária explains, she rarely buys at that supermarket: 

“I refused to take part of the loyalty program in one supermarket. The reason I did so was 

that I rarely purchase there. I have a supermarket where I am accustomed to shopping for a 

couple of years now. Besides, I am also familiar with their products.” 

 

49-year-old Aranka is on the same track and she gives details about why she rejected an offer 

at a well known food supermarket where she could collect some bonus points during every 

purchasing occasion and get discount. She says that she usually buys food at another place, 

where she has been buying for many years:  

“Near my home, there is a large outside market place where farmers and other producers sell 

their fresh products, such as fruits, vegetables, cheese, eggs, etc. that they produce by 

themselves. Here, there is also a meat and fish store, but even some other stores with the 

household products as well, so practically, here I have everything I need for my household. I 

also have producers that I always buy from, because my family and I are satisfied with the 

quality of their products, which also contributed to my decision to refuse some companies’ 

loyalty programs offer. I am satisfied with this way of purchasing and I do not want to make 

changes. By the way, purchasing at the marketplace is also much cheaper and it suits our 

family budget.” 
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Furthermore, some of the interviewees remark that they would not go back and purchase at 

those places: 

 

“I usually reject these offers when I am sure that I would rarely buy at that place, then I think 

that it would not be worth having their card, since I would not use those points that I would 

collect, anyway.” 

                                                                                                                 (Bence, 26)  

 

“Yes it happened several times that I had declined to receive a card that would mean 

participation in loyalty programs, because I purchase rarely in those stores, maybe once or 

twice a year and in that case I would never enjoy the benefits of it.”  

                                                                                                                   (Dárió, 20)  

 

18-year-old Annamária shares the previously mentioned reasons and adds: 

“For that reason, I did not see any motives for having their card.“ 

 

Three more females confirm this reason. 21-year-old Brigitta, 30-year-old Matil and 20-year-

old Èva, also think that they are not going to have any use for these cards in the future, since 

they do not purchase at those stores where the offers are made. For that reason, they do not 

have any enthusiasm for participating in loyalty programs at these companies.  Additionally, 

22-year-old Zita exemplifies where she refused memberships in loyalty programs:  

“… at for example Rossmann, Auchan and so forth because I do not purchase there often so 

that it would be beneficial for me to collect enough points and get some discount.” 

 

 

 Product offer 
One of the main reasons for rejecting the participation in loyalty programs tends to be 

products that companies offer to the customers/members of the loyalty programs, since in 

Hungary, they prefer to cut the prices of only some of the products from the entire assortment.  

21-year-old Noémi answers why she is not interested in such programs: 

“I rejected the card from several stores because I was not interested in offers they 

suggested.” 

 

Another respondent, 18-year-old Boglárka, shares the same feeling and stated the following:  

“Yes, I rejected the membership card several times. It is most often because I am not 

interested in those particular products that they offer, on which you can collect your points.” 

 

Interestingly, even 30-year-old Matil and 26-year-old Miklós are on the same track as the 

previously quoted respondents and mention a similar reason, namely a lack of interest in those 

products on which one can collect points.  
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 Keeping up with the card  
Some of the respondents give the impression that they do not want to be committed to a 

relationship with any company, since it is easy to forget the membership card that they need 

to show to the cashier at every purchasing occasion. That is the case with 49-year-old Réka: 

 

“I was involved before in a loyalty program at one foreign cosmetics store, called “dm” here 

in Szeged. Now I am not taking part in this any longer. I felt that it was only a duty for me to 

always think of the card and the points I get when purchasing. I always forgot the card at 

home anyway and when I needed it, it was not with me. That is the reason why I am not 

interested in this anymore.“ 

Beside the fact that she is not interested in those products that are being offered at a discount, 

similar to the above mentioned reasons for rejection, 30-year-old Matil thinks that she perhaps 

would leave the membership card at home or forget to show it to the cashier during the 

purchasing and, thereby, no points would be collected. 

 

Trust 
In this case, trust as a factor for relationship hindrance refers to the people’s suspicions about 

the companies’ manipulative tendencies, as well as the awareness that marketing tricks are 

one of the central elements which lie behind the loyalty programs.  

 

 

 Marketing tricks 
28-year-old Kornél presents a clear picture about why he did not accept the participation in 

companies’ loyalty programs in order to get their membership card and other offers. He is 

convinced that this lies only in companies interests to make great profits. He explains why:   

“These marketing concepts are made the way that, on every purchasing occasion, the 

customer needs to give the card to the cashier and he/she can identify the customer by seeing 

their personal information with the help of the linear code or chip placed on the card. During 

the purchasing, some points can be collected by reaching a given amount of money spent at 

the store. It depends on each particular store; there different criteria which are decided. For 

instance, in one of them, for each and every 2000 Huf (Hungarian forints) a customer can get 

one point, where in some other store, one point corresponds to 1000 Huf.” 

 

Additionally, Kornél describes that, while purchasing, only a few points are put on the 

membership card. For getting discounts, a company requires large numbers of collected 

points, which, in his opinion, basically means that a customer perhaps pays more for the 

products with reduced prices than if he/she had bought for an ordinary price since collecting 

bonuses requires buying too many products and it does not seem worthy in long-term.  

 

Subsequently, Kornél continues to share more of his opinion about this. Since, in large chain 

stores, the collected points can be used even for purchasing smaller technology products, the 

catalogues show the current offers from all departments at that particular warehouse. 

Additionally, he explains that all products are worth a specific number of points and, if a 

customer would actually take a closer look at how many points he/she get for the product, 

he/she could come to the conclusion that it does not cost less money. The only difference is 
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that the product is paid with points, which makes the real value of the product less noticeable. 

So, in his opinion, stores are able to make larger profits by using such marketing tricks.  

“Certainly, stores bombard their customers with discounts. For instance, if they purchase at 

least three times a month they can collect 30 points or, if they buy some special products, they 

get some extra points. This tempts customers to make their purchases at these stores in order 

to collect as many points as possible, just to get some bonus. But, at the same time, this can be 

an agreement between two or more stores or maybe between the chain stores and the factory 

that for instance, produces detergents like Ariel, Persil and so forth. If they give plus points 

for purchasing their products, it would be beneficial for both stores and producers, since it 

would sell more of those detergents and both parties would make larger profits.“ 

                                                                                                                 (Kornél, 28) 

 

When it comes to the cards, Kornél feels the same way, which means that companies 

manipulate them as well, because they put some deadlines for collecting the points and, if 

customers do not bring together enough points for that particular time, they do not get the 

bonus, so it disappears. He continues with his view on this and states that people are aware of 

this fact and they start buying everything, both what they need and what they do not need, just 

to fulfill the required points for bonuses. Kornél is sure that this is the way to force customers 

to use their bonuses since, after a while, these might disappear and, afterwards, they can start 

all over again with collecting bonus points.  

 

In conclusion, Kornél adds that:  

“… by this way of trading, with discounts and other offers, companies hold the balance 

between customers and chain stores and make large profits. In my opinion, these loyalty 

programs are, in general, an excellent way of profiting for any kind of company, because 

their stimulating effects, with the help of the marketing tricks, influence people to purchase 

more and spend their money.” 

 

Moreover, the lack of trust and awareness of manipulation are also the reasons for a 47-year-

old Gabriella to reject the membership cards and loyalty program offers. These are, as she 

believes, the companies’ aims and are manipulative in nature. She is also conscious that, with 

these manipulative tools, companies try to force consumers to purchase more, and to buy 

items that they do not need, only to satisfy their own interests and not the consumers. 

 

The lack of trust is even noticed by 21-year-old Ferenc, who rejected a participation in loyalty 

programs, several times: 

”I do not have confidence in these so called “special offers” and “benefits” they talk so much 

about to the customers. These are nonsense for me.” 

 

A new aspect to this issue is given by 21-year-old Ernö, who states that companies only use 

people to get information, by over viewing, which products attract them the most, and like 

that they decrease prices on these products. That is why he does not trust in these loyalty 

programs. He illustrates his thoughts by taking, as an example, a foreign department store in 

Hungary, named “Cora”:  
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“I share the opinion that they offer these membership cards just to follow up which products 

people purchase the most and which products are most attractive for them. This way, they 

form product prices; the more attractive product, the higher the price. Consequently, people 

trust them since, by accepting their cards companies offer some bonuses or small gifts in 

return.”      

                                                                                         

Additionally, 23-year-old Èdua tells that she has rejected membership cards several times 

because of these marketing tricks and offers examples: 

“Take for example petrol stations; make a purchase for a given amount and you can buy a 

kitchen set for discount price. But this is certainly a trick, because they would not give you 

discount if their interests would not be satisfied. By the way, I think it is quite difficult to 

evaluate the real value of that reduced price product.“ 

 

Time 
Time as a factor that influences people’s decision making in loyalty programs’ participation 

refers to the very busy and stressful everyday existence that our modern society has brought.  

“Since I am a very busy man and have very little free time, I am not interested in taking part 

in loyalty programs. I would not have time to run to the store every time they offer some 

discounts, anyway. That is why I could not use these advantages at all and for that reason I 

always reject these offers from different kinds of companies.” 

                                                                                                                 (Róbert, 29) 

 

18-year-old student, Tünde, explains why she, on every single occasion, rejects the offers to 

participate in loyalty programs: 

“I want to avoid spending my time filling in their forms with my private information in order 

to get a card that sometimes would give me a maximum of 10% discount, in the best cases. 

Anyway, I can use such benefits even with my student ID at other department stores.” 

 

The third respondent, 42-year-old Ella, says that she does not have time to fill in the 

information. She explains in more detail: 

“It happened a few times that I had to reject the loyalty program offer because I was in hurry 

and I did not have time to fill in all that information needed for a form. But before that, I went 

out from this for the reason that I did not collect enough points under a given period, to get a 

bonus.” 

 

Quality 
In this case, quality as a factor concerns only the characteristics of the company’s products. 

 

 

 Products 
 38-year-old Kinga describes her experience with the quality of the product when she was 

recommended to take the offer from a department store and get a membership card that would 

give her plenty of benefits when purchasing from their company.  
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“At first, I was kind of positive about this idea and I decided to visit their store to see their 

assortment. Since I was not happy with the product quality I saw, my decision was very easy; 

not to accept their offer.“ 

 

57- year- old Móna says that she did not accept a membership card in an electrical goods 

retailer because of a bad experience with the quality of their products. She explains:  

“Once, I bought a DVD player at their company and after a month it broke. When returning it 

for repair, I had to wait a long time to get a new one. That is something that made me 

disappointed, because I had to wait for more than 30 days to get a problem fixed. My 

conclusion is that this company is not that businesslike or representative and my confidence 

in them decreased. I cannot trust in their product quality as I did before.” 

 

Equally, as with the two above presented cases, 42- year- old Ella went through some similar 

experiences with the disappointment, since she was not satisfied with the product range. 

Additionally, she explains that nowadays she does not spend her time on this anymore.  

 

Finances 
 

 

 

 

 

 

 

Fig. 8: The result from the Hungarian perspective, concerning the finances factor with its subcategories.  

Source: the authors. 

Finances factors refer to the respondents’ family finances which, in this case, are referred to 

as private finances. However, a product price classification has been made as a part of the 

economic factors.  

 

 

 Private finances 
Some of the respondents show their consciousness about their private finances and, for that 

reason; they do not want to spend their money that easily. 55-year-old Zsófia shares the 

opinion that loyalty programs are very tempting and explains further what she thought when 

she received various offers to take part in these programs: 

“Well, my decision was to stay away from things like that. The reason is that I am quite aware 

of my finances and do not want to buy things I do not need. My point here is that I certainly 

would get challenged by offered discounts and thereby would purchase products with special 

offers even though I do not need those products at that particular time. That is why I also 

prefer to pay in cash, instead of credit card, to avoid unnecessary spending of money, because 

when I have cash with me, I only spend that sum.” 

Product 
price 

Private 
finances 

 
 
 

Finances 
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55-year-old Irma mentions some similar concerns: 

“Because of my weak financial situation and being a single mom with a student still living at 

home, I feel that I cannot accept the offer from some company in order to take part in their 

loyalty programs. I handle my finance very cleverly and buy at more than one place because I 

compare prices when I purchase.” 

 

Furthermore, she says that it is important for her to buy only things that she needs and, if she 

has had a membership card at a store, she thinks that she would probably buy even 

unnecessary things, just because they offer the price cut on some products, or bonus points for 

spending a particular amount with their company.She adds: 

“In that way I would probably spend more than I actually should and that is something I 

cannot afford at this point.” 

                                                                                                                    (Irma, 55) 

 

Additionally, 45-year-old Katalin shares some details about her bad experience of 

participation in loyalty programs that finally affected her private finances:  

“I stopped my participation in programs like those. I came to that point that I could not 

control my purchasing. I was buying lots of unnecessary things and spent more money that I 

actually was planning. I am happy that I withdrew from these membership programs because 

now I only purchase what I really need.” 

 

Even with her positive attitude towards loyalty programs, 48-year-old Zsuzsa explains why 

she had rejected membership cards: 

“I cannot accept those cards anymore because I have some loans I need to pay back on a 

monthly basis and I feel that I cannot afford to purchase so much right now and create even 

more debts.” 

 

She also explains that she knows from her previous experience that they would tempt her with 

their offers and she would lose control over her expenditure. She admits that she would love 

to take part of these loyalty programs, but now she needs to wait until she repays all loans to 

the bank. 

 

 

 Product price 
A product price is also the reason that people reject offers for the membership cards at the 

stores. One example is 40- year- old Klára, who has recently declined to participate in the 

“SPAR” food store’s loyalty program. She feels that those products on which one can collect 

points are expensive, even with the reduced prices. 

 

Location 
Location of the store refers to the distance to travel to get to the store. It is an influencing 

factor that influences customers’ decision making about whether to accept the membership in 

a loyalty program or not.  
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44-year-old Viola gives her reason for why she decided to refuse a membership card in a large 

food store that was offering her diverse benefits when purchasing items with them: 

“I did not accept it because their store is located outside of the city and far away from my 

house. It would be a problem for me to get there, since I do not have a car and the bus as a 

solution of connection to that place would be a problem for me. I purchase in a supermarket 

located in my close neighborhood and I do not have to think about how to get there and take 

all the shopping bags back to my home. Usually I buy a lot with one shopping occasion and, if 

I think a little bit, I could not take all those things by bus, anyway.” 

 

Related to the location, another interviewee considers travelling a long distance to the store as 

a problem: 

“I said no to these offers because, if the store is located far away from my home, I feel that I 

would not use the card so often, or maybe never again, and then it is not beneficial for me to 

take a card and just own it, without any effect.” 

                                                                                                                   (Ita, 29)  

 

Privacy 
 

 

 

 

 

 

 
Fig. 9: The result from the Hungarian perspective, concerning the finances factor with its subcategories.  

Source: the authors. 

 

Privacy, as a factor that influences people in their decision making when it concerns the 

participation in companies’ loyalty programs, refers to people’s awareness of  the dangers of 

giving away their private information, as well as awareness of the fact that purchasing data 

would be entered onto the companies’ databases. There is also a factor of a disturbance 

feeling among consumers where they consider it annoying to take part in these programs.  

 

 

 Abuse of private information 
As presented above, there is a sense of insecurity among consumers in Hungary when it 

comes to the question of giving away their private information to anyone. Consequently, 56-

year-old Tibor explains that he has been asked in some supermarkets to join the membership 

and take part of their loyalty programs in order to be able to make use of some special offers 

and get products at lower prices. He rejected them directly as he explains: 
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“Only one thing came up on my mind- privacy. I do not like to give my private information in 

this purpose, because I am afraid of the possibility that it might be abused. I have already 

heard that this has happened a several times here in Budapest and I would not like if 

something similar happened to me. I do not want to have these kinds of problems.” 

 

 

 Purchasing data  
Since all the private information about the customers is collected and input into companies’ 

databases, followed by data about their purchasing habits, customers doubts about the security 

of these data is noticed, which turns to be a reason for Hungarians not accepting any offers 

where their purchasing habits could be controlled. For instance, this has been confirmed by a 

20-year-old Éva who says:   

“If I had accepted the membership offer, they could probably control my purchase behavior, 

i.e. what and for how much money I have purchasing, since they have that information about 

their members.” 

 

Some other answers from the interviewees and how they responded are shown as follows: 

“I experienced several offers from the stores to get a membership card and join their loyalty 

program benefits. I had two reasons not to take part in these. One is that I would like to keep 

my privacy by not giving anyone my private information but also that they can have 

information about how much I spend.” 

                                                                                                                  (Rózsa, 70)  

 

“I always reject offers like these because I avoid giving my private information to get input in 

some databases.” 

                                                                                                         (Margaretta, 35) 

 

 

 Disturbance 
Few of the respondents get a feeling of disturbance with all the offers and product 

recommendations that they, as members of loyalty programs, occasionally would receive at 

home in their mail. Some of them get bothered by this and, for that reason, they choose not to 

be involved in companies’ loyalty programs.  

On many occasions, 56-year-old Júlia received offers from different department stores and 

supermarkets to take part in their loyalty programs in order to utilize some discounts as well 

as special offers that would be noted on a personal membership card with every purchase. 

After lot of thinking, she decided to refuse these offers and she explains: 

“I do not want them to disturb me all the time with their recommendations about the products 

they sell or different kind of promotions as well as their catalogues that would occasionally 

be sent to my home address. I feel that this would be annoying and would absolutely disturb 

my way of living.” 

 

Also 26-year-old Ákos remembers the situation when he did reject the offer:  

“I felt it would only be annoying if they would send me their promotion material every week.”  
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 However, 60-year-old Henrik gives an alternative explanation as to why he is not interested 

in taking part of the companies’ loyalty programs and clarifies:  

“I do not like the idea of collecting points for bonuses, especially when it is time restricted. It 

may easily happen that one loses its points, because he/she does not manage to collect a given 

number of points for getting a bonus and I hardly need that to worry about, and be bothered 

with these issues.” 

 

Additionally, 70-year-old Rózsa shares a similar opinion and gives her reasons for being 

disturbed, but her statement will be presented under the companies’ part in the Benefits 

chapter that comes next. 

 

Benefits 
 

 

 

 

 

 

 
Fig. 10: The result from the Hungarian perspective, concerning the benefits factor with its subcategories.  

Source: the authors. 

       

Benefit, as a factor, refers to the mutual advantages and the value for money that parties enjoy 

if they get involved in a relationship that bonds them through the loyalty programs.  

 

 

 Customers 
There are some shared opinions when it comes to the benefits for the customers. Even though 

18-year-old Tünde does not have anything against loyalty programs, she usually rejects offers 

like these. However, she clarifies some reasons for that:  

“There are some cards that offer price reductions for air tickets or cosmetics such as at “dm” 

where if you purchase for 13 000 Huf, you could get up to 20% price decrease, which is in my 

opinion, beneficial for those who have a job and stable finances so that they can afford it.” 

 

She also explains that the main problem is that she is still a student, and adds: 

 

“Maybe, when I finish my studies and find a job, I will accept cards like these, but not yet, 

because I am not an active customer and I do not need that.” 

                                                                                                                  (Tünde, 18) 

 

However, a more doubtful respondent says that he usually does not like to participate in any 

loyalty program with any kind of company for the reason that it is not that beneficial for him: 

 

Company Customers 

 
 
 

Benefits 
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“First of all, I always calculate and then I quickly realize that it is not worth it. Often it is 

only 2% that I would gain, and, I do not see why I should let them fool me.“ 

                                                                                                                 (László, 38) 

 

 

 Company  
Related to the benefits for the company, three of the interviewees consider that it is only the 

company which benefits from loyalty programs and that is the main reason for their 

relationship avoidance.  

 

70-year-old Rózsa confirms this by explaining that she does not want to be disturbed with 

their offers, since they tempt her with products she does not want to buy or maybe at that time 

does not need. In her opinion, this could get one to buy the product only because it is on sale 

or because the offer of the price reduction on that particular product. Additionally, she wants 

to feel independent and to buy what she needs and when she need it, not when it is being 

offered as a discount, as she remarks: 

“This is a way for companies to capture buyers, because they know that if someone comes to 

the store to purchase that discounted product, he/she would probably buy something more, 

which would increase their sales.” 

                                                                                                                  

24-year-old Balázs has rejected a membership card from the warehouse for the reason that, as 

he explain only companies have benefits, because their goal is to get people to spend money 

on both what they need and do not need, which would make higher profits. 

 

28-year-old student, Teréz who rarely goes shopping, is aware of the fact that her involvement 

in loyalty programs would only be beneficial for the company, and explains it in more detail: 

 

“I think that, with my small consumption, I would never manage to collect those points before 

the deadline. I also share the opinion that we consumers do not have that many benefits as the 

companies describe them, but they have great profits from these programs, indeed.” 
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This model presents the summary of the Hungarians’ answers regarding loyalty program 

avoidance. As mentioned before, this model differs from the Swedish one (Fig. 6), presented 

in the previous part of this chapter.    

 

 

 

 

 

 
 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 
Fig. 11: The final model representing loyalty program avoidance from a Hungarian perspective. 

Source: the authors. 

 

 

 

In order to get a clearer picture of all the answers, from both countries, and sum up the 

empirical findings, a table has been prepared showing all the respondents and all the factors 

regarding loyalty avoidance. The table 2 shows which factor every respondent referred to 

when he/she decided to reject participation in a loyalty program. The table 2 also shows a 

distinction between male and female respondents.   

 

*The respondent is included in more than one category.   
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 SWEDEN 

 Male                     Female 

HUNGARY 

Male                   Female 

COMMITMENT  

 

 

 

 

 

 
 

Gustav, 30 
David, 23 
Simon, 27 
Karl, 42 
André, 26 
Fredrik, 27 
William, 23 
Per, 26 
Jacob, 22 
Gabriel, 28 
Markus, 32 
 

Susanne, 39 
Julia, 26 
Sofia, 21 
Jessica, 26 
Emelie, 24 
Pia, 37 
Fia, 21 

Ákos, 26  
Norbert, 38  
Miklós, 26  
Ervin, 30  
Bence, 26  
Dárió, 20  
 

Nóra, 33  
Réka, 49  
Matil, 30 
Aranka, 49  
Brigitta, 21  
Éva, 20  
Zita, 22  
Noémi, 21  
Rita, 60  
Klára, 40  
Mária, 41  
Boglárka, 18 

TRUST  Kornél, 28  
Ferenc, 21  
Ernö, 21   

Gabriella, 47  
Èdua, 23 
 

TIME André, 26* 
Lucas, 26 

Róbert, 29          Tünde, 18  
                              Ella, 42 
 

QUALITY Patrik, 35                Åsa, 25 
Jonas 26 

 
 

Móna, 57  
Kinga, 38                    
Ella, 42* 
 

FINANCES  

 

Erik, 27 
 

Maria, 24 
Maja, 27 
Therese, 26 
Erika, 24 

  Zsuzsa, 48  
Zsófia, 55  
Irma, 55  
Katalin, 45  
Klára, 40* 
 

LOCATION Johan, 22 Clara, 30 
Anna, 25 
Sofie, 20 
Lotta, 26 

                                      
 

Viola, 44   
Ita, 29 
                                      

PRIVACY 

 

                                  
                                  

Pia, 37*                   
Louise, 19 
Peter, 21  
Karin, 46 
 

Tibor, 56  
Ákos, 26*  
Henrik, 60 
  

Júlia, 56  
Éva, 20*  
Rózsa, 70   
Margaretta, 35 

BENEFITS Gunnar, 52 
Robert, 53 
Viktor, 25 

Sanna, 33 
Karolina, 26 
 

Balázs, 24 
László, 38  
 

Tünde, 18*  
Rózsa, 70* 
Teréz, 28   
 

Table 2: Information about all the respondents, clustered into the main factors.  

Source: the authors. 
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Literature review 
 

 

This section presents the theoretical framework of this study and highlights the different 

factors identified in the empirical findings. Finally, the chapter is summarized by presenting a 

full model containing the factors together, with all subcategories.  

 

  
    FACTORS REGARDING LOYALTY AVIODANCE 
 
Following an inductive approach, a scene is set up for the structure in the literature review, 

following the factors formed in the empirical chapter. It includes all the main factors, 

connected to all the subcategories that have been formed, based on the respondents’ answers 

from both Sweden and Hungary. Eight different factors, characterizing reasons for 

consumers’ loyalty program avoidance, are presented below. These factors are commitment, 

time, trust, quality, finances, location, privacy and benefits. The below presented theories, 

which are based on the identified items, are an important element that would contribute to an 

understanding of the phenomenon of loyalty program avoidance in general. Furthermore, the 

outcome of the literature review is expected to be a steady model that would contribute to 

filling in the lack of the knowledge within this field.     

 

Commitment 
Commitment represents an implicit or explicit guarantee about the involvement in a 

relationship with the aim of achieving its continuity (Wetzels, de Ruyter & van Birgelen, 

1998). Rosenbaum, Ostrom and Kuntze (2005) bring up the commitment in a membership, 

where parties devote themselves to fitting into and, belonging to the group, where they secure 

their positions and obtain benefits. 

 

 

 Obligation 
The aim of loyalty programs is to build and maintain strong relationships with the customers 

(Lacey, 2009; Yi & Yeon, 2003), but the customer contribution and active participation is 

essential for sharing this experience (Lacey, 2009). As the commitment gets stronger, the 

obligation to be involved in, and achieve a successful, satisfying and valuable relationship 

also gets to the higher level (Wong & Sohal, 2002). However, if partners believe that they are 

more dependent on other party, they automatically put less effort into the less valuable 

relationships (Wetzels et al., 2009). Since loyalty schemes seem similar in most of the 

programs, customers might feel that they get rewarded for the loyalty in all stores and, for that 

reason, they do not see any motives for being tied to any specific company (Parker & 

Worthington, 2000). Because of the feeling of obligation, by joining the loyalty programs, 

many consumers express their disinterest in such programs, as Wendlandt and Schlader 

(2007) say, the most simple effect of reactance towards these programs is that the consumers 

actually choose to reject offer to participate. Even Ferguson and Hlavinka (2008) mention 

customers’ desire to feel independent as the reason that they do not want to get involved in 

relationships with the companies.  
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“To express his/her independence, the consumer might therefore exhibit a lower tendency 

towards this patronage behavior...” 

                                                                             (Wendlandt & Schlader, 2007, p. 296) 

 

Moreover, the gender diversity may also play a role when the feeling of independence and 

obligation is concerned. Harmon and Hill (2003) explain that the conventional wisdom 

indicates to the tradition where women purchase more often in the family, because of their 

role in the household. Consequently, these authors’ three month long study has shown that the 

greater part of the loyalty card and coupon users were women, and that men showed little or 

no interest in taking the shopping responsibility. Besides, Wright and Sparks (1999) observe 

that, with the huge number of cards in existence, customers start to tire of carrying them and, 

for that reason, they decide to refuse them. This is emphasized by one of the respondents in 

the Noble and Phillips’s (2004) study: 

 

“I guess when you start getting cards from every store you go in, it really adds up. I can’t 

even tell you how many cards I have in my wallet. I have so many I couldn’t even guess really 

what stores I have in there.”  

                                                                                                  (Noble & Phillips, 2004, p. 295)  

In the end, it gets annoying and it is simpler to just make a purchase without any 

complications with loyalty programs, discount cards and chasing through one’s wallet in 

order to find the right card (Ibid). 

 

 

 Non-recurrence  
Duffy (2003) explains that once customers get used to one company, they also stay loyal to 

that company:  

 

“Customers get in a groove and stay in that groove.” 

 (Duffy, 2003, p. 482) 

 

However, Nath (2005) claims that customers do purchase at more than one place, and 

mentions the promiscuous ones that easily get bored of being faithful to one particular 

company. They prefer transformation by experiencing new things and trying new products 

and brands. However, according to Ferguson and Hlavinka (2008), it is worth remembering 

the general rule that a consumer who joins to the loyalty program on his/her own initiative, is 

also the one who tends to be active in its membership later on. Though, as observed in Noble 

and Phillips’s (2004) study, customers reconsider if they want to accept the discount card 

when they know for sure they will not utilize it in the future, for one or another reason. In that 

case, they feel that it is not worth having the card and keeping up with it all the time. 

 

 

 Product offer 
There is a tendency for believing that well implemented loyalty programs are likely to enlarge 

the company’s product consumption among the customers (O’Brien & Jones, 1995 in Bolton, 

Kannan & Bramlett, 2000). Yi and Yeon (2003) partially agree with this statement and add 

that the product loyalty occurs only if the loyalty program brings value to the customer.  
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“ … customers may want a long-term relationship even with a low-involvement product such 

as detergent, soft drinks, and soaps, as long as the loyalty program is valuable to them.” 

                                                                                                            (Yi & Yeon, 2003, p. 238) 
 

 Consumers with steady, strong and clear product preferences can more easily evaluate 

companies’ product offers by comparing their characteristics with the characteristics that they 

are looking for and seem significant to them. If taking into consideration that customers 

usually have unclear and unsteady product preferences as well as narrow insights into these 

preferences, their product and offer assessments might be affected by a range of cues that 

might result in a right or wrong fit. (Simonson, 2003) 

 
 

 Keeping up with the card 
Keeping track of discount cards is an issue for many customers. As Noble and Phillips (2004) 

observe, it happens more or less often that they forget the card at home or perhaps lose it. The 

experience with the frustration about keeping up with the card all the time, only for the 

membership purpose, puts many consumers in a position where they actually reconsider 

whether they, in future, want to be involved in such programs or not. Even if consumers have 

their cards in their wallets during the shopping, it might happen that they forget to show it to 

the seller and in this way, they miss the opportunity to gather some bonus points and other 

possible benefits. Similarly, as one of the cases referring to the Subway card in Noble and 

Phillips’s (2004, p. 296) study, shows:  

“You don’t always have it with you. If you do have it with you half the time you forget to ask 

to get it punched.” 
 

Furthermore, it has also been shown that the consumers’ interests in loyalty programs 

decrease for the reason that the company’s personnel do not ease the situation for them, by 

reminding them to use the card when paying, and register the bonus (Ibid).  

 

Trust 
As a crucial element in establishing and maintaining a relationship between two parties, trust 

signifies trustworthiness and honesty between the parties in their interaction and transactional 

exchange (Morgan & Hunt, 1994). If the consumers notice intensive marketing actions that do 

not seem to bring any evident or logical benefits, they turn out to be more cautious. This 

suspicion affects consumers’ enthusiasm in trusting marketing messages and their willingness 

to establish relationships. (Duffy, 2005) 
 
 

 Marketing tricks 
“Consumers seek truth and honesty. They need to feel comfortable and confident with the 

companies they do business with.” 

                                                                                                                 (Duffy, 2005, p. 286) 
 

Pitta, Franzak and Laric (2003) stress that if the relationship is aimed to be established, 

mutual trust and shared values are the most important ingredients. For instance, the buyer 

needs to get value when entering into a relationship with the seller. At the same time, the 

value sharing needs to be mutual and the seller must also find this association with the buyer 
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worthwhile. In other words, the situation needs to be win-win. In addition, Duffy (2005) 

points out that all marketing actions need to be true and concrete so that they seem right. For 

that reason, marketers need to bring in enthusiasm and certainty in what they are doing, in 

order to convince the customer and win their loyalty. 

The loyalty programs concept as a marketing tool is about one goal, to secure customer 

loyalty to a merchant (Garcia Gómez, Gutiérrez Arranz & Gutiérrez Cillán, 2006). A 

customer usually receives a plastic membership card that has to be swiped through the till at 

each and every purchase (Rowley, 2000). As Capizzi and Ferguson (2005) observe, the 

membership card is yet an essential moment in most of the loyalty programs around the 

world. However, from the customers’ point of view, there is a tendency of trusting that the 

card provides extra benefits, with the help of the magnet bar that registers their purchases, 

which afterwards is registered in the company’s database system (Noordhoff, et al., 2004).  
 

“Loyalty card programs are incredibly data-rich environments for exploring relational 

outcomes. When loyalty cards are scanned at the point of purchase, data are captured 

automatically cataloguing consumer, time, day, products bought, prices, and a variety of 

other pieces of information.” 

                                                               (Allaway, Gooner, Berkowitz & Davis, 2006, p. 1319)  

 

The customers’ profile and purchase information may later on be used to make segmentation 

in the company’s database for the direct marketing ideas in order to create individual offers 

that would match the customers’ needs (Rowley, 2000). Customers gather some bonus points 

that are registered by the magnetic band at the back side of the card, which after a specific 

number of collected points have been awarded, would give some discounts and rewards 

(Rowley, 2000). Rewards might differ from special offers, to discounts or bonuses, and are 

aimed towards every customer groups’ needs and demands (Garcia Gómez et al., 2006). Even 

though marketers stress that their only interest in customer data is to improve the individual 

offers to the customers (Lee, 2004; Garcia Gómez et al., 2006), there is a fear and mistrust 

among customers that the company owns too much information about them (Lee, 2004). 

Although, Byrom (2001) concludes that there is hardly any evidence that customer 

information is used particularly in companies marketing programs, though he anticipates that 

TV advertizing, and similar tools might make some use of this information as well. However, 

to be able to foresee the customers’ future purchasing behavior, customers’ current repurchase 

trend might help the researchers and companies to get the insight into this situation 

(Keiningham, Cooil, Aksoy & Andreassen, 2007).  

 

Furthermore, members of the loyalty programs tend to buy higher quantities to fulfil the 

conditions for getting rewards, which Meyer- Waarden (2008) calls the points pressure 

impact. Similarly, there are rewards other than points that may tempt customers to purchase 

more, for instance, a petrol station that offers a car vacuum cleaner to the members that have 

made 20 purchases at that station (Kivetz & Simonson, 2003). Consequently, Reicheld (1996) 

observes that in the rush for achieving bonuses and points, the customers’ level of sensitivity 

for the concurrent companies’ offers and prices declines and, in this way, companies entice 

the customers to pay high prices for the products they habitually purchase or to buy a larger 

quantity. Ferguson and Halinka (2008) found that some consumers, especially older ones, are 

distrustful that the companies tend to manipulate product prices in order to make up for the 

offered discounts. Parker and Worthington (2000) are of opinion that, if a reward is desired, a 

higher monetary involvement needs to be made. 
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“They then realize that the reward enhances their future utilities and that they need to 

accumulate the required “points” by increasing their purchases until the gratification has 

been earned. The customer might receive a reward at the end of period n0, depending on his 

or her purchase level during that period.” 

                                                                                                    (Meyer-Waarden, 2008, p. 93) 
 

Consequently, Meyer- Waarden (2008) also stress that collected points are often neither 

moveable to another period after the limited time, nor transferable to another store if a 

customer ends his/her purchasing at that particular company. Additionally, psychological, 

relational and other drift factors might increase customers trust, emotional commitment and 

connection towards the company (Morgan & Hunt, 1994) and by that, loyalty programs can 

provide the feeling and sense of pride about getting or winning something, without having to 

pay the usual price for it (Kivetz & Simonson, 2002).  

 

Time 
Time has become a resource which is highly valued among customers (Juster & Stafford, 

1991). As daily life moves on, it is commonly known that the lack of time becomes more 

acute and, due to that, time pressure has become a strong feature in people’s everyday lives 

(Southerton, 2007).   

“There is no gainsaying that present day consumers are time-poor and constantly juggling 

competing claims on their routines.” 

(Miranda & Konya, 2008, p.44) 

According to Davies (1993), individuals strive to reduce the time it takes to complete an 

activity in order to accomplish other activities, which appear to be preferred and more 

important for the customers. Moreover, when customers accept membership in a loyalty 

program, they may be asked to complete a form, which will ask for private information, such 

as name and address (Rowley, 2000). At this point, Wright and Sparks (1999) point out that, 

costumers are not considered to have time to complete these applications. Even though the 

customers desire to engage in the relationship with the company, if there is too much time 

required, due to the application that needs to be filled out, those customers may also be 

resistant (Noble & Philips, 2004). 

 

Quality 
According to Ghobadian, Speller and Jones (1994), quality mean different things to different 

people and multiple descriptions might be found. In this study, the following description of 

quality is considered as the most appropriate: 

 

“…satisfying customer’s requirements…” 

(Ghobadian et al., 1994, p. 48) 
 

In addition, this description may also refer to the concept of costumers’ perceived quality, 

since the quality may only be settled by the customer, but also since it occurs when a firm 

provides goods or services to satisfy the customers’ needs (O’Neill, Palmer & Beggs, 1998). 

According to Grönholdt, Martensen and Kristensen (2000), perceived quality can be divided 

into two different parts: the first one is “hard ware”, which refers to the quality of the product 



- 45 - 

 

or service that is provided. The second one is “human ware”, which includes the interaction 

between the customer and employee and how the customer perceives the personnel’s 

behavior. 

 
 

 Employees 
During service delivery, Lemmink and Mattsson (2002) make clear that everyone, as 

customers, have experienced both positive and negative feelings towards the firm. How the 

customers perceive the quality occurs in the interaction between the service provider and the 

customer (Stauss & Mang, 1999). However, all these interactions represent the firm in a 

positive or negative manner (Wong & Sohal, 2003), and it is of great importance to 

understand how customers perceive different encounters (Stauss & Mang, 1999). If the 

service provided is going beyond the customers’ expectations, the customer will be satisfied. 

On the other hand, if the customers’ perception of the service provided does not fulfill their 

expectations, there is considerable risk that the customer will be dissatisfied. (Lee, Nam, Park 

& Lee, 2006)  

 

If the customer has a bad experience from the service (Duffy, 2003), and turns out to be 

dissatisfied, it will probably affect the choice of having a further relationship with the  

company, since loyalty programs have a positive effect only when customers are satisfied 

with the service provided by the employees (Bolton et al., 2000).  
 

“…customers form the perception of service quality according to the service performance 

they experienced. It is therefore the customer’s perception that rates the service quality of an 

entity.” 

(Ismail, Haron, Ibrahim & Isa, 2006, p. 740) 

 

The employees delivering the service are important sources of differentiation and competitive 

advantages for the firm (Pfeffer, 1994), since they play an important part creating the service 

experience (Wong & Sohal, 2003). Employees possess a role of engaging new customers into 

their loyalty programs, which means that employees’ attitudes and behavior have major 

impact on consumers’ reaction to loyalty programs (Smith, Sparks, Hart & Tzokas, 2004). 

Furthermore, all employees´ actions have a major impact on customers’ satisfaction and 

quality perceptions (Chebat, Babin & Kollias, 2002; Lee et al., 2006), and due to that, the 

employees need to provide the services in a proper way to ensure that their attitude and 

behavior contributes to a qualitative service delivery (Hartline & Ferrell, 1996 in Lee et al., 

2006). 

 

 
 Products 

“…in the long term, the most important factor affecting business performance is the quality of 

“goods” and “services” offered by the organization, relative to its competitors.” 

(Ghobadian et al., 1994, p. 43) 
 

As well as perceived service quality, the quality of the product is growing as a competitive 

issue (Garvin, 1984). According to Waller and Ahire (1996), the quality of the products is one 

of the most important tangible factors regarding costumers’ perception of the quality the 

company provides. Bolton et al., (2000) show that previous experiences with a product 

strongly affect customers’ choice of repurchasing in that particular store. However, 
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consumers consider the product quality as a vital concern and, thereby, the consumers´ 

perception about the product quality is of great importance, since it is a source of satisfaction 

(Bei & Chaio, 2001).The customer may only be regarded as satisfied when the products 

offered meet customer’s expectations (Bridson, Evans & Hickman, 2008). If the customers 

end up satisfied, the perceived product quality may have both indirect and direct effects on 

loyalty. Products are generally the main part the customer purchase, which may contribute to 

customer loyalty directly. On the other hand, during the purchase, the consumers also get 

exposure to service actions, which will contribute to an indirect affect of customer loyalty. 

Therefore, it is suggested that product quality should be considered as the foundation that 

creates and increases satisfaction and loyalty among customers. (Bei & Chaio, 2001)    

 

Finances 
“Within the scope of family purchases and decisions, financial decisions and tasks are an 

essential component of family economic behavior.” 

                                                                                                               (Hopper, 1995, p. 24)    

 
 

 Participation cost 
As observed by Dick (1995), loyalty program membership fees might have a negative effect 

on consumers’ reactions, because they might be interpreted in a way that is only beneficial for 

the company. For that reason, Dick (1995) advises that retailers charge lower fees for a 

shorter time, for instance six months, instead for higher fees for a longer time, perhaps on a 

yearly basis.  

 

“The former strategy will lead to fewer purchase occasions between fee payments, leaving 

less opportunity for psychological amortization of the fee and facilitating an earlier renewal 

of its benefits.” 

                                                                                                                   (Dick, 1995, p. 67)                                                                                                                                             

 

In accordance to the above mentioned suggestion, (Ibid) supposes that customers would pay  

lower membership fees more promptly and is also in opinion that they would not notice them 

at every purchase, since they would perhaps not calculate it, anyway. This way, a 

psychological effect of paying a fee would be less influential and would not be that 

dominantly decisive when a loyalty program offer is suggested. Nevertheless, it is important 

to mention that there are some opposite views on membership fees, where Duffy (2003) states 

that once a customer has paid his/her participation fee in a loyalty program, he/she is likely to 

reconsider whether he/she would purchase elsewhere or not. 

 
 
 Private finances 

Family income is likely to affect purchasing habits (Sanlier & Karakus, 2010), where product 

prices, sorts and quantity play a major role (Williams, 2002). However, when it comes to 

loyalty cards influence on purchasing behavior and its volume, Meyer- Waarden (2002) and 

Meyer-Waarden and Benavent (2003) observe that customers that own loyalty membership 

card usually purchase larger amounts of goods than customers who do not own such a card. 

Despite this statement, Garcia Gómez et al. (2006) have an opposite opinion, where they 

argue that loyalty programs cannot either influence or change the customers’ behavior and 
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that they do not purchase more just because of the loyalty card. Allaway et al., (2006) explain 

that one of the loyalty programs common limitations is the difficulty to precise the real 

percentage of the loyal customers, completely committed to only one particular retailer. Some 

of the loyal customers carry out all their shopping at one particular store, but there are those 

who shop in two or three stores, or even vary their purchases between several stores (Ibid). In 

other words, it has been discussed that customers purchase at more than one store, even if 

they own a loyalty membership card: 

 

“The spread of purchases between different points of sale is one of the barriers to loyalty 

towards one retailer...Switching costs lead the consumer to visit a limited number of points of 

sale as they reduce the appeal of other choices.” 

                                                                                              (Garcia Gómez et al., 2006, p. 388) 

 

Yin and Paswan, (2007) argue that the tendency to search for the prices and compare them 

helps to improve one’s product and price related familiarity. Therefore, a well informed 

customer is likely to be more careful in his/her purchasing and more aware of what is 

happening in his/her shopping surroundings. Suri, Manchanda and Kohli, (2000) observe that 

comparing prices might cause uncertainty for the consumers because, as Yin and Paswan, 

(2007) emphasize, the price volatility is likely to be confused. As Suri et al., (2000) note, the 

dilemma could appear, since it would be logical that the higher the price, the higher the 

product quality and vice- versa, where the reduced prices might raise the consumers’ 

sensitivity about the financial effort related to the purchase.   

 

“If they feel confused by price volatility, they are likely to clarify the confusion caused by 

price volatility when they actively compare price and search product information.” 

                                                                                                       (Yin & Paswan, 2007, p. 272) 

 

As Gbadamosi (2009) says, it is obvious that the consumers who compare prices are aware of 

getting value for money in their shopping. The author is of the opinion that these consumers 

consider that higher prices do not automatically signify better quality. Instead, they think that 

higher prices exist because of the particular brand or perhaps luxurious product packaging as 

well as promotion costs. These consumers find the low-priced brands as beneficial as the high 

price ones and that is why they do not see any reasons why they should pay more. However, 

this judgment could also be influenced by their limited financial situation, since low-income 

consumers are also more price-sensitive and are predisposed to saving money. Additionally, 

Ferguson and Hlavinka’s (2008) study also refers to reasons such as unnecessary expenditure 

for rejecting the loyalty programs offers. 
 
 
 Product price  

“…when a retailer is chosen by a consumer as the point of sale at which he will make most of 

his purchases; loyalty programs play a secondary role.” 

                                                                                             (Garcia Gómez et al., 2006, p. 394)  

                                                                                                                                                                                   

Consequently, there are other factors that are decisive, for instance diversity, price, location or 

perhaps staff and the service they offer, which could be more tempting for the customers 

(Ibid). Additionally, Munnukka (2008) observes that price sensitivity is closely connected to 

the demographic background, such as age, gender, income, etc. In other words, factors like 

these might influence one’s price sensitivity and price perception, since it has been stated that 



- 48 - 

 

price aware people are averse to paying higher prices for the products. Gbadamosi’s (2009) 

study has shown that low-income women consumers are price aware, and indeed, search for 

prices of the products and compare them. So, taking into consideration the financial concerns 

of some of the customers, Yavas and Babacus (2009) state that low prices might be the most 

important factor that would contribute to maintaining the customer and keeping him/her loyal. 

As Kukar- Kinney (2005) asserts, customers can basically choose to buy at the lower price 

stores instead.    

 

Location 
According to Wright and Sparks (1999), Moye and Giddings (2002) and Handy and Clifton 

(2002), store related factors, such as convenience and location, might have an impact on 

consumers’ choice to patronize or purchase at particular retailers and, thereby, may influence 

the decision of loyalty program acceptance (Wright & Sparks, 1999).    

The location of the store also has an impact on the ability to attract consumers, which can be 

considered as a natural competitive advantage for the company (Allaway et al., 2006). When 

it comes to consumers’ choice of stores, it is suggested that people prefer to frequently visit 

stores in the nearby area where they live (Verma & Gupta, 2005; Carpenter & Moore, 2002; 

Meyer-Waarden, 2005). Additionally, the closer the consumer is to the store, the greater are 

the possibilities that the consumer will buy at that particular store (Darley & Lim, 1999). On 

the other hand, if the consumer has a perception of distance to the particular store, the chances 

to patronize that store are low, since a greater number of alternatives that might sell similar 

products are available (Loudon & Della Bitta, 1993 in Darley & Lim, 1999). Additionally, 

countries are different in their cultural traditions and this may also have an impact on 

consumers’ choices of retailer (Meyer-Waarden, 2005). However, one reason why consumers 

choose an immediate store is to reduce the travel distance and also the travel time (Handy & 

Clifton, 2001), which can be described as the both physical and psychological efforts 

consumers have to put in to reach the retailer (Darley & Lim, 1999). Therefore, consumers 

strive to find the best available way to reach the store in order to save time (Darley & Lim, 

1999). Although, Runyon and Stewart (1987) in Darley & Lim (1999) argue that the actual 

time and distance to the store are a bit overrated and consider that it is the total amount of 

driving time and distance to the store that play an important part. Consumers may drive a few 

extra miles in order to take the highway and, thereby, they save some time and extra minutes 

to reach the target store (Darley & Lim, 1999). 

 

Even though consumers struggle to minimize distance and travel time, other research has 

shown that consumers might go outside their local area to purchase, since the image of the 

store plays an important part in consumers’ choices (Fotheringham & Trew, 1993; Darley & 

Lim, 1999). According to Handy and Clifton (2001), if a store posses a good and positive 

image, it has a great chance to attract non-frequently visiting customers. Furthermore, such an 

image may decrease the negative aspects and issues concerning the location and everything 

that goes with it. Equally, products and occasions may also have an impact on store 

preferences among costumers regarding the travel distance (Hsu, Huang & Swanson, 2009; 

Darley & Lim, 1999). If customers are dissatisfied with the products offered at the nearby 

area, they seek to find better options outside the local area and, in this respect, the distance 

makes no difference (Guy, 1990 in Hsu et al., 2009). As shown, there are possible ways for a 

store to conquer the disadvantages of location and distance issues but, so far, what effect the 

distance has on consumers patronizing, is still a doubtful statement (Hsu et al., 2009). 
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Privacy 
Seen from this study’s perspective, Kavakli, Kalloniatis, Loucopoulos and Gritzalis (2006) 

define the word “privacy” as acting in accordance with someone’s wish about how to handle 

his/her private information. The intention is to keep peoples’ private information safe and to 

avoid unlawful exposure of it (Ibid). Consumers are becoming anxious and more aware of the 

confidentiality when it comes to the management of their private information and about how 

their purchase activities are followed up (Graeff & Harmon, 2002; Kelly & Erickson, 2004). 

However, privacy worries are nothing new (Lee, 2004; Graeff & Harmon, 2002). This was 

observed in the late nineteenth century, when the invention of the new technology, such as the 

camera, could capture images of peoples’ activities and publish them in newspapers, which 

has been considered as threat to peoples’ private lives. (Graeff & Harmon, 2002) 

 
 

 Abuse of private information 
Some of the main reasons that customers do not want to take part in companies’ loyalty 

programs are their concerns about the privacy, control over their private information, more 

money spent than planned and membership fees. In general, consumers hardly believe that 

marketers care about peoples’ privacy questions because of previous negative experiences 

with companies that require too much private information. (Graeff & Harmon, 2002)  

 

Additionally, for the purpose of supplying the customers with satisfying and innovative 

products and services, marketers need to gather some information. However, this seems to be 

a barrier to the marketers for establishing customer relationships, because, questions 

concerning private information are a sensitive subject, and many customers refuse the 

communication when they are being asked about such questions. In other words, privacy 

becomes the reason for rejecting the company’s membership offer. Consequently, there are 

some threats that might have contributed to opening the consumers’ eyes and making them 

more aware of their privacy. Media plays a major role here, such as on national television, 

where stories about misusing private information are told, where more detailed description of 

the methods about how this might be done and how the social security number can be 

accessed is told in public. (Pitta et al., 2003)  

 

For the reason that the media have highlighted this issue (Pope & Lowen, 2009), so people are 

deciding that the rewards given with loyalty programs are not worth the loss of privacy 

(Wright & Sparks, 1999). Therefore, they become doubtful and distrustful in giving away 

their private information so that someone can identify them and their purchase habits in order 

to misuse it in one or other way (Ibid).  

 

Consequently, when it comes to the security, Cooper (2005) suggests that the disclosure of 

any personal information after the parties’ agreement should be managed on a legal basis 

written in the law, and he gives the advice that: 

 

“…data privacy rules always need to be considered whenever a transaction involves the 

disclosure or processing of any personal data.” 

                                                                                                        (Cooper, 2005, p. 352) 

 

It is important to mention that, in accordance to EU privacy laws, Cooper (2005) also reminds 

that parties should make sure that appropriate safety actions are taken when private 
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information is passed to others. In the case of companies’, it would mean implementing 

suitable technical and organizational measures, just to avoid illegal destruction of, or access 

to, confidential data. 

 

 

 Purchasing data 
“…you use a grocery store discount card (loyalty card) that provides special prices on 

certain items. Using the card also allows the grocery store (and food manufacturers) to 

record the specific items that you purchase and the time of day you purchase them.”  

(Graeff & Harmon, 2002, p. 302) 

 

It was previously mentioned that there is serious anxiety among customers when it comes to 

abusing their personal data but, as Graeff and Harmon (2002) observe, there are even 

concerns about the extent to which everyday purchasing behaviors are controlled. Rowley 

(2000) explains that when a customer joins the loyalty program, filling in the form that 

requires name and address in order to put it in the database, is the usual starting point. 

Afterwards, further data might be inputted, in purpose to oversee the individuals’ shopping 

actions. 

 

Long, Hogg, Hartley and Angold (1999) state that the fast expansion in information 

technology increases the possibility to more easily gather, study and utilize customer 

information. Unfortunately, this has also led to an increased awareness about benefits and 

detriments of this high technology progress. According to Pope and Lowen (2009), this would 

basically mean that consumers are worried about a large quantity of data being accessible in 

the databases and because of that, they are also suspicious about the privacy incursion. Graeff 

and Harmon (2002) and Meyer-Waarden (2008) agree with these statements and mention that, 

because of the fact that loyalty program cards are scanned during every purchase, marketers 

can see when and what each customer buys. Wright and Sparks (1999) state that a plastic card 

is, more or less, used in every loyalty program, since there is no better way to categorize the 

customers. Also, Worthington (1998) mentions scanner-based observation that gives the 

possibility to marketers to check on the purchase frequency of their customers. Moreover, 

Franzak, Pitta and Fritsche (2001) say that the customer profile data is important for the 

customer-retailer relationship since, based on that, some custom-made deals might be offered 

to the consumer. A more negative view comes from Graeff and Harmon (2002) and Meyer-

Waarden (2008), where they state that this information can be forwarded to other marketers 

for some promotional purposes. 

 

 

 Disturbance 
Despite above mentioned causes for privacy concerns, many consumers might feel that their 

privacy would be disturbed if they got involved in loyalty programs, mostly because of all 

annoying material sent to their mail addresses (Noble & Phillips, 2004). Capizzi and Ferguson 

(2005) observe that the market is mature, with all these unexciting loyalty programs based on 

the same schemes and motives, which actually start boring people. 

 

“… consumer fatigue and boredom appear to be directly tied to the unimaginative 

redemption choices found in most reward catalogs... “ 

                                                                                                (Capizzi & Ferguson, 2005, p.77) 
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Furthermore, customers are also annoyed with coupons (Rowley, 2000), but it has been 

noticed that the elderly population is likely to have more positive feelings for the promotional 

material, especially females (Barnes & Peters, 1982 in Page & Luding, 2003). Additionally, 

the greater part of respondents in Page and Ludings (2003) study reflected on promotions and 

direct marketing media as annoying and as an invasion of privacy. Telephone promotions 

were pointed out as particularly disturbing. Thus, more than half of the respondents’ answers 

indicated that mail and e-mail advertizing also disturb their privacy. It has also been 

concluded that consumers’ purchase intentions might vary, depending on their earlier 

experience with marketing promotions. 

 

Benefits 
When companies implement loyalty programs, the aim is to create a win-win situation for 

themselves as well as for its customers. By using the loyalty program, companies struggle to 

gain deeper knowledge about valuable customers to be able to increase customer satisfaction 

by rewarding them with benefits and, thereby, create loyal business relationships. At the same 

time, this results in the benefits of the companies in terms of increased sales and profits, 

although, the benefits may only occur if a customer decides to accept membership in a loyalty 

program. However, statements show that an implemented loyalty program does not always 

achieve these goals and that loyalty programs have contributed to negative experiences and 

frustrations among the consumers. Consequently, the relationship may end up weak and may 

affect the customer retention in a negative manner. (Stauss et al., 2005) 
 
 

 Customer 
A customer is not interested in committing and entering into relationships with a bunch of 

different companies (Hart, Smith, Sparks & Tzokas, 1998 in Wright & Sparks, 1999), they 

rather tend to obtain the most appropriate ones, in order to reach the so-called “free benefits” 

the companies offer (Wright & Sparks, 1999; Noble & Phillips, 2004). Additionally, it is 

assumed that these benefit offers are the main reason why costumers would want to be 

involved in a business relationship with a company (Ibid).  

 

“…the more a consumer buys, the more rewards he or she is likely to earn.”  

(Liu, 2007, p. 23) 

 

From a customer’s point of view, the reward for being a loyal customer is one of the aspects 

that establish the program’s value (Dowling & Uncles, 1997). However, research show that 

the customers might be rewarded in terms of points depending on how much they spend in the 

particular store. These points will later be available for the consumer as a discount or may be 

exchanged for a free gift in the same store they were collected (Wright & Sparks, 1999; 

Rowley, 2000; Miranda & Kónya, 2008). As Wright and Sparks (1999, p. 431) express: 

 

“…most people like to get something for nothing.” 
 

Moreover, the benefits offered to the consumer may also consist of rebates, bonuses, services 

(Stauss et al., 2005) or giveaways and special offers (Pearson, 2006) as well as 

percentage/price reductions, savings, credit facilities or a feeling of belonging (Roehm, 

Pullins & Roehm, in Nordhoff et al., 2004). Lowenstein (1995) distinguishes between two 

different benefits: hard and soft benefits. Hard benefits carry an economic value and involve 
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benefits such as discounts, coupons or rebates (Mulhern & Duffy, 2004; Sneath & Lacey, 

2006). Such benefits may encourage customers to pay attention and notice new products 

(Bridson et al., 2008). In contrast, soft benefits are more emotional in nature. These benefits 

are highly valued by the customers and they also contribute to customers’ perception of 

feeling special. (Mulhern & Duffy, 2004) 

 

Although, it is easier for the customer to evaluate hard benefits in contrast to soft benefits, 

which tends to be complicated to implement. It is also difficult for the competitors to copy the 

soft benefits, whereas hard benefits easily can be duplicated (Gable, Fiorito & Topol, 2008).  

 
 
 Company 

Shugan (2005) argues that a true loyalty program should reward the valuable costumers. 

However, research has shown that many loyalty programs appear to be a disadvantage instead 

of being a benefit for the customer (Shugan, 2005; O´Malley, 1998). O´Malley (1998) claims 

that rewarding the loyal customer is the stated purpose of such programs, whereas, the 

fundamental purpose of implementing the program is the companies’ possibility to 

manipulate the consumers and their behavior. For instance, companies encourage customers 

to take part of new products, brands and services by using individual offers, such as coupons. 

On the other hand, according to Shugan (2005), loyalty programs entail companies’ 

possibility of gaining short-term revenue. While the customer agrees to commit to the 

company and gives the company the possibility to increased revenue, the company will only 

provide and promise future rewards to the customer. The company does not trust to the 

customers, but demand the customers to trust the company. (Ibid)   

Jang and Matilla (2005, p. 403) also point out the view of companies’ advantages of using 

loyalty programs and state:  

“Most of these programs are designed to protect the existing customer base and thereby 

maintain sales levels, margins, and profits.” 

Moreover, Dowling and Uncles (1997, p. 81) bring up a few reasons why loyalty programs 

are more beneficial and profitable to a company:  

 

 the costs of serving customers are less 

 loyal customers are less price sensitive 

 they spend more with the company 

 they pass on positive recommendations about their favorite brands/suppliers.  

 

Anyway, one of the most useful reasons why a company should implement a loyalty program, 

from their beneficial point of view, should be to reduce the risk of customers’ intentions to 

variation (O´Malley, 1998). After all, the aim with the program is to enhance customers’ 

willingness to prefer one particular retailer, even though the market offers similar competitive 

options (Allaway et al., 2006).                
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Due to the fact that there is a lack of research within the topic of loyalty program avoidance, 

this study might be interpreted as a contribution to fill in the missing gap of literature, as well 

as the research area.  

In order to sum up the current chapter, it can be noted that the literature review has resulted in 

a model, developed from the findings of the empirical research. The model consists of eight 

different factors characterizing reasons of consumers’ loyalty program avoidance. These 

factors are commitment, trust, time, quality, finances, location, privacy and benefits. A 

number of subcategories can be observed as well. Finally, it should be highlighted that the 

below presented model is this study’s major contribution to the research field, loyalty 

program avoidance. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Fig 12: The final model representing loyalty program avoidance for both Swedish and Hungarian respondents. 

Source: the authors. 
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Analysis 
 

In this part, the empirical findings from the interviews are analyzed and compared with the 

developed theoretical framework. A discussion takes place highlighting differences between 

the Swedish respondents and Hungarian respondents regarding loyalty program avoidance. 

The upcoming conclusion will be based on this section.    

 

    FACTORS REGARDING LOYALTY AVIODANCE 
 

 

Commitment 
Involvement in a relationship requires two parties, willing to be committed, and any of the 

opposite beliefs could be the reason for relationship avoidance. Loyalty program avoiders 

might consider the participation as an obligation. However, some of the respondents from 

both countries feel that non-recurrence is a reason for turning the offer down, but also that the 

product offer is not satisfactory. Indeed, the interviewees from both nationalities, who refuse 

the commitment into a relationship, claim that they would probably forget their cards at home 

and for that reason, there is no point for them to get involved in such programs.  

 

 

 Obligation 
A feeling of anxiety by being committed to one company is not recognized in Sweden’s case, 

but it is common for some of the Hungarian respondents, where they express that they do not 

like to be bound in a relationship. As Nóra says, it is easy to miss the offers from other  

companies if one is stuck with having to purchase at one particular company. Certainly, it 

could be presumed that being committed to one certain company might invoke a feeling of 

obligation. As has been stated in a previous chapter, the obligation to engage in a satisfying 

relationship gets stronger also when the commitment to the relationship is intensifying. 

Hungarians’ seem to be aware of this fact and, for that reason, they rather choose to not get 

involved in relationships. However, the literature has also shown that it is easy for the 

customers to put less effort into a relationship and decrease their active participation if they 

do not see any special benefits with that, especially if the loyalty programs are similar to each 

other in all stores. It could be argued that, if the case is as such, the feeling of obligation 

becomes a fact and it is a quite natural reaction to withdraw or reject the offer. One of the 

Hungarian respondents offers a typical example of that. Réka abandoned her participation in 

loyalty programs because it was annoying to collect bonuses with stickers all the time. In her 

opinion, it was only an obligation. As shown in the literature review, the main idea with 

loyalty programs is to form relations with customers and keep them loyal to the company. 

Because of the feeling of obligation, joining such programs makes no sense for some people, 

and the easiest way out is simply a rejection, as also shown in this study. Consumers in 

Hungary perhaps receive multiple offers from different stores, which might make them think 

that if they have accepted only a few of them, it would only be a duty.  

 

The wish for independence has also been mentioned in the previous chapter, which might be 

the reason for loyalty programs avoidance among Hungarian customers. Swedes do not show 
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concerns about this. A typical example is one of the Hungarian respondents, Miklós, who 

lacks interest in such programs, since he does not want any obligations. Instead, he wants to 

feel free and buy what he wants to buy, not just because there is a discount or special offer on 

a certain product. Another Hungarian consider this way of purchasing as provoking, and is 

positive that there are many others who feel the same way, since it is difficult to pull back 

from such programs, which could be interpreted as a feeling of obligation and annoyance. The 

feeling of obligation with loyalty programs is expressed by two other Hungarian respondents 

as well, and one of them, Norbert, admits that, because of the busy schedule at work and in 

his private life, it is his wife who is tasked with the family shopping. This concords with 

Harmon and Hill’s (2003), somewhat conservative statement that shopping is mostly managed 

by women, concerning their role in the household, but also, because men do not show an 

interest in shopping. Since such an example did not occur among Swedish respondents, it 

could be noted that, in Hungary, some traditional views on this still exists, while in Sweden 

they do not. The reason could be that in Sweden, the household roles are not strictly divided 

among partners, and that the egalitarianism is more implemented in their country than in any 

other in Europe, if not in the world.  

 

Furthermore, there are other reasons for rejecting the membership card offer, such as 

avoidance of the obligation and commitment with other companies if one already participates 

in another company’s loyalty program. This case was only noted in Hungary, where one 

respondent says that she always purchases at the supermarket where she is a club member and 

is satisfied with that. For that reason, she does not need any more cards in her wallet. The 

literature also points out similar statements, where people easily get tired of owning many 

cards and, therefore, they often decide to refuse loyalty card offers. This motive is also 

recognized in Noble and Phillips’s (2004) research, whose results have shown that it is easier 

to go shopping without complicating factors, such as loyalty cards. Two of the Hungarian 

respondents mentioned that the reason for the rejection of loyalty programs was that they 

already have enough cards in their wallets. However, concerning Sweden, the obligation as a 

reason for not accepting loyalty programs offers is recognized at only three of the 

respondents, who mention that it is only annoying to keep so many cards in their wallets, 

because they already have enough of them. As Swedish respondent Fredrik says, he does not 

use them anyway. In general, it is noticed that the feeling of obligation is more expressed by 

Hungarian respondents, who mention more reasons as to why loyalty cards are an obligation, 

for instance, the feeling of annoyance and getting stuck at one company, while Swedes are 

only bothered by collecting so many cards in their wallets, which is the only obligation 

feeling for them. There are clear signals that some of the Hungarian consumers are not ready 

to make heavy commitments, where the feeling of independence is dominating among a few 

of them. It is not surprising, since Hungarians have a large diversity of stores, especially 

grocery and department stores, in almost every corner, that tempt them to shop and offer a 

large palette of products with a large diversity in prices as well. Accepting loyalty cards at 

some of the stores would perhaps bond them, and make them feel obligated. This is probably 

the case for only those who can afford to spend more time on shopping, by going around and 

visiting different stores in order to find the desired products. 

 

 

 Non-recurrence  
Not purchasing or not returning to the place where the participation in loyalty program has 

been offered, is another reason for rejecting a membership card offer. This reason for not 

wanting to commit into a relationship is equally recognized in both countries. Three of the 
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Swedish respondents answered that they always reject participation in loyalty programs if 

they know they will not purchase there. Three other Swedish respondents are of the opinion 

that there is no reason for committing to a relationship with a store they hardly visit. As 

noticed in a Swedish respondent, Sofia’s case, she is of opinion that she will not have 

advantages of the offers if she never uses the card. In the Hungarian case, seven respondents 

gave the same reason for rejecting the loyalty card and it can be noticed that similar to 

Swedes, Hungarians are also in opinion that they would not use advantages with bonuses. As 

one of them, Zita, says, it would not be beneficial for her, since she would not collect enough 

bonus points to get some discounts. For that reason, they lack the motivation for accepting 

these offers and committing to a relationship with a company they hardly plan to revisit again. 

Per from Sweden, thinks that if he would want to be a part of such programs, he would ask for 

it by himself. As Ferguson and Hlavinka (2008) state, a consumer who asks for the 

membership program on his/her own tends to be more active in the relationship, even later on. 

In accordance to the above mentioned respondents, Noble and Phillips (2004) argue that 

customers, who are sure that the card will never be utilized, often tend to reject the 

participation offer. In other words, there is no sense for them to accept it in first place. Mária 

from Hungary rejected the loyalty program in one supermarket because she hardly ever 

purchased there and explained that she is used to shopping at one and the same supermarket, 

where she was familiar with the products. This answer was also noted in two Swedish cases, 

where both William and Julia think the same way. Although, Julia already owns a loyalty card 

at another store and that is one of the main reasons why she decided to reject offers from other 

companies. She admits that she is not interested in changing this habit. Similarly, Aranka 

from Hungary explains that she has been buying at another place for many years now, at the 

outside market, where she can find everything she need for the household and that she does 

not want to change that. It seems common for both nationalities that, if they do not have 

intentions to revisit the store, they would automatically decline the membership offer at that 

particular store. It has also been confirmed by some of the respondents from both countries 

that, once they find a company that they are used to or are satisfied with, they stick to them 

and do not want any other commitments to other companies, especially if they never plan to 

return. This is closely connected to Duffy’s (2003) statement that, once customers get in a 

“groove”, they also stay there and become loyal, which is in opposite to the Nath (2005), who 

claims that customers do not like to get stuck in one company, since they prefer to try 

something new. The latter is contradictory to the given answers from both countries. It could 

be presumed that this factor has nothing to do with nationality, but instead, it is more of a 

psychological character of the human nature in general, and is an individual issue.  

 

 

 Product offer 
It has been revealed in both nationalities that the consumers do not show interests in being 

committed to a company if they are not interested in their products. This has been especially 

noted in Hungary where companies prefer to offer discounts only to particular selected 

products in the whole range. Four of the Hungarians had a reason to reject loyalty program 

offers, since they were not satisfied with the product variety. For instance, Boglárka says that, 

products offered for collecting points on, were not relevant for her. It has been emphasized in 

the literature review that product loyalty is closely connected to the well implemented loyalty 

programs that bring value to the customer. Consumers tend to be loyal even to low 

involvement products when value is offered by loyalty programs offers. One of the four 

Swedish respondents, who mentioned the product offer as a reason for rejecting the 

membership card, explains that, since she is a woman, she rejected such an offer in a building 



- 57 - 

 

supplies store. Other three Swedes simply expressed their lack of interest in the company’s 

offer as a reason for relationship avoidance. Similarly, as indicated in this study, it has been 

observed in the previous chapter that consumers who have strong and concrete product 

preferences are likely to make a right estimation of the products and offers, since they know 

exactly what they are looking for in their purchases and do not risk bad choices with the 

chosen products. This clear preference is definitely a decisive factor in consumers’ choices, 

whether to get involved in a relationship with the company, or rather to avoid it. So, there are 

no differences between the two countries answers when it comes to this point.  

 

 

 Keeping up with the card 
Avoidance of the commitment in a relationship occurs also because people easily leave the 

loyalty program card at home or perhaps forget to show it when they purchase. It is common 

for both nationalities that keeping track of discount cards is only a concern for the consumers.  

This is also emphasized by Noble and Phillips (2004) who mention that feeling of annoyance 

about keeping up with the card often results in consumers’ rejection of loyalty programs 

offers. The same is when it is easy to lose it. For instance, Simon from Sweden reconsidered 

whether to accept a membership in a store where he usually purchase because he felt that he 

would only forget the card and, for that reason, he did not see any points for accepting the 

offer. Likewise, Hungarian respondent Réka feels the same. The only difference is that she 

was already involved in a loyalty program at the cosmetics company, called “dm”, when she 

decided to withdraw, because she always left her card at home and no bonuses were collected. 

That is the same case with another Hungarian respondent, Matil, who usually rejects 

membership card offers, since she is sure that she would forget it anyway. A Swedish 

respondent, David, points out that, because he always loses his cards, there is no point in 

having them. It could be argued by the authors of this thesis that the card is a responsibility 

for the customer and, in this hectic society, it is not surprising that people see the card system 

as a “one more” duty. 

 

Furthermore, Noble and Phillips (2004) state that it is usual that customers forget to show 

their cards to the seller, even if they keep it in their wallets. For that reason, no bonuses are 

able to be collected. Swedes, Susanne and Gustav, are among those who forget to show their 

cards to the cashier and, similarly, they do not have any use of them. Gustav also complains 

that the cashiers do not remind him to show the card. In the literature, it has also been argued 

that companies’ personnel do not make it easy for the customers because they fail to remind 

them about registering their bonuses. In Hungary’s case, there is a tendency for leaving the 

card at home, but none of the respondents complain about forgetting to show it to the cashier, 

nor that the cashiers do not remind them of the card, as the case is in Sweden. This is 

something that Swedish companies should improve if they want to avoid pitfalls. It could be 

presumed that each and every customer should keep the card on his/her mind, but 

unfortunately, it does not work that way in practice. Consumers might be in a hurry when they 

are purchasing or might have other things on their minds, so it is not strange that they 

sometimes forget to show their card to the cashier. On the other hand, it might be an issue for 

the cashier to all the time reminds the customers about the card. One solution could be to 

create a sign, reminding the customer about the card, and put it at a place near the cashier, so 

that everyone can see it.  

 

 

 



- 58 - 

 

To sum up, as shown in a circle diagram, 

commitment, as a factor that is a reason for rejecting 

loyalty programs offers, occurs almost equally in 

both countries where, on average, among all answers 

in commitment part, 49% of Hungarians and 51 % of 

Swedes answered that they do not want to be 

committed in a relationship with the company for 

different reasons, mentioned in this part.  

 

 

 

 

 

Trust 
Trust is one of the most important elements in a relationship and, in this research, it has been 

connected to the consumers’ level of confidence concerning marketing tools as an option for 

getting consumers to participate in the loyalty programs. It is important to note that this factor 

is missing in Swedish respondents answers, where no one has even mentioned this issue as a 

reason for avoiding loyalty program offers. Considering this, no comparison in this factor has 

been possible between the two nationalities. Similarly, it was evident that Swedes do not lack 

trust in companies’ marketing tools. Duffy (2005) points out that, once consumers get 

suspicions about marketing actions or messages, they become more aware. It is in accordance 

with the empirical results from Hungary, where people tend to lack trust in marketing actions 

and loyalty programs. They rather view these as marketing tricks.  

 

 

 Marketing tricks 
It has been stated in the literature that consumers need to be able to rely on the company they 

develop a relationship with and that there also needs to exist a mutual sharing of values. All 

this can be reached with the help of fair play in the company’s marketing actions, otherwise it 

is hard to gain customer loyalty. Since Hungarians tend to be suspicious about these 

marketing actions, Kornél had similar reasons for turning down the loyalty program offer. He 

is doubtful whether or not it only is in the company’s interest to catch the customer and make 

a profit on its behalf. Garcia Gómez et al., (2006) state that the aim with loyalty programs is 

to bring customers loyalty to the company, though, Capizzi and Ferguson (2005) add that 

these programs are increasing in their popularity across the whole world. Kornél is aware of 

the process that goes together with such programs. He explains that, when joining such a 

program, a customer receives a plastic card, as confirmed by Rowley (2000), who explains 

that, it has to be pulled through the till at every purchase. Kornél continues that, with the help 

of the linear code or the chip placed on the card, the company can register every purchase and 

see all the information about the customer and his/her buying habits. So, here it is clear that 

the respondent strengthens his suspicions about this process and the loyalty program’s way of 

working. It is noticed that, as soon as confidential information is the theme, awareness starts 

to rise. He also mentions that some bonus points might be collected, depending on the store 

and the amount of money spent there. Noordhoff et al., (2004) are of opinion that, with the 

Fig. 13: A comparison between the Swedish and the Hungarian answers concerning commitment. 

Source: the authors.  



- 59 - 

 

magnet bar registering the purchase, customers tend to trust to the company that this card 

would bring some benefits. However, this statement does not fit the Hungarian respondents’ 

beliefs. Also, Allaway et al., (2006) confirm that this way, purchasing information is 

captured, which according to Rowley (2000), could be used to form different kinds of special 

offers to the customers. However, the Hungarian respondent, Kornél, states that only a few 

points are placed on the membership card and into the database. The fact is, according to him, 

that large numbers of points that need to be collected to get a bonus. He feels that by this way, 

customer pays more than needed even for the products with the discounted prices. Another 

suspicion about the way the loyalty programs work is obvious here, which definitely have 

influence on trust. Kornél explains that every product has a certain number of points and that 

the bonus is a tricky game, since customers collect points and use them later on to get 

discounted product. However, they actually pay the ordinary price, only that it seems less this 

way, since it has been converted to the points and that is not noticeable. He also knows that 

customers do not check this but, if they did, they would realize that it is only a company’s 

play to tempt customers. Indeed, if thinking logically, the authors of this thesis believe that 

this could be considered as a psychological tool that companies use just to win customers 

trust, but once they have won their confidence, the companies can be sure that consumers 

would not check such things anyway and all parties would be satisfied afterwards; customers, 

because they got their well deserved “discount” and companies, because they have got 

customers loyalty.  

 

Furthermore, marketers state that their only interest in customers’ information is to create 

special offers for them, which has been shown in the literature. There are still some doubts 

about that. For instance, Byrom (2001) is in opinion that there is no evidence that companies 

utilize this information only for their own purpose in creating discounts. However, 

Keiningham et al., (2007) believe that customers’ purchasing habits need to be noted 

somewhere, in order to follow their purchasing preferences. Kornél adds that, by this way of 

doing business, companies make large profits. Another Hungarian respondent, Ferenc, shares 

the same opinion and admits that he has rejected a membership card offer many times because 

of the lack of confidence in these programs and he also thinks that these programs are 

nonsense. One more distrustful Hungarian respondent, Ernö, is sure that companies only use 

this purchasing information in order to see which products are the most demanded by 

customers so that they can increase the prices for the most popular goods. Interestingly, he 

continues with this view on the whole situation, where he thinks that, in general, people 

unconsciously trust the company whose card they accept, because they receive bonuses and 

small gifts as a reward for purchasing at their stores, which they consider as positive. It could 

be noted that unlike those who let themselves be tempted by these small gifts and see through 

the loyalty programs system of working, they do reject these offers and do not let themselves 

be persuaded by things where only companies enjoy profits.  

 

Moreover, Kornél argues that stores are aggressive in their discount offers to the customers, 

even though they vary in different ways of tempting customers to buy more and collect bonus 

points. This is exactly what Meyer- Waarden (2008) identifies as the points pressure impact, 

when customers increase their purchases in order to achieve as many points as possible to get 

some reward. The value of the reward depends on customer’s purchase quantity during a 

certain period. Kornél is also in opinion that it might be an arrangement between companies 

and chain stores to pick some discounted products so that all parties could enjoy benefits from 

that. Even Èdua has rejected loyalty program cards a few times because of companies’ 

marketing tricks. At one petrol station, she got an offer for a kitchen set for discount price if 
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she would purchase for a certain sum. According to her, this is a trick because it is difficult to 

estimate the real value of the discounted product and that is definitely beneficial for the 

company. Similarly, in the literature review, it is emphasized that there are rewards, other 

than bonus points, that are good tools to tempt the customers. For instance, it might be a 

certain product for a certain price if purchasing for a certain quantity. It has also been 

emphasized in the literature that consumers, in hurry to collect enough bonuses, easily lose 

their senses and interests for other companies, which is utilized by the stores in the way that 

they increase prices without consumers’ even noticing it. It has also been stated in the 

previous chapter that older people are especially suspicious about companies’ manipulation 

regarding prices and special offers. According to Parker and Worthington (2000), a reward is 

deserved first after a large sum of money has been spent at a certain company. One of the 

Hungarian respondents, although not senior, Gabriella, explains that she rejected a discount 

card offer because she does not have confidence in these things. She is of the opinion that 

companies just manipulate the customers in order to satisfy their own needs.    

 

Moreover, empirical findings have also shown that there are suspicions among customers 

concerning manipulation with discount cards, which also is one of the reasons that people 

reject loyalty program offers. Kornél shows his suspicions even against this, since collecting 

points are time bonded and disappear after a while if not utilized. He is of opinion that this is 

also a way for the companies to make large profits, since people start to buy everything just to 

reach the bonus and get it out before the deadline. Then, the circle starts all over again. He 

sums up by concluding that this has a stimulating effect on purchasing, which is the result of 

marketing tricks with the aim to get people spend their money. This has been confirmed by 

Meyer-Waarden (2008) who clarifies that bonus points are not transferable to other 

companies or to other periods of time after the deadline. It has also been emphasized in the 

literature chapter that the customers’ trust in the company might have a psychological 

explanation, where a feeling of pride can appear while getting something on discount price 

just because of the loyalty to the company. However, this kind of psychological effect has not 

been observed in Hungary’s case, where people are aware about the risks with the marketing 

tricks and do not let themselves get drawn into a loyalty program’s net, at least not that easily. 

This might be a reason that manipulation exists in 

the Hungarian society and that people are more 

familiar with- and more aware of this, than in calm 

and stable countries, such as Sweden.  

 

To sum up, trust is an issue in Hungary but not in 

Sweden when accepting loyalty card offers. 

 

 

 

 

 

 

 

Fig. 14: A comparison between the Swedish and the Hungarian answers concerning trust. 

Source: the authors.  
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Time 
People are struggling with time pressure in their everyday lives (Southerton, 2007) and it is 

commonly known that consumers are time-poor (Miranda & Konya, 2008) as can be 

recognized in the empirical results, since time was considered as an decisive factor when 

customers decided to reject participation in loyalty programs. Based on the empirical findings, 

it can be seen that lack of time contributes to both Swedish and Hungarian consumers’ 

decision of rejecting membership in loyalty programs. Róbert from Hungary points out that he 

is such a busy man and, therefore, his spare time is delimited, which means that there is no 

time for him to run to every store just to get a discount. 

  

The literature highlights that, if customers accept membership in loyalty program, they are 

sometimes asked to complete a form with private information about themselves. Wright and 

Sparks (1999) claim that consumers do not have time to fill in the applications for the loyalty 

program which is aligned with the reasoning of respondents from both Sweden and Hungary. 

Both the Swedish respondents, André and Lucas and the Hungarian respondent Ella, mention 

that they rejected loyalty programs, since they were in a hurry and did not have time to fill in 

the applications. In this case, the respondents might consider other activities more important 

than signing up for this specific loyalty program. It can be confirmed that the time pressure 

was an important factor in the final decision and, in conformity to the literature review, 

individuals prefer activities, which are more important for them personally in order to reduce 

the time pressure. Regardless of nationality, peoples’ lives do not consist of only spare-time. 

Even though respondents are from Sweden or Hungary, they have to deal with all the 

activities a regular life consists of, such as work and housekeeping. This means that people 

are struggling with time-pressure and do not want to waste valuable time, which indicate that 

no major differences between the nationalities can be identified. It is an issue individuals have 

to deal with, regardless where they live.     

 

On the other hand, Noble & Philips (2004) say that, even though consumers would like to 

accept membership, these customers will also be resistant if filling in the application requires 

too much time. This applies to the Hungarian respondent, Tünde, who explains:   

“I want to avoid spending my time filling in their forms with my private information in order 

to get a card that sometimes would give me a maximum of 10% discount, in the best cases. 

Anyway, I can use such benefits even with my student ID at other department stores.” 

 

Even though she might be interested in the loyalty program, she would not accept it, due to 

the time requirements. According to the authors of this thesis, companies should take this into 

consideration when they decide to demand that the customer have to fill in an application, 

since it can affect the companies in a negative manner. It may end up losing customers who 

actually would like to be a member of their loyalty program. A reason to this could be the 

length of the application form. If too much information is required, it seems natural to reject 

it. However, no such explanation could be identified among the Swedish respondents, maybe 

because the demand of filling in applications is more common in Hungary than in Sweden.     

 

 

       

 



- 62 - 

 

The empirical findings show that both Swedish and 

Hungarian respondents have rejected loyalty 

programs, using the lack of time as a reason. 

However, as seen in the diagram, it can be recognized 

that the time factor is more frequent for the Hungarian 

respondents than this for the Swedish respondents 

with a division of 60% and 40%.   

 

 

 

 

 

Quality 
According to Grönholdt et al., (2000), perceived quality can be divided into two different 

parts: “hard ware”, which represents the product quality and “human ware”, which refers to 

the quality of the employees. The Swedish respondents mention bad services and the behavior 

of the employees as a main reason why they did not accept a membership in the loyalty 

program, which is in accordance to the “human ware”. On the contrary, Hungarian 

respondents used “hard ware” as the main reason, since they claimed that their refusal to 

accept membership in a loyalty program was based on the dissatisfaction with the product 

quality. Yet, in neither of the Swedish or Hungarian respondents’ answers, a combination of 

the both human and hard ware could not be noted. An explanation for this could be dissimilar 

preferences between the different nationalities. According to the empirical findings, Swedes 

value more the human quality, such as friendly employees, but Hungarians do not seem to be 

interested in this. Instead, they happen to be more bothered with the bought product itself. An 

explanation to this could be that Hungarians are not used to a too friendly and smiling 

personnel in the stores, whereas Swedes, more or less, takes for granted that good service 

should be provided when visiting a store.   

 

 

 Employees 
Based on the empirical findings, it can be confirmed that Swedish respondents are in line with 

Lemmink and Mattson’s (2002) statement that, if consumers have experienced bad service 

delivery, they will create negative feelings towards the firm. Jonas tells that he was strongly 

annoyed by the staff, since they never stopped asking him about the loyalty card. He had a 

feeling that he was forced to accept it and, thereby, he became deeply dissatisfied. Due to that, 

he decided to turn down the offer of becoming a member in the company’s loyalty program. 

This statement is in line with the theoretical framework that dissatisfaction among customers 

will affect the further relationship with the company, since loyalty programs only have a 

positive effect when the customers are satisfied. This would be a logical explanation, since 

dissatisfaction does not attract anyone to revisit the store again. However, dissatisfaction only 

occurs when the service provided does not fulfill the costumers’ expectations (Lee et al., 

2006). As the theory discusses, it can be observed that Johan ended up dissatisfied, since his 

Fig. 15: A comparison between the Swedish and the Hungarian answers concerning time. 

Source: the authors.  
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expectation was not to be forced to have the loyalty card. According to the authors of this 

thesis, the dissatisfaction of Jonas was no surprise, since a membership in a loyalty program is 

a choice the customer takes, it is not something they have to do. Dissatisfaction may also be 

noticed in Åsa’s reason why she declined a loyalty program. She says that she was supposed 

to return a gift, but the employees were unpleasant and unhelpful and had a bad attitude 

against her, which made Åsa strongly dissatisfied. According to the literature, employees 

possess a role, which involves engaging new customers into their loyalty programs and that 

their attitude, behavior and actions have a major impact on customers’ attitude against loyalty 

programs as well as quality perceptions. Based on the mentioned theoretical statement, it is 

quite understandable why Åsa turned down the loyalty program. The same appearance may 

also be seen in Patrik’s case. He declares that he had so many bad experiences in terms of bad 

behavior and attitude of the employees that he decided to reject the loyalty program, since his 

interest in visiting that store again is considerably low. According to Hartline and Ferrell 

(1996) in Lee et al., (2006) employees need to provide the services in a proper way to ensure 

that their attitude and behavior contributes to a quality service. As seen in the empirical 

results, this is not something in which the immediate companies succeed. It can be seen that 

employees’ behavior plays an important part in being able to keep the customer and, thereby, 

get them to accept the loyalty program. This is something, especially the Swedish companies, 

should take into account to achieve successful loyalty programs. Since no Hungarian 

respondent mentioned this kind of problem, it can be argued that this does not matter in 

Hungary.       

 

 

 Products 
Previous experiences with a product strongly affect a customer’s choice of repurchasing 

(Bolton et al., 2000), which can be confirmed by three customers from Hungary, based on the 

empirical results. Kinga explains that she refused to accept a membership in a company’s 

loyalty program, since she was not happy with the products. Although, Kinga explains that 

she actually was somewhat interested in the loyalty program and their offers from the 

beginning, but since she was dissatisfied with product quality, it did not matter. This is in 

accordance with Bei and Chaio’s (2001) statements, who claim that the product quality is 

vital for the customer and that it is considered as a source of satisfaction. This could probably 

mean that, if Kinga had been satisfied with products, then there might be possibility that she 

would have accepted the loyalty program offer instead of declining it.  

 

As have been stated in the previous chapter, perceived product quality may have both an 

indirect and a direct effect on loyalty. As Kinga explained, Ella also rejected the offer of 

becoming a member of a loyalty program, due to the dissatisfaction of the product quality. As 

can be noticed in both cases of Kinga and Ella, this had a direct effect on their possibility to 

become loyal customers through the loyalty programs, since the main reason was 

dissatisfaction with the product quality. Another respondent, Móna, mentions the 

dissatisfaction with product quality as well, but that also involved the service provided. She 

explains:             

 

“Once, I bought a DVD player at their company and after a month it broke. When returning it 

for repair, I had to wait a long time to get a new one. That is something that made me 

disappointed, because I had to wait for more than 30 days to get a problem fixed. My 

conclusion is that this company is not that businesslike or representative and my confidence 

in them decreased. I cannot trust in their product quality as I did before.” 
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As shown above, Mona’s dissatisfaction appeared both in connection to the bad product 

quality, since it got broken shortly after the purchase, but she also pointed out her 

disappointment connected with the waiting time she had to suffer to get her product back. 

This applies well to the statement from the literature as an indirect effect, since Mona decided 

to reject the loyalty program due to the lack of product quality as well as lack of provided 

service. Besides, the empirical results illustrate and confirm Bei and Chaio’s (2001) assertion 

regarding the product quality’s occurrence as a foundation of customer satisfaction and 

loyalty. The empirical results have clearly shown that customers will only be satisfied if the 

products’ qualities meet customers’ expectations, as Bridson et al., (2008) states as well. The 

importance of the product quality might be connected to the trust issue. Hungarians might  

want to be sure that their purchases are of value and that the company is not trying to fool 

them, by selling products with less quality than it should be in order to earn money. Perhaps 

because, while they were a part of the Eastern bloc, consumers had a few alternatives in many 

of the product categories and due to that experience, consumers nowadays, especially the 

older ones who remember those times, are more aware. Swedish consumers, on the other 

hand, have not faced these issues in the recent decades.     

 

The diagram shows that there is an equal balance 

between the respondents, using the quality as reason of 

loyalty program avoidance. However, as has been 

discussed in the section above, the perception of 

quality mainly differs between the respondents from 

the different countries, since Hungarian respondents 

only refer the quality factor to the product quality, 

whereas the Swedish respondents refer the factor to the 

services provided.   

 
 

 

 

 

Finances 
According to Hopper (1995) family purchases are a crucial part of the family economic plan. 

Considering this, three sub factors has been classified in a finances part, which might be a 

reason for rejecting the loyalty cards offers; private finances, participation cost and product 

price.  

 
 

 Private finances 
In Hungary, people show their awareness about private finances, which indicates the reason 

for their avoidance of the relationship with companies. They tend to connect involvement in 

loyalty programs with necessary money spending. However, this factor has not been 

recognized in the Swedish sample, since not one of the respondents mentioned this type of 

motive. It might happen because, in general, Swedes have better economy in their country 

than Hungarians, which also reflects in the results that people in Sweden are perhaps less 

Fig. 16: A comparison between the Swedish and the Hungarian answers concerning quality. 

Source: the authors.  
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concerned about their private finances. Recent studies of Sanlier and Karakus (2010) confirm 

the latter; although they state that family income influences the purchasing behavior of the 

family members. This would be one logical explanation about the Hungarians rejecting the 

loyalty cards offers, since they do not want to spend more money than necessary. It has also 

been shown in the literature that loyalty card holders tend to purchase more than customers 

without discount cards. There are some opposing opinions about this, shown in the literature 

review, where has been emphasized that these cards do not influence customers in their 

purchasing. A Hungarian respondent, Zsófia explains that she is aware of her finances and is 

careful with her spending. She strictly confines herself to buying necessities only. Gbadamosi 

(2009) supposes that limited finances also make people more aware of their budgets and 

connects that with price sensitivity and the desire for money saving. Because of this, and 

because of the fact that loyalty programs are tempting, Zsófia decided to not accept 

membership offers and she would rather stay away from these things. She is positive that she 

would be challenged by discount product offers if she joined such programs, which would 

probably increase her purchases. Another Hungarian, Katalin, confirms this by admitting that 

she had bad experience with loyalty programs. She withdrew from loyalty programs since 

after a while, she became unable to control her expenditure anymore and it definitely had bad 

effects on her private finances, because she spent more than she had planned. Nowadays, she 

feels satisfied with having no more cards like that and now she only spends money on things 

she needs. Concerning this, Ferguson and Hlavinka (2008) suggest that unnecessary money 

spending is a reason enough for turning down discount cards. In other words, Hungarians are 

aware of the tempting nature of the loyalty cards. In accordance with the literature, more 

money is spent when a loyalty card is used, which occurs as a reason for declining such cards 

in Hungary, where people rather want to avoid temptations and, thereby, more money 

spending. This is in opposite to Sweden, where reasons like these are not observed, perhaps of 

the previously mentioned reasons, that they are not concerned about their private finances at 

that extent. It is also worth to note that this difference is perhaps occurring because of the 

different economy situations in these two countries.  

 

One respondent with a more positive attitude towards loyalty programs, Zsuzsa, explains that 

she would like to join the membership club but, because of her current weak financial 

situation, she cannot afford to buy much. She believes that she will do that one day, when she 

has paid back her loans to the bank. However, her previous experience with loyalty programs 

is that they are tempting. It is easy to get tricked by the discounts that are offered and the 

purchase easily goes out of control. Therefore, Garcia Gómez’s et al., (2006) argument that 

loyalty cards do not influence customers’ purchasing habits does not fit in the Hungarian case, 

where all the respondents think the opposite and mention this as a reason for rejection of the 

membership offers. This result is not surprising and the authors of this thesis are convinced 

that people get easily tempted by discounts and special offers, which make them, buy more 

and this affects their private finances in the long-term. In addition, it could also be stated that 

this is common for almost all people, no matter which country they live in, since this is a 

psychological factor, nationally independent.   

 

Furthermore, Allaway et al., (2006) observe that it is hard to keep an eye over to which extent 

the customers stay loyal to one company. As they suppose, many of the customers purchase 

from several companies instead of only one, even if they are a members of the loyalty 

program.  This is something that also Garcia Gómez et al., (2006) agree with, and they point 

out that this could be the consequence of the switching costs between the stores. As shown, 

Hungarian consumers are alert of the price differences and are familiar with the real value of 
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the specific product, as also Yin and Paswan, (2007) recognize. Both (Ibid) and Suri et al., 

(2000) think that this price volatility might be confusing, since Suri et al., (2000) relate the 

high price to higher quality and low price to lower quality. However, Yin and Paswan (2007) 

think that this price volatility can be reduced by comparing the prices and searching for the 

product information, just as in the case with the Hungarian respondent, Irma. However, it has 

also been stressed in the previous chapter that comparing prices only shows that consumers 

are aware of getting value for money and that higher prices are not necessarily indicators for 

better quality, but rather for expensive product packages. Consumers who are price-aware are, 

in this author’s opinion, conscious about the fact that they should not pay more for something 

that is as beneficial as the higher cost products. Hungarian respondents’ answers indicate that 

it is obvious that consumers, aware of their private finances, are also careful with their 

purchases and would not let themselves be tempted by offers, such as loyalty programs, that 

would get them to purchase more than necessary. 

 

 

 Participation cost 
The factor of finances, as far as Sweden is concerned, is only influenced by concerns about 

cost issues for participating in companies’ loyalty programs. Hungarians did not show any 

concerns about the participation costs and, thereby, it can be noted that such reason for 

rejecting the participation in loyalty programs did not occur in Hungary. One reason might be 

that Hungarians perhaps lack membership fees in their loyalty programs strategies. It would 

be logical that there are no fees because, according to authors of this thesis, consistent with 

Swedish respondent Maria, loyalty programs should actually be beneficial for the customer. 

With the existence of membership fees, the authors of this thesis have difficulties in seeing 

any benefits for the customer. For that reason, it is not surprising that Maria, together with 

four other Swedes, have rejected the membership offer. Erik explains that he decided not to 

take part in the loyalty program at one store in Sweden, because it would cost more money 

than he would gain in benefits, so for him it was not worth it. He is also in opinion that one 

should not have costs to get benefits, which is consistent with the above mentioned 

discussion. The literature confirms this situation by noticing that membership fees can have 

negative effects, since it could be considered that these are only beneficial for the company.  

 

Even if there should be such fees, they should be implemented the way that Dick (1995) 

suggests, e.g. smaller fees for a shorter time, just to avoid the pitfalls because, as suggested, a 

psychological factor would have influence there. It would not seem that dramatic with small 

costs for a shorter time, instead of high fees for a longer time. In other words, customers 

would hardly even notice the financial sacrifice they need to make if the fee is small. Like 

this, it could even cause anger, as Swedish respondent, Maja, explains her feelings when she 

once rejected a loyalty card offer. The situation is same with another respondent, who 

withdrew after the first year of free membership. The reason was that the company required a 

fee from her the second year, because she did not purchase enough to reach a free 

membership for the next year. Her response was that she did not mind anyway, since she 

would not purchase there so much in the future. However, it could be presumed by the authors 

of this thesis that it is only a loss for the company, because people might get anxious when 

situation like this occurs when customers can easily turn their backs and go over to 

competitors. It could be suggested that this is also something Swedish companies should think 

about when creating loyalty programs. It is hard to keep customers loyal, and membership 

fees are only making the situation more difficult. So, to advice, the membership fees should 

be avoided by companies, or at least cause a minimum monetary sacrifice for the customer. 
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This should be, in particular, taken into consideration if a Swedish company would like to 

enter the Hungarian market. Another Swedish respondent, Erika, has been in a similar 

situation, where she did not get free membership because of not reaching a certain purchasing 

quantity. So, it can be concluded that Duffy’s (2003) statement that customers who pay the 

fee also stay loyal to the company is not relevant for Swedes, since they rather choose to 

allow their memberships to lapse if a participation cost is a condition for getting or keeping a 

membership in loyalty programs. 
 

 

 Product price  
Product price, as a factor for rejecting a participation in loyalty programs, is only noticed in 

Hungary’s case, where Klára rejected the membership offer in a store where prices were too 

high for her, even with the discount. Swedes did not express that product price would be an 

issue for not accepting companies’ loyalty programs. However, it has been stated in the 

literature that price sensitivity is connected to the demographic factors, such as gender, 

income and age. Since only one respondent mentioned this factor as a problem for accepting a 

membership card, this statement is not relevant for Hungary’s case. Furthermore, it has also 

been affirmed that price-aware consumers are unlikely to pay higher prices for the products 

than needed. This is something that could be connected to the Hungarian respondent Klára. 

According to the previous chapter, lower prices might be the weapon for keeping the 

costumer, and customers can simply choose to go over to the lower price competitor if they 

feel like it. Since product prices are an important factor as far as finances are concerned, as 

shown in the empirical findings, it could be a good enough reason for rejecting companies’ 

loyalty programs if prices are not suitable for the customer. This is, in particular, observed in 

Hungary.  

 

To sum up, even if participation cost, as a reason for 

rejecting loyalty programs, occurs only in Sweden, 

while private finances and product price are an issue 

only in Hungary, finances as a factor is a good reason 

enough for rejecting loyalty programs offers and for 

making consumers avoid relationships with 

companies, in general, it is equally distributed to both 

countries. To sum up, 50% of Hungarian answers and 

50% of Swedish answers in this part indicate finances 

as a reason to not participating in loyalty programs, 

although for different reasons.  

 

 

 

 

 

 

Fig. 17: A comparison between the Swedish and the Hungarian answers concerning finances. 
Source: the authors.  
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Location 
As the literature review states, the location of the store might influences consumers’ choice of 

purchase at particular retailers and the decision of loyalty program acceptance, which is 

reflected in both Swedish and Hungarian respondents’ answers.     

For the Hungarian respondent Ita, location was the decisive cause when she rejected 

membership in a loyalty program, since the store was located too far away from her home. 

The same can be observed among Swedish respondents’ answers as they agree with Ita, but 

add that they rejected loyalty programs due to the location, since the current stores were 

located in another city, far away from their hometown. It can be noticed that there is a strong 

connection between the empirical findings and the literature statements, which highlights that 

the closer a consumer is to the store, the greater are the possibilities that the consumer will 

purchase there (Darley & Lim, 1999), since consumers prefer to purchase in stores located in 

the nearby area to where they live (Verma & Gupta, 2005; Carpenter & Moore, 2002; Meyer-

Waarden, 2005). Furthermore, if there is a longer distance to the particular store the customer 

wants to purchase in, there is a great possibility that a greater number of stores selling similar 

products will be found and, therefore, the chances to choose an immediate store are greater 

(Loudon & Della Bitta, 1993 in Darley & Lim, 1999). This is something that the Swedish 

respondent Johan highlights. He says: 

 

“ICA Maxi offered me their card once, but I only go there occasionally. I like ICA Maxi and 

have nothing against them, only that I live closer to Willy:s which means that I do my grocery 

shopping there instead. Since it is closer, it is easier and more comfortable for me to get there 

and I am satisfied with their products.” 

 

Even though he has nothing against ICA Maxi, Johan decides to refuse the loyalty program, 

since Willy:s is selling similar products, but is better located. If Johan had been dissatisfied 

with Willy:s products, there could have been a possibility that Johan had accepted ICA 

Maxi’s loyalty card, even due to the location, since products and store image have an impact 

on store preferences (Hsu et al., 2009; Darley & Lim, 1999). If a customer is dissatisfied with 

the products, the customer will seek to find better options outside the local area (Guy, 1990 in 

Hsu et al., 2009). However, in Jonas’s case, he was satisfied with products offered. However, 

no such statement could be found among the Hungarian respondents. One reason could 

perhaps be that, in Hungary, there are plenty of the large foreign store chains that offer an 

assortment of diversity of products from other countries, which are maybe worthwhile 

visiting, even if the store is far away from the customers’ residence. This is, perhaps, not that 

common in Sweden, since they have their own domestic chain stores.    

The theoretical framework tells us about the physical and psychological efforts consumers 

have to exert to reach a retailer some distance away, which applies to Viola, a Hungarian 

respondent, who explains that she rejected a loyalty program in a grocery store for the reason 

that the store was located too far away from her home, and due to that, she had to put in a lot 

of effort to reach the store. She highlights that she does not have access to a car and, therefore, 

she have to go by bus and mentions the bus connections, being a problem. Also, when she 

grocery shops, she makes a great amount of purchases and point out that she will never be 

able to take all those things on the bus. In accordance with the literature, if Viola was 

supposed to reach the store, she had to put in physical efforts in terms of carrying all the 

purchases a greater distance. Unfortunately, no psychological efforts could be recognized in 

the empirical results.  
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The location of the store plays an important part when it 

comes to loyalty avoidance. As shown in the diagram, 

the Swedish respondents are more concerned about the 

location than the Hungarians.  A reason to this could be 

that Swedes are more convenient than Hungarians and 

choose stores depending on the location, since they want 

to reduce the distance.            

 

 

 

 

Privacy 
Respondents’ answers indicate that privacy issues might have an impact on consumers’ 

decisions to decline the participation in companies’ loyalty programs. Kavakli et al., (2006) 

mention secrecy and confidence when it comes to individuals’ private information, which 

turns out to be an issue for this study’s respondents, but is also a reason for rejecting loyalty 

programs. Another reason for declining a participation in membership clubs might be worries 

about how purchase activities are followed up in companies’ databases (Graeff & Harmon, 

2002; Kelly & Erickson, 2004). Disturbance is another factor that people consider when being 

asked about participation in loyalty programs, as they see it as an annoyance and as a threat to 

their privacy. 

 

 

 Abuse of private information 
The literature review shows that one of the reasons for rejecting loyalty programs is the issue 

of how private information is handled. Based on previous negative experiences, consumers 

are likely to believe that companies are not that careful with this (Graeff & Harmon, 2002). 

However, concerns about abusing private data have not been identified in the Swedish sample 

of this study. Not one of the Swedes mentioned this issue as a reason for relationship 

avoidance with the company. This might be because abuse of private information is not 

especially obvious in Sweden, where wrongdoings of this kind perhaps do not occur as often 

as in Hungary. The only question that remains is why? There could perhaps be different 

reasons for that but, as the authors of this thesis suggest, it might depend on the higher 

technology in Sweden. Therefore, it is perhaps more difficult to get access to such data. If that 

is not the right reason, then it could be argued that Swedes are not conscious enough about 

this kind of risk.   

 

Furthermore, Pitta et al., (2003) mention that providing customers with innovations in the 

market often requires some gathered data from them but, at the same time, it seems to be an 

obstacle for the marketers to form relationships with the customers because of the sensitivity 

with regard to the privacy questions. In Hungary’s case, there is a kind of insecurity among 

consumers when the question of giving away their private information is concerned. As 

respondent Tibor confirms, he decided not to join loyalty programs because of one thing- 

Fig. 18: A comparison between the Swedish and the Hungarian answers concerning location. 

Source: the authors.  
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privacy. He explains that he does not like to give his private information in similar 

circumstances, because of the possibility that it could be abused. For that reason, it could be 

stated that Hungarians are skeptical about giving away private data to someone in order to 

have an insight into their purchases. An explanation to this could be that, consumers might 

think that if someone sees that they purchase much, they would probably think that they have 

a lot of money and that it could be used in wrong purposes if this information falls in to 

wrong people’s hands.  

 

However, as shown in the literature review, awareness about the privacy is also a result of the 

stories told in media about misusing social security numbers and other confidential data. 

Wright and Sparks (1999) agree that this could be the reason for consumers to reject any kind 

of membership offers, which matches with the Hungarian respondent’s statement. Tibor also 

admits that he has heard about incidents with abuse of confidential data in Budapest, and for 

that reason, he would rather reject loyalty programs than give his personal information and 

risk falling into this kind of trouble. According to authors of this thesis, reactions like these 

are natural, since it is enough that once consumers hear about a bad experience, they 

automatically get more cautious and less optimistic in giving away their private information. 

It would perhaps not be the case if the same media has shown more about that the security 

system, is being more and more improved by the companies and institutions in order to 

protect the confidential material and, at the same time, the customers.  

 

Similar to the suggestion in the literature, about the measures regulated by the law, the 

authors of this thesis think that, if parties decide to hand out confidential data to each other, it 

should be made by a legal agreement where security should be provided and should be strict, 

in order to avoid any damages for the involved partners. It could also be argued that 

companies might carry the largest responsibility for the possible incidents and abuse of 

private data. If such measures were seriously and clearly undertaken, the number of loyalty 

programs avoiders would perhaps decrease.  

 

 

 Purchasing data 
Using the loyalty card means two things: in the customer’s case, getting bonuses, and in 

company’s case, recording and controlling customers’ purchasing behavior (Graeff & 

Harmon, 2002). As also explained in the literature, there are some concerns from the 

customers’ side about the level of this control, since confidential data is entered in the form 

when applying for the loyalty program membership. Consumers become concerned about 

who gets access to this data in the companies’ databases and who can get an overview about 

their purchasing habits (Pope & Lowen, 2009). Similar concerns show up in both Hungary 

and Sweden. For instance, Swedish respondent Pia explains that she rejected participation in 

one store’s membership club where she rarely shops, because she did not want them to see her 

buying habits. Also some of the Hungarian respondents agreed that they would not accept any 

loyalty program offers where their purchasing habits could be followed up by others. Éva, 

from Hungary, is aware that, if she accepted the membership card, the company would be 

able to see what she had purchased and how much. Another Hungarian respondent, 

Margaretta says that she tries to avoid programs like these where she needs to leave her 

private information in order to be entered into companies’ databases. Also, Rózsa, a senior 

respondent from Hungary, feels the same way. As suggested in the “abuse of private 

information” part, this may be the fear in Hungary, where consumers are afraid that it might 

happen that someone, in wrong purpose, follows up how much money they spend. 
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Moreover, it is stated in the literature that, currently, the best way to segment the customers is 

by using plastic cards that scan what people purchase so that marketers can see this 

information and use it for their business purposes. Certainly, as Long et al., (1999) state, the 

information technology expansion gives more possibility to control and use information in 

databases, and that this also leads to consumers increased awareness. Franzak et al., (2001) 

think that this kind of information is important for the company, because it might help with 

forming special deals for the customers. However, there are some contradicting opinions in 

the literature, where it has been stressed that companies can send forward this information to 

others. Authors of this thesis partly agree with the latter and think that, since consumers will 

never find out whether this has happened or not, they are more aware about this and, as a 

result, they might decide to decline companies’ membership offers. In other words, since all 

the private data about consumers’ purchasing habits is collected and followed up, uncertainty 

is a fact for some of the Swedish and Hungarian respondents. This is what hinders them in 

participating in loyalty programs.  

 

 

 Disturbance 
Disturbance as a factor that influences customers’ perception of loyalty programs and its 

avoidance has been recognized in both Sweden and Hungary. Some of the respondents from 

these countries complained about annoyance with all the promotional material that they, as 

members of loyalty programs, would receive and stressed that it disturbs their privacy. For 

that reason they avoid relationships with companies. This is also in concord with Noble and 

Phillips (2004) but also with Page and Luding (2003) who argue that consumers might get a 

feeling of privacy disturbance with all the promotional material sent to them. One of the 

Swedish respondents, Karin, admits that she is bothered by this and immediately throws away 

all the promotional material send to her mail and e-mail, without even looking at it. The 

literature points out that consumers purchase behavior is likely to be based on their previous 

experiences with advertizing, which might be related to Karin’s case, but also to other 

Swedish respondents who share the same opinion. Louise, for instance, feels irritation 

because of this and says that she never takes up these offers, while Peter, who also is 

frustrated by these letters, does not know how to avoid all this material that they would not 

stop sending it to him. As also shown in the literature, the market is saturated with the same 

loyalty programs and their non motivating promotions, which annoys people. This is also the 

situation in Hungary. Respondents rejected membership offers, since they did not want be 

disturbed with all promotions and catalogues about discount products and special offers. 

According to them, it would disturb their privacy, which would impact their lifestyle. Two 

more Hungarians, Ákos and Rózsa also give disturbance as the reason for declining 

membership offers. Considering the age of the latter respondent, it could be stressed that the 

statement from the literature that seniors, females in particular, show more positive attitudes 

towards promotional material could not be accepted in this case. As mentioned in a literature, 

but also shown in this study, mail and e-mail promotions are especially disturbing. However, 

as far as telephone promotions and offers are concerned, neither the Swedish nor Hungarian 

respondents mentioned this way of promotion as a nuisance. Also, Rowley (2000) states that 

customers are bored with coupons, which is similar to Hungarian respondent Henrik’s answer , 

who would rather avoid loyalty programs because he does not like to collect points, since 

these can get lost and no bonus can be achieved without enough gathered points. That is why 

he does not want to be worried about things like these. The latter, as a reason for declining the 

participation in loyalty programs, did not occur in the Swedish answers, which could be 

thought that is not a disturbance for them. So, it has been observed that promotional material 
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is disturbing for consumers in both countries, which is the reason for their relationship 

avoidance with companies, while telephone promotions were not relevant for these 

respondents’ answers. 

 

 

Concerning the fact that abuse of private information 

as a factor in privacy occurs only in Hungary, while 

factors such as purchasing data and disturbance are 

common for both countries, from all the answers 

where privacy is a reason for rejecting companies 

loyalty programs, it can be summed up that 64% of 

the Hungarians and only 36% of Swedes consider this 

as an issue.   

 

 
 

 

Benefits 
Based on the empirical findings, both Swedish and Hungarian respondents make clear that, if 

they are suppose to accept membership in a loyalty program, they must gain some benefits 

from it. However, the respondents share their stories about situations when they did not feel 

they could gain some benefits, which led to a decision to decline the loyalty program. This is 

somewhat contradictory to the theory, which claims that companies struggle to achieve loyal 

business relationships with customers by rewarding them with benefits. As has been shown in 

the empirical findings, this is, according to the authors of this thesis, something in which the 

companies in question have failed, since the offered benefits are the major reason of loyalty 

program avoidance. On the other hand, Stauss et al., (2005) claim that loyalty programs also 

are beneficial for companies in terms of increased sales and profit, which can be recognized 

as well-known among the respondents, since respondents from both countries rejected a 

loyalty program as they assume it will only be beneficial for the company and not for the 

customers. When a company decides to implement a loyalty program, it seems that some 

companies have not succeeded in what benefits that should be offered. This is something they 

might need to rethink, since it appears to be a general reason to accept membership in a 

loyalty program if valuable benefits are offered. 

 
 
 
 
 

 
 
 

 
 

Fig. 19: A comparison between the Swedish and the Hungarian answers concerning privacy. 
Source: the authors.  
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 Customers 
One of the main reasons why customers would like to be involved in a relationship with a 

company is because of the benefits the company offers (Wright & Sparks, 1999; Noble & 

Phillips, 2004), which can be confirmed by a number of Swedish and Hungarian respondents. 

The Swedish respondent, Gunnar, makes clear that if he is supposed to accept a membership, 

he needs to get some advantages from it, otherwise, he will decline it. Another Swedish 

respondent, Robert, claims the same thing. He highlights that he never accepts a membership 

in a loyalty program if he gain no benefits from it. Moreover, he refers to his membership in 

Albertsson’s loyalty program, which provides him with a total saving of approximately 30 %. 

This is in line with the theoretical framework, which brings up savings as one of the major 

benefits of loyalty programs for the customers. Other benefits may be giveaways and special 

offers (Pearson, 2006) as well as percentage/price reductions (Roehm, Pullins & Roehm, in 

Nordhoff, 2004). However, the empirical results show that some customers are not satisfied 

with the benefits offered, a factor which contributes to rejection of the loyalty program. 

According to the authors of this thesis, it is quite understandable why this happens. The main 

point of the loyalty program is to be offered benefits in exchange for being a loyal customer.  

If a customer declines a loyalty program, due to the benefits offered, companies should think 

through if their loyalty program is valuable. The Hungarian respondent, Tünde, has basically 

nothing against loyalty programs, but she explains one situation when she decided to reject 

membership because of the benefits:  

 

“There are some cards that offer price reductions for air tickets or cosmetics such as at “dm” 

where if you purchase for 13 000 Huf, you could get up to 20% price decrease, which is in my 

opinion, beneficial for those who have a job and stable finances so that they can afford it.” 

 

In addition, another doubtful Hungarian respondent, who rarely accepts membership in a 

loyalty program, always calculates the benefits before accepting a membership and explains 

that it is hardly ever beneficial for himself. It can be recognized that Swedish consumers are 

more concerned about to gain a benefit, whereas the Hungarian respondents are also 

concerned about how many benefits they may gain. This can be connected to Lowenstein’s 

(1995) statement when he distinguishes the different benefits into hard and soft benefits, 

where the Swedish respondents appreciate the hard benefits, whereas the Hungarian 

respondents struggle to gain the soft benefits. An explanation to this division may be that the 

Hungarians are more concerned to gain some value of what they are buying. If they join a 

loyalty program, and need to buy for a certain sum to be able to take part of the offer, they 

want to be sure that the benefits they gain are of great value so all the purchases have been 

necessary. This pressure does not seem to exist in Sweden. It might be connected to the 

financial situation, where the Hungarians do not want to spend more money than necessary.          

 

 

 Company 
As shown in the literature review, some loyalty programs appear to be a disadvantage instead 

of beneficial for the customer. Hence, it is an opportunity for the companies to manipulate 

consumer and behavior and encourage them to take part of new products and brands 

(O´Malley, 1998). In line with the literature, respondents from both Sweden and Hungary 

highlight the same issue, which contributed to their decision to reject the loyalty program. The 

Hungarian respondent, Rózsa, rejected a loyalty program once, since she has the perception 

that the companies try to tempt her with new products she does not want or need. She wants 

to feel independent to buy whatever she needs and when she needs it without any feelings of 
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pressure from company in terms of sales or offers. Another Hungarian respondent, Balázs, 

agrees with Rózsa and has rejected loyalty programs for the same reason and makes clear that 

the goal for the company is to get the customer to spend more money. In line with the 

Hungarian respondents, the same reasons can be recognized among the Swedish respondents, 

as they mention that companies’ loyalty programs not only exist in order to increase the sales, 

but also to encourage people to buy items they do not need, which is the main reason why 

they declined a loyalty program. The empirical results show that there is a great deal of 

knowledge of how beneficial the loyalty programs actually works, and that customers from 

both Sweden and Hungary are aware of the fact that, even though loyalty programs seem to 

be beneficial from a customers’ point of view, they are sometimes not. According to the 

authors of this thesis, it seems clear that both Hungarian and Swedish respondents are careful 

not let themselves be fooled by the companies. 

  

Additionally, Jang and Matilla (2005) mention that companies use loyalty programs in order 

to increase the profit and sales. In line with the literature, Hungarian respondents associate 

loyalty programs as an advantage for the company in order to increase their sales and, 

thereby, the profit. However, one of the Hungarian respondents, Teréz, continues and points 

out that customers’ intention to repurchase influences the benefits, since a non-frequently 

visiting customer will never be able to purchase in the amount required to gain the benefits. In 

this manner, the company will increase their sales 

without giving anything back, which agrees with 

Shugan (2005) statement that the company will 

only promise future rewards, whereas the company 

gains their revenue at the sale of point.    

 

There is an equal balance between the respondents 

using benefits as reason to reject loyalty programs. 

As shown in the diagram, of all the respondents 

referring to the issue of benefits, 50% of these were 

Hungarians and 50% were Swedish. There is also 

an equal balance if the respondents referred to 

benefits for the customer or to benefits for the 

company.   

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Fig. 20: A comparison between the Swedish and the Hungarian answers concerning benefits. 

Source: the authors.  
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In order to summarize this chapter, all the factors that influence consumers rejecting the 

loyalty programs are presented for each country separately in the circle diagrams shown 

below. Commitment seems to be the major reason for declining membership cards, which is 

common for consumers in both nationalities.  

In Sweden, factors such as benefits, privacy, location and finances are close to being almost 

equally important when it comes to rejecting loyalty programs offers and ranks directly after 

the commitment. Quality and time issues seem to be of less importance in Sweden, while trust 

is not an issue at all.   

In Hungary, privacy, as a factor that influences consumers rejecting the loyalty programs 

offers, comes second place on the importance scale after commitment, and is higher valued 

than in Sweden. After these follow benefits, finances and trust, which are about the same 

importance, but are of less importance than privacy. Benefits and finances are almost equally 

valued, likewise in Sweden. However, less essential factors in Hungary seem to be quality, 

time and in particular location, which is the least important factor. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Fig. 21: Summary of the all answers concerning factors of loyalty program avoidance in each country.  

Source: the authors. 
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Conclusion 

 

 

 

 
In this final chapter, the conclusions of this study are presented in order to answer the 

research questions and fulfill the purpose. This will be followed by suggestions for further 

research within the topic of loyalty program avoidance.  
 

 

 

 
 

The purpose of this study was to identify factors preventing consumers from taking part in 

companies’ loyalty programs, and since loyalty might be predisposed by different 

backgrounds, the aim was also to compare the identified factors in loyalty programs 

avoidance in the national context in order to highlight possible differences and what might 

have caused these differences. Two different countries were chosen to compare; Hungary and 

Sweden. Concerning the above presented purpose, two research questions were created in 

order to fulfill the aim of this study and fill in the literature gap of this topic area: 

 

RQ 1: Why do consumers decline to participate in companies’ loyalty programs?   

RQ 2: What differences may arise between Swedish and Hungarian consumers 

regarding loyalty program avoidance?   

 

Taking into account that there is a research gap existing in this area, where relationship 

avoidance from the customers’ perspective does not seem to attract the researchers’ interest, 

the CIT method has been implemented, which has shaped the contribution, as well as the 

outcome of this study. Using face-to-face and e-mail interviews, consumers explained their 

reasons and situations for not engaging in relationships with the companies. Several 

meaningful factors emerged based on the answers from the interviews, which expanded the 

understanding about the obstacles for relationship involvement. A model was developed (see 

fig.12), involving all these formed factors and subcategories, which represent this study’s 

major contribution to the research field, loyalty program avoidance. 

 

The most salient factor that contributes to the reasons for customers’ relationship avoidance is 

noted in commitment, where the fig. 21 shows that 43% of the Swedes versus 38% of 

Hungarians feel that they do not want to make any commitments and, therefore they choose to 

reject companies’ loyalty card offers. In other words, it could be concluded that the lack of 

commitment is the major issue for rejecting loyalty program offers. The reason is that 

consumers do not want any obligations nor they do not plan to revisit the store again, they do 

not feel comfortable with the company’s offers or products and keeping up with the card is 

only annoying to them. It could also be concluded that no major differences between the two 

nationalities have been observed when it comes to this point. Perhaps some differences can be 

observed in the obligation part, where Hungarians expressed their feelings of independence as 

a reason for not wanting to be committed in a relationship, while the only obligation for 

Swedes seems to be a reason of having more cards in the wallet. It could be concluded that 
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this difference might occur because of a commodity reasons in the Sweden’s case, while 

independence is more a personal issue, in Hungary’s case. 
 

Another implication that emerged from the answers is the factor of trust. Trust is a vital 

element in founding and retaining a relationship between partners, but this study has indicated 

that trust, as an issue for rejecting the loyalty card offers, is not a reason for customer 

relationship avoidance for Swedish consumers, since none of the respondents have mentioned 

this type of obstacle. In this study, trust is connected to suspicions about marketing tricks in 

Hungary’s case, which appears to be the reason for the Hungarians unwillingness to get 

involved in any relationships with the companies. It could be concluded that there is a 

dramatic difference between two nationalities when it comes to this point, since Hungarians 

lack in trust for the companies’ loyalty programs while Swedes do not. This might depend on 

that Hungarians have more experienced or have heard more about the marketing tricks with 

loyalty programs cards than Swedes. In other words, Hungarians are more aware and do not 

trust companies as easy as Swedes perhaps do. 

  

Another vital factor of rejecting loyalty programs is the time issue. This study has shown that 

both Swedish and Hungarian consumers’ spare time is limited and that they struggle with 

time-pressure in their lives. It can be concluded that, due to the time-pressure among 

consumers, they do not have time for possible activities, which are connected to the loyalty 

program in order to become a member, for instance, for filling in the application form. 

Regarding the time issue, it can be concluded that there is no major difference between the 

countries, maybe because struggling with time-pressure is an individual issue and not 

connected to the nationality. However, it can be concluded that the time issue is one of the 

least common factors occurring among both Swedish and Hungarian consumers regarding 

loyalty program avoidance.   

 

Quality issues could also be identified as a reason to reject a membership offers in a loyalty 

program. This study has shown that there is an equal balance between the Swedish and 

Hungarian consumers, using the quality issue as a reason for not participating in a company’s 

loyalty program, but it is shown in different ways. It can be concluded that the Swedish 

consumers react strongly against bad service and bad attitudes from the companies’ 

employees, which makes them to turn down the loyalty program offers. In contrast to the 

Swedish consumers, Hungarian consumers are only concerned about the product quality, 

which influences their choices of loyalty program avoidance. An explanation to this 

difference might be that Swedes are more used to friendly staff, providing good service than 

the Hungarians. Due to this, it can be concluded that there is a major difference between the 

two nationalities concerning the quality as a reason for rejecting membership in a loyalty 

program, since the Swedish consumers are more concerned about the service and attitude of 

the employees, whereas the Hungarian consumers demand good product quality. 

 

Finance as an obstacle which discourages consumers from participation in loyalty programs, 

is equally recognized in both Sweden and Hungary, but in different ways. It has been shown 

that private finances and product price are only a problem for Hungarians, where the financial 

situation of families, and also the prices of the products in a particular company, influences 

the consumers’ decision with regard to discount cards’ acceptance. Since the Swedish 

respondents are only bothered with the participation costs, whereas this reason is not present 

in Hungary, it could be concluded that the two nationalities differ in their ways of rejecting 

the loyalty cards offers when it comes to the financial reasons. This might depend on the 
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different financial situations in these two countries. However, it could also be concluded that 

Swedes are not bothered with prices or finances in general, only with paying the fees, while 

Hungarians perhaps do not have similar fees in their loyalty programs, since no one has 

mentioned this kind of reason. By the same token, in Sweden, some changes would be easy 

for companies to implement, where they could reduce participation fees, and thereby, 

decrease the numbers of loyalty programs rejected. This would probably ease the situation for 

the customers, who would like to participate in such programs, but rather reconsider and 

decide to reject the offer, since they do not see any benefits in paying for the membership.  

 

Another factor that occurred as a reason of rejecting memberships in loyalty programs was the 

location issue. This study shows that the location of the store is decisive for both Swedish and 

Hungarian consumers when a choice of participation in a loyalty program has to be made, 

basically because the store is located too far away from their homes. However, even though 

consumers from both Sweden and Hungary mentioned the location as a reason for declining 

the membership, it can be concluded that the location is more commonly an issue for the 

Swedish consumers, as they accounted for 71% of the total number who gave location as a 

reason for not accepting a loyalty program offer (see fig. 18). Therefore, it can be concluded 

that there is a noteworthy difference between the nationalities regarding the location issue, 

since the location is more important for the Swedish consumers. One reason to explain that 

could be that Swedish people are more convenient than the Hungarians.   

 

Privacy issues are also considered as a factor for rejecting the loyalty programs offers in both 

countries. Hungarians are concerned about the fact that their private information might be 

abused and that is one of the reasons why they would not get involved in a relationship with 

the company. In Sweden, this is not an obstacle for the consumers. An overview of the 

customers purchasing data is a sufficient reason for both Swedes and Hungarians to reject 

membership offers, while disturbance of peoples’ privacy in both countries is an equally 

significant issue, where the marketing promotion material causes peoples’ feeling of 

frustration. It could be concluded that privacy issues differ slightly in these two nationalities, 

where abuse of private information is a typical reason for Hungarians not to join loyalty 

programs, while the similarities for both Sweden and Hungary are recognized in the feeling of 

privacy threats when viewing over the purchasing data and disturbance caused by the 

promotional material are concerned. However, it could be concluded that Hungarians are 

more concerned about privacy issues than Swedes because, fig. 19 shows that 64% of the total 

answers that indicates to privacy issues as a reason for relationship avoidance, are given by 

the Hungarian respondents, compared to 36 % of the total answers in this factor given by the 

Swedish respondents. This might depend on that in Hungary, there might occur cases when 

abuse of private information have been presented in public, which has made consumers more 

aware, while in Sweden they are not that familiar with similar situations and consumers seem 

less worried. 

 

This study has shown that the benefits offered, when the consumer is a member in the loyalty 

program, are also an important factor, which makes the consumers turn down loyalty program 

offers. In this study, it has been shown that consumers from both Sweden and Hungary 

decline loyalty programs, since they feel that they do not gain any benefits from being a 

member. They also reject membership in loyalty programs because, they assume it is only 

beneficial for the company in terms of increased profit and sales, and not for the customer. It 

can be concluded that there are no significant differences between the Hungarian and Swedish 

consumers regarding the benefits issue and that consumers from both countries want to gain 
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some benefits if they are supposed to accept membership in a loyalty program. An 

explanation to this might be that benefits are an individual issue and gaining some rewards of 

being a member of the program is natural, regardless of nationality. 

 

As shown in the above conclusions, there are both similarities and differences between the 

Hungarian and Swedish consumers observed for why they decide to reject participation in a 

loyalty program. In general, it can be concluded that the major difference between the 

nationalities is that the Swedish consumers tend to reject membership offers for the 

convenience reasons, in terms of store distance and bad service, whereas the Hungarian 

consumers are more concerned about personal issues, such as trust and privacy. On the other 

hand, the major similarities observed were issues with commitment, gaining benefits and 

struggling with time pressure.  

 

The final result of this study has provided some interesting points of view concerning loyalty 

program avoidance that have been of both an informative and a practical character. It was 

predictable from the beginning that consumers from both Sweden and Hungary reject 

membership in loyalty programs, though some of the detected differences were unexpected in 

some respects, for instance, the result of the trust issue. However, there are some limitations 

that should be mentioned.  First, there is a limited sampling approach that has been utilized, 

only approximately 40 individuals from each country. This might affect the possibility to 

generalizing the outcome of this study, since the answers from the respondents might differ 

from individual to individual, even though they are from the same country. So, the number of 

sample makes it difficult to apply the result on a whole country. In other words, even though 

differences occurred, it cannot be applicable to the whole population in these countries. In that 

case, a larger study, with a greater number of respondents, would be required.  

 

 

 

 

 

As shown above, in this study, several factors were identified that appear to characterize 

different reasons for customers´ loyalty programs avoidance. Although further research in this 

area is required, it is suggested that a continued research in this topic could be useful for 

researchers interested in this field. For instance, the investigation of loyalty programs 

avoidance in a broader cultural context could be analyzed. As mentioned above, it could also 

be interesting to apply this research on a larger number of respondents than have been used in 

this study in order to make the results more generalized. Another suggestion could be to 

implement a deductive approach in order to test the factors and models, created in this study.   
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