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PREFACE

The growth of Malaysia’s food and beverage (F&B) sector has increased
competition among beverage providers, especially in their efforts to attract in and
retain young customers. Thus, loyalty programs are now frequently used as a
strategic tool to increase customer retention, strengthen company relationships, and
encourage repeat business. Although loyalty programs are widely used, there is less
evidence on how well these programs foster loyalty among university students,
which are a significant customer market. Their purchasing decisions are depends on
convenience, cost, and regular use of mobile applications, which makes them a
crucial group to assess the results of loyalty programs. This study aims to give
insights into the practical operation of loyalty programs and strategies for enhancing
university students’ retention in the food and beverage sector by examining their

purchasing patterns, attitudes, and preferences.




ABSTRACT

In this growing food and beverage (F&B) sector, loyalty programs have become an
essential marketing tool for companies to build long-term relationships with
customers. Businesses currently depend heavily on loyalty programs to retain
customers and boost engagement due to increased competition driven by ongoing
growth of beverage brands. In this context, university students represent a major
market with their high level of online usage, frequent buying beverages, and cost-
conscious behaviors. Their daily use of mobile applications makes them as an
appropriate population to evaluate how loyalty programs influence customer loyalty.
This study examines the psychological and behavioral elements of customer
satisfaction, trust, engagement, subjective norm, attitude, and perceive behavioral
control that influence university students’ loyalty in the food and beverage sector.
Through an analysis of these frameworks, this study aims to provide a more insight
on how loyalty programs work beyond reward, emphasizing the ways in which
emotional value, accessibility, social influence, and perceived benefits support
long-term customer loyalty. The ending of this study is not only an academic
achievement, but also an opportunity to provide insight to existing research in
consumer behavior and marketing strategy. I hope that the findings of this research
will assist industry experts, researchers, and marketers to develop more successful

loyalty programs that fulfil the needs and demands of university student
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CHAPTER 1: RESEARCH OVERVIEW

1.0 Introduction

This chapter provides the background of the study by outlining the research
background, research problem, research objectives, research questions, and

research significance.

1.1 Research Background

Customer loyalty is becoming the most valuable asset in the twenty-first-century
business (Singh & Sirdeshmukh, 2000). It describes a client's dedication to a
company, usually shown by an ongoing relationship and a willingness to make
repeat purchases (Gee et al., 2008). Loyal consumers frequently recommend a brand
to others, which helps attract new customers (Agrawal et al., 2012). Hofman-
Kohlmeyer (2016) stated that maintaining current customers is less costly than
acquiring fresh ones, making customer loyalty essential to the success of food and
beverage businesses. Hence, food and beverages businesses are expected to build

long-term relationships with customers beyond selling products or goods.

In general, loyalty programs are meant to reward consumers and motivate them to
continue purchasing from the same company (Sharp & Sharp, 1997). Once enrolled,
a customer's involvement in the loyalty program will significantly impact their
purchase decisions (Rese et al., 2013). Popular types of loyalty programs include
points programs, tier programs, VIP programs, value-added programs, coalition
programs, and game-based programs. The loyalty program offers items and services
that are easily adjusted to customer needs and preferences. According to Vinod
(2011), successful loyalty programs can help turn a delighted customer into a loyal

one, protecting market dividends for an extended period. Loyalty program aims to
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retain customers over the long run to increase profit, and both large and small

companies use them extensively to predict upcoming improvement initiatives. (Ali

& Ali, 2018).

In the food and beverage sector, a strong loyalty program can give businesses a
significant competitive advantage. Loyalty programs are often used by local
companies and foreign companies to increase customer loyalty. Loyalty programs
are offered by fast food restaurants, coffee shops, and beverage outlets, such as
Starbucks Rewards, McDonald’s Rewards, and Tealive Rewards. In Malaysia,
loyalty programs have replaced cards with mobile applications, which provide
smooth experiences and quick reward tracking. These programs use mobile
applications to provide in-app promotions, tiered rewards, and point-based systems.
Moreover, they also provide tailored offers based on previous purchases, birthday

rewards, or temporary discounts (Cheng et al. 2024).

For university students, features like cashless transactions, quick redemption, and
mobile ordering are more attractive to them. This demographic is willing to join
loyalty programs not just by saving money but also by the enjoyment of earning
and using rewards, social influence, and recommendations from friends (Rashid et
al., 2020). These loyalty programs use interactive elements, such as tiers of
memberships, special events, or community service, combined with affordable
rewards such as rebates, points, or cash back. As a result, this combination keeps
university students engaged and connected to the brand, which supports satisfaction,

loyalty, and repeat purchases.

13



1.2 Research Problem

In the highly competitive food and beverage (F&B) industry in Malaysia,
businesses are difficult to maintain stable customer loyalty. The market has been
crowded due to the growth of specialized businesses such as bubble tea shops and
coffee shops. University students are a significant but overlooked market group,
who are characterized by their price sensitivity, choice-seeking habits, and easy
influenced by promotions. Therefore, they often switch brands to search uniqueness,
freshness, and cheaper costs, which provides inconsistent revenue and makes it
difficult for F&B companies to develop long-term customer loyalty. Additional,
prior studies on loyalty programs have mostly focused on the e-commerce and large
retail industries (Hua et al., 2019). However, there is insufficient research exploring
the loyalty programs in the food and beverage sector, particularly among university
students. These sectors are unlike with the food and beverage industry, where
purchases are often influenced by everyday routines and social trends. As a result,
findings from earlier research could not be directly applicable to university students

in the context of food and beverage.

Furthermore, many loyalty programs emphasize financial rewards such as points or
discounts, while ignoring the emotional and personalized elements that students
value. Students seek experiences that make them feel valued, recognized and
connected to the company in along with financial savings. Therefore, their loyalty
is greatly influenced by factors such as interactive digital engagement, unique
reward, and customized incentives. Loyalty programs become only transactional
when these emotional elements disappear, which can reduce F&B company ability
to establish strong and lasting relationships with university students. As a result, to
fill an essential gap in both academic research and reality, this study examines the
influences of loyalty programs on customer loyalty among university students in
the food and beverage sector in Malaysia. The results of the study will help to clarify
the variables that influence customer loyalty, allowing F&B companies to create

more appealing loyalty programs that appeal to university students.
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1.3 Research Objectives

1.4

1)

2)

3)

4)

To investigate the behavioral patterns of mobile application usage for
beverage purchases among university students over a defined period
To examine the factors of Social Exchange Theory that influence
customer loyalty among university students in the food and beverage
sector

To explore the factors of Theory of Planned Behavior that influence
customer loyalty among university students in the food and beverage
sector

To determine the most influential factors that influence university

students' loyalty to beverage providers

Research Questions

1)

2)

3)

4)

What are the behavioral patterns of mobile application usage for
beverage purchases among university students over a defined period?
What are the factors of Social Exchange Theory that influence customer
loyalty among university students in the food and beverage sector?
What are the factors of Theory of Planned Behavoior that influence
customer loyalty among university students in the food and beverage
sector?

Which are the most influential factors that contribute to customer loyalty

among university students toward beverage providers?

1.5 Research Significance

This study provides food and beverage companies with useful knowledge about

how university students' customer loyalty is impacted by loyalty programs. Spero

and Stone (2004) stated that businesses have fostered an awareness of loyalty

among young people to ensure their future business. By identifying these elements

15



that influence customer loyalty, Businesses may create more effective loyalty
programs that meet university students' needs and interests. For instance,
companies can determine which loyalty program types, such as point-based
programs, membership programs, or referral programs, are more popular among
college students (Chouffani, 2022). Hence, businesses can create loyalty programs

that better suit university students’ needs, preferences, and lifestyles.

Moreover, companies can adapt their strategies to satisfy the changing demands of
university students, thus maintaining a competitive edge in this rapidly growing
market. Additionally, this study allows businesses and marketers to develop more
precise and effective marketing strategies. Marketers may develop campaigns that
have a higher chance of engaging with university students by determining the
elements that motivate their loyalty. For instance, a beverage company that targets
university students can boost their participation and loyalty by offering rewards for
participating in school events. Therefore, businesses may boost long-term brand
loyalty and stronger customer relationships by integrating marketing efforts with

these insights.

Furthermore, as the primary target audience, university students could benefit from
this study. For instance, businesses can provide rewards that better suit students’
preferences, such as special offers and student discounts, by recognizing the
elements that affect their loyalty. This will enhance their satisfaction with the
company, which will encourage further purchases and long-term customer loyalty.
Therefore, these insights help businesses to create more successful loyalty
programs that enhance customer relationships and boost university student

retention.

1.6 Summary

This chapter outlined the research questions and objectives while providing more
details on the study. Additionally, it highlighted the research issue and the
importance of the study in assisting food and beverage firms in developing

successful loyalty programs.
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CHAPTER 2: LITERATURE REVIEW

2.0 Introduction

This chapter discussed theoretical concepts, literature reviews of variables,

suggested framework, and the formulation of hypotheses.

2.1 Underlying Theories

2.1.1 Social Exchange Theory

Social Exchange Theory (SET) was proposed by Peter Blau in 1964,
suggests that social behavior is based on exchanges in which individuals
seek to gain valued rewards by giving up something (Nickerson, 2023). This
theory i1s based on the ideas of behavioral psychology and utilitarian
philosophy, which has a history in past intellectual frameworks (Cook &
Rice, 2006). In addition, Social Exchange Theory was founded by Homans
(1958) in his work Social Behavior as Exchange, in which he compared the
individual activities with those in groups (Redmond, 2015). SET was
defined by Cropanzano & Mitchell (2005) as an action performed by one
person in response to another. According to Ahmad et al. (2013), individuals
are motivated and reasonable to maximize benefits and minimize costs in
their interactions. Therefore, when customers believe that a brand offers
more advantages than disadvantages, they are more inclined to remain with

it.

According to Social Exchange Theory, individual social behavior can be
determined by four main components. First, the framework emphasizes

resources and rewards, which encourage people to engage with one another.
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In this theory, rewards such as knowledge, love, money, or status are the
favorable result of a relationship. Resources allow an individual to deliver
rewards, thus encouraging exchange interactions (Emerson, 1976; Foa &
Foa, 2012). Emotional resources like love may be more valuable than
material resources like money. The second element is the exchange
processes, in which individuals use their judgment and prior experiences to
balance the perceived costs and prospective benefits. In the words of Varey
(2015), user perception is influenced by cultural variances, shifting cost-
reward assessments over time, and changes in exchange perceptions. Third,
social frameworks and elements of social capital influence and promote
social exchange interactions. Norms, criteria, information sources,
expectations, and obligations are the social components that form social
capital (Best & Krueger, 2006). Reciprocity, which encourages duties in the
relationship between parties, is the fourth principle that supports social
exchange (Molm, 1997; Cropanzano & Mitchell, 2005; Emerson, 1976). A
lack of reciprocity will lead to dissatisfaction and strain the relationships
between individuals. Hence, reciprocity is essential as it encourages

individuals to cooperate, trust one another, and become one entity.

Social Exchange Theory is important to clarify how customer satisfaction,
customer trust, and customer engagement impact customer loyalty.
Customer satisfaction arises when experiences meet or exceed their
expectations, which encourages repeat purchase and loyalty (Oliver, 1999).
For instance, when university students eat at Subway and receive freshly
made food at a student-friendly price, their expectations are met. This
satisfaction motivates university students to return frequently rather than
switch to other brands. Morgan and Hunt (1994) point out that trust helps
eliminate uncertainty, guaranteeing customers believe the company will
provide value and strengthening the relationship between them. For example,
university students may develop trust in Starbucks because the company
continuously delivers consistent service and offers open reward redemption,
which encourages brand loyalty. Engagement is crucial in building
relationships between the brand and the company. For instance, university

students feel more connected to the brand and are encouraged to visit more

18



frequently when they use Tealive Reward to accumulate points, redeem

bonuses, and participate in special offers.

2.1.2 Theory of Planned Behavior

A well-known psychology framework, Theory of Planned Behavior (TPB)
was created by Icek Azjen to better understand human behavior. In this
framework, an individual’s behaviors are motivated by their intentions, and
these intentions are influenced by subjective norm, perceived behavioral
control, and attitude (Kan & Fabrigar, 2017). According to Azjen (1991),
subjective norms is a person’s perception of how others view a specific
behaviour. Attitude is a combination of a person's feelings, opinions, and
preferences to act toward a particular person, situation, concept, or item.
Perceived behavioral control is the key concept, which refers to an
individual's perception of the ease or difficulty of performing the behavior
(Brookes, 2023). Under this theory, intentions provide the motivational

factors that influence behavioural performance.

According to this concept, Ajzen (1991) suggests that intentions and
behaviors are more likely to occur when attitudes, subjective norms, and
perceived behavioral control are positive. In consumer behaviour,
researchers are requested to investigate consumer behavior using both
external factors, such as subjective norms, and internal factors, such as
attitudes and perceived behavioral control. Since its introduction,
researchers have improved TPB by integrating more factors to better
understand how intentions are formed and how they link to actual behaviors
(Rozenkowska, 2023). Research indicates that customer loyalty is
significantly impacted by peer influence, positive brand perceptions, and
ease of access (Haris et al., 2021). Customers use behavioral, normative,
and control beliefs to determine the value and effectiveness of attitudes
toward a behavior (Hoque & Hossan, 2020). Therefore, this study applied

this theory to explain the way consumer loyalty is affected by elements
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2.2

including attitude, perceived behavioral control, and subjective norm. The
food and beverage business often adopts the Theory of Planend Behavior to

increase customer loyalty.

Customers’ perceptions of a brand or loyalty program are shaped by their
opinions about its benefits, value, and reliability. For instance, customers
are more inclined to develop strong intentions to make additional purchases
or remain involved when attitudes are good (Khan et al., 2023). Subjective
norms, such as recommendations from loved ones or social media
influencers, affect consumers' decisions to visit or join a loyalty program,
thus increasing customer loyalty (Dong et al., 2022). For example, if
university students see their friends using Starbucks Rewards, they feel
social pressure to join too. Their decision to sign up for the program is
influenced by these norms, which promote repeat business and increase their
loyalty. Perceived behavioural control, such as easy access to rewards,
mobile applications, or discount redemptions, is crucial for companies to
increase customer loyalty. For instance, if a university student uses the
Tealive loyalty program, Tealive Rewards to earn points and instantly
redeem discounts, they feel convenient and satisfied, thereby boosting
customer loyalty. Research in the food and beverage industry indicates that
positive attitudes, strong social impact, and high perceived control
significantly increase the rate of repeat business and customer loyalty (Kang

& Kim, 2013).

Review of Variables

2.2.1 Dependent Variable: Customer Loyalty

Loyalty is a customer’s overall feelings regarding a company, service,
retailer, or seller (Dick & Basu, 1994). In other words, customer loyalty can

be described as a consumer’s ongoing preference for a specific brand
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(Zeithaml et al., 1996). According to Hallowell (1996), the frequency of a
customer's purchases and their word-of-mouth brand recommendations, can
be used to determine the scale of customer loyalty. Moreover, Oliver (1999)
mentioned that loyalty is the strong desire to consistently buy a preferred

good or service, even when external factors or competitor offers exist.

Rowley (2005) divides loyal customers into four main groups. The first type
is captive customers, who remain with a brand due to expensive switching
costs rather than they truly prefer it. Convenience-seekers remain with a
brand because it makes their purchasing experience convenient, familiar,
and habitual. Contented customers do not have a deep bond with it, although
they are comfortable and satisfied with the brand. Finally, committed
consumers truly like the brand and recommend it to others, demonstrating
their loyalty both visibly and emotionally. In this case, companies can
modify their strategies for each type of loyalty due to this classification,
which emphasizes that customers have various purposes for remaining with
a company. Customers are more inclined to stick with a firm when they are
happy with the products they receive. Hence, it can be challenging for any
firm to maintain customer loyalty, especially in marketplaces with a lot of

competitors and many choices.

In Malaysia, there are many cafes, restaurants, and beverage businesses
competing for customers' attention, particularly among university students.
It's extremely competitive to keep customers loyal in this market. Gultekin
and Veuphuteh (2023) found that university student’s loyalty is influence
by the price and overall quality of the food or beverage. The findings show
that price sensitivity and perceived food quality influenced purchasing
decisions. This indicates that the food and beverage industry, which targets
university students, must maintain competitive pricing while ensuring good

product quality.
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2.2.2 Independent Variable: Customer Satisfaction

Customer satisfaction measures how well a company's products, services,
or experiences can match or surpass the expectations of its customers
(Panaitescu, 2025). Moreover, customer satisfaction can be characterized as
an increase in feelings of varying intensities. This response is time-specific,
concise, and concentrates on the key elements of purchasing or utilizing a
product. Gronroos (1984) stated that customer satisfaction is a crucial

component of the long-term prosperity of a company.

As mentioned by Spiteri & Dion (2004), there are two types of satisfaction,
which are cumulative and transactional. Cumulative satisfaction is general
satisfaction or the entire purchasing experience. They stated that ongoing
purchases and the customer's overall experience with the product are the
foundations of long-term satisfaction, such as appraising the seller (Johnson
& Fornell, 1991). However, it is crucial to build and maintain long-lasting
relationships between the business and its clients. On the other hand,
transactional satisfaction is a short-term, product-specific measure that is
derived from evaluating a single purchase. This satisfaction is unlikely to be
examined further as it is limited to one-time purchases, frequently made by
customers who did not repurchase the product after making an unexpected

purchase.

According to Zia (2024), there are several key factors that can influence
customer satisfaction. Product quality is a crucial consideration, as
customers expect goods and services to meet their expectations, fulfill their
demands, and function as intended. Next, service quality, such as includes
personnel responsiveness, support accessibility, and customer empathy and
understanding, is also essential. Additionally, price is also important as
customers want to get an affordable price, and they will become dissatisfied
when prices are high or inequitable. The last factors that influence customer
satisfaction 1is convenience, which includes product availability,

convenience in purchasing and payment, and prompt and reliable delivery.
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In combination, these elements influence the total customer experience and

determine how satisfied customers feel with a company.

Furthermore, customer satisfaction can be assessed through several methods.
One of the widely used techniques is a survey, which can be conducted
through online or in physical form, and includes both close-ended questions
and open-ended questions. Moreover, customer feedback can be collected
through social media, online review sites, and customer service contacts. All
these methods provide crucial information on satisfaction levels and identify
areas in need of development (Singh & Sirdeshmukh, 2000). Customer
satisfaction is defined in this study as the overall evaluation made by

students of their interactions with F&B loyalty programs.

2.2.3 Independent Variable: Customer Trust

Customer trust has been defined and evaluated in various ways within both
social sciences and marketing. Based on Rotter’s (1980), customer trust is
the degree of dependability or assurance that one person provides to another
within the context of an exchange relationship. In another way, customer
trust is the belief that another person is trustworthy and honest, which is
crucial in business transactions. In fact, Bagaskara and Sigit (2019) stated
that building customer trust in a brand is important to boost customer loyalty.
Chen & Dhillon (2003) outlined that the components that build trust are
competence, integrity, and benevolence. Competence is the ability of a
business to maintain and carry out promises made to customers. Integrity
reflects that the customer believes the seller is truthful and will keep their
promises. Benevolence is the willingness of a business to prioritize

customers' interests beyond its own and care about their well-being.

In addition, Morrow et al. (2004) describe trust as having two main aspects,
which are cognitive and conative capabilities. Cognitive capabilities relect

one’s trust in the reliability and honesty of another person. Besides, conative
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capabilities show a willingness to put trust in that person and follow through
on it. Hence, trust is more than just believing someone is reliable; it also
involves being willing to rely on them even when there is some level of
uncertainty or risk. Hence, customer loyalty is mostly shaped by trust,
especially in the food and beverage industry. Customer, especially students,
frequently choose their favourite fast-food restaurants, cafés, or bubble tea

shops based on perceived trustworthiness.

2.2.4 Independent Variable: Customer Engagement

Customer engagement is the degree of an individual's involvement and
emotional attachment to a company's goods, services, or activities (Vivek et
al, 2012). Developing customer engagement is a continuous effort, which
begins when marketing efforts for a brand increase awareness of its goods
and services. At the same time, customer engagement also demonstrates
how much a consumer considers, connects with, interacts with, and engages
with a brand on a social level (Pansari & Kumar, 2016). Customers’
purchasing experience influences their emotional response to a brand,
whether the outcome is positive or negative (Verleye, 2015). If they had an
excellent experience, they are more willing to make repeat purchases. This
type of engagement can bring benefits such as stronger loyalty, deeper

emotional attachment, and active participation in brand communities.

Customer engagement can be divided into three categories such as cognitive,
emotional, and behavioural engagement (Busalim et al., 2019). Cognitive
engagement refers to a consumer's mental focus, including their attention,
interest, and thinking processes. Next, emotional involvement is a
customer’s emotion related to a brand, such as confidence or inspiration.
Meanwhile, behavioural engagement reflects the tangible actions the
customers take, such as joining loyalty programs, writing product reviews,
and participating in promotional activities (Emarsys, 2025). These four

elements show how customer engagement goes beyond simple purchasing.
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Therefore, customer engagement is important in enhancing university
student’s loyalty in this context. University students are inclined to remain
engaged to it while positive emotions are created through activities like
student-focused events or interactive marketing. These events transform
students into active participants rather than passive consumers. Moreover,
engagement promotes social interaction and brand advocacy, as students
often share their experiences with their friends. For example, loyalty
applications such as GrabRewards and MyMcDonald’s Rewards that offer

discounts for large purchases encourage users to invite friends.

2.2.5 Independent Variable: Subjective Norm

Subjective norms are the expectations that crucial people or groups will
support and approve a particular action (Ham et al., 2015). Customers are
more inclined to participant when their family and friends are supporting
their actions. In other words, before making a purchase, customers seek out
information from others to support their favourable opinions, and this
information might influence their internal psychological state. Apart from
that, subjective norm refers to the perceived social expectations that support
or oppose a behaviour (Sus, 2023). La-Barbera and Ajzen (2020) stated that
subjective norms had an impact on person’s behavioral intention. These
norms influence the loyalty behaviors of university students, who frequently

purchase and promote brands that are supported by their social networks.

2.2.6 Independent Variable: Attitude

Attitude describes a person's overall evaluation, whether positive or
negative, towards a thing, concept, or entity that is influenced by their ideas,
feelings, and past experiences. According to Ajzen (2018) and Eagly &
Chaiken (1993), attitude includes cognitive, affective, and behavioural

components to reflect an individual's thoughts, feelings, and behaviours
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about that subject. Cognitive components include a person's opinions, ideas,
and understanding a person has about the topic. The affective component
reflects the associated emotional responses or emotions, including trust,
dislike, or preference. The behavioural component shows a person's
propensity or willingness to react toward the object in a specific way, such

as actively supporting it, avoiding it, or interacting with it.

A major study by Saini and Singh (2020) reveals a significant relationship
between attitudinal loyalty and behavioural loyalty. Attitudinal loyalty is
based on long-term passion, emotional connections, and trust rather than
quick benefits. Dick and Basu (1994) mentioned that attitude loyalty
emphasizes a customer's strong, positive opinion of a brand or seller.
Consumers can distinguish between competitors easily and exhibit strong
resilience to situations that could normally lead to brand switching (Jensen,
2011). Behavioural attitude describes a person's general assessment of
performing a specific behaviour. Moreover, Ajzen (1991) emphasized that
attitudes are an indicator of how strongly one believes in the expected results,
and that the concept of expectancy-value explains whether an attitude is
positive or negative. However, businesses must differentiate their brands
with unique characteristics, enabling consumers to recognize them in the
marketplace. In this study, university students will take part in loyalty
programs if they have a positive view of the programs and think it is useful,

enjoyable, and valuable.

2.2.7 Independent Variable: Perceived Behavioral Control

Perceived behavioral control (PBC) is someone’s belief in what they can do
a specific behavior. It can be impacted by both internal and external factors,
which internal factors include personal characteristics that boost a person's
belief in their own abilities, such as skills, knowledge, competence, self-

discipline, and confidence. External factors, on the other hand, include
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situational conditions like time, money, resources, opportunities, and social

support that may benefit or harm the behaviour (Kidwell & Jewell, 2003).

Along with attitude and subjective norm, perceived behavioral control
represents one of the components that define behavioral intention. When
perceived behavioral control is high, individuals are more likely to act on
their goals (Hagger et al., 2022). Hence, an individual is more likely to carry
out a behaviour when they believe they have the necessary skills and
resources (La Barbera & Ajzen, 2020). In other words, PBC serves as a key
component that has a major impact on how behavioral intentions are formed
within the theory of planned behavior framework (Akter & Hasan, 2022).
Perceived behavioral control is connected to intention since individuals are
unwilling to engage in actions that they feel are outside their control
(Sheeran, 2002). PBC in this study is measured by students' confidence in
their capacity to use loyalty programs effectively, which in turn affects their

loyalty to the brand.
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2.3 Research Framework

Table 2.3 Proposed Research Framework

...................................................................................

Social Exchange Theory

Customer Satisfaction

Customer Trust

Customer Engagement

...................................................................................

Customer Loyalty

Theory of Planned Behavior

Subjective Norm

Attitude

Perceived Behavioral
Control

...................................................................................

Source: Developed for research.

2.4 Hypothesis Development

The relationships between the dependent variable are shown below:

HI1: There is a positive relationship between customer satisfaction and customer

loyalty on loyalty programs among university students in Malaysia.

H2: There is a positive relationship between customer trust and customer loyalty

toward loyalty programs in Malaysia.
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H3: There is a positive relationship between customer engagement and customer

loyalty toward loyalty programs in Malaysia.

H4: There is a positive relationship between subjective norm and customer loyalty

toward loyalty programs in the food and beverage industry.

H5: There is a positive relationship between attitude and customer loyalty toward

loyalty programs in the food and beverage industry.

H6: There is a positive relationship between perceived behavioral control and

customer loyalty toward loyalty programs in the food and beverage industry.

2.5 Conclusion

This chapter analyses the relationship between the independent and dependent
variables by reviewing the literature generated by previous researchers. This study
is also guided by Social Exchange Theory and Theory of Planned Behavior.
Therefore, hypothesis development is proposed based on the latest findings in this

chapter.
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CHAPTER 3: METHODOLOGY

3.0 Introduction

Research design, sampling design, data collection method, research tool, pilot

test, and data analyses are all covered in this chapter.

3.1 Research Design

This study adopts a quantitative research approach to evaluate how loyalty
programs influence university students’ loyalty. Likert-scale surveys used in this
study to convert abstract ideas into structured, quantifiable data. Quantitative
approaches convert theoretical ideas into numerical data, which allows statistical
studies can identify relationships between variables and test hypotheses (Price &
Lovell, 2018). It enables arriving at numerical data, thus offering a neutral
perception of the given data (Creswell, 2023). Additionally, this method works well
for examining relationships between variables, such as customer satisfaction,
customer trust, customer engagement, subjective norm, perceived behavioral
control, and customer loyalty. The models of Kumar and Reinartz (2012),
emphasizing the necessity of measuring program design and outcomes for effective
assessment, apply to loyalty program research when a quantitative approach is used.
Accordingly, quantitative research can convert abstract ideas into quantifiable data,

which supporting hypothesis testing and statistical analysis of variable correlations.

3.2 Population and Sample

In this study, the target sample are university students in Malaysia, as they represent
a major consumer group in the food and beverage (F&B) sector. These students are

between 18 to 30 years old. They are the most active group of young consumers
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and are heavily involved with loyalty programs like membership cards, mobile
applications, and point-based incentive programs provided by cafés, restaurants,
and fast-food chains. Additionally, they are more price-sensitive than other
consumer groups, which makes them attractive to rewards, rebates, and discounts.
Hence, the study aims to gather data of university students on how loyalty programs

influence customer loyalty.

3.2.1 Sampling Techniques

Convenience sampling has been chosen in this study. According to Frost
(2021), convenience sampling is the process of selecting respondents who
are most accessible to the researcher. Additionally, it is the cheapest and
easiest method to gather preliminary data quickly without using a complex

sampling procedure (Stewart, 2025).

3.2.2 Sampling Size

An adequate sample size is necessary to improve the precision and
applicability of the study findings. It is estimated that between 75,000 and
1,000,000 university students are across Malaysia. According to Krejcie and
Morgan (1970), a minimum of 384 respondents is required to achieve a 95%
confidence level and 5% margin of error. However, Memon et al. (2020)
suggested that a minimum of 200 respondents is required for quantitative
research to produce accurate findings and preserve an adequate confidence

interval.
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3.3 Data Collection Method

Self-administered online survey constructed with Google Form is used in this study
to gather data. Ponto (2015) stated that a survey is a research technique that gathers
data from a sample of people using structured questions to gain insights about the
larger population. To ensure a diverse population of respondents who meet those
requirements, the survey will be distributed through social media platforms and
student networks, which offer the targeted audience easy access and a wide reach.
With technological advancement, online surveys have become an efficient way to
collect data. Hence, this method was chosen as it is widely available, cost-effective,
and convenient. Before the full survey is released, a pilot test involving 30 students

will be carried out to improve the instrument's reliability.

3.3.1 Research Instrument

The primary instrument chosen for this study's data collection is the
questionnaire. A questionnaire is a type of research instrument that provides
participants a set of questions to collect relevant information. A structured
questionnaire serves as the primary research tool in this study. It gathered
primary data from college students about their opinions and experiences
with loyalty programs in the food and beverage industry. The questionnaire
is divided into three sections. Section A gathers demographic information,
such as age, gender, ethnicity, type of university, frequency of food and
beverage purchases, and mode of purchasing food and beverages. Section B
gathers information regarding the respondents' perceptions, engagement,
participation, and awareness of beverage brand loyalty programs, as well as
their sharing habits and preferred rewards. Section C measures both the
independent and dependent variables of the study. Independent variables
include customer satisfaction, customer trust, customer engagement,

subjective norm, attitude, and perceived behavioral control, while the
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dependent variable is customer loyalty. In section C, the respondents’ level
of agreement with the specific question will be assessed using a 5-point
Likert scale, where 5 points indicate strongly agree, 4 points indicate agree,
3 points indicate neutral, 2 points indicate disagree, and 1 point indicates

strongly disagree.

3.3.2 Construct Measurement

Numerous times, surveys are used to evaluate quality. Likert scales are
frequently used as an assessment tool in surveys. Responders are assessed
based on their quality on a scale from highest to lowest (Allen & Seaman,
2007). Each structure's items in this study were gathered and modified from

earlier research.

3.3.3 Scale Management

To create an effective and comprehensive questionnaire, it is crucial to
understand and choose the right measurement scale. Levels of measurement
describe the type of information that can be found in the data. According to
Borgatta and Bohrnstedt (1980), measurement levels can be classified into
four types such as nominal, ordinal, interval, and ratio. The most basic type
is the nominal scale, which divides data into groups without implying a true
zero, rank, or interval spacing (Idika et al., 2023). In other words, objects in
a nominal scale are categorized into classes based on their equivalence. As
a result, a nominal scale has been used in this study to measure questions

such as gender and ethnicity.

Ordinal scale provides more information and a higher measurement level

than nominal scales, since they show a systematic order among variable
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observations (Taylor, 2024). The interval scale is applied when variables
have regular gaps between values. In this study, the respondents’ ages and
independent variables were measured using an ordinal scale. The five
fundamental measures on the Likert scale are from (1) Strongly Disagree to

(5) Strongly Agree.

3.4 Pilot Test

Pilot test was conducted to check if questionnaire items were comprehensive, clear,
and matching with the study objectives. Hence, pilot testing is essential for
identifying errors in the survey or research procedure and for estimating the time
and resources required to carry out the main study. Bujang et al. (2024) stated that

a pilot test must have at least 30 responders.

3.5 Data Processing, Checking, Editing, and Coding

Data processing involves gathering data and converting it into a usable format. The
main goal of data processing is to turn data to a manageable format. Hence, the data

is cleaned, checked, coded, and recorded for further use during this period.

Data checking is a crucial step in discovering and fixing any missing information
that may affect test reliability. It is carried out to make sure the questionnaires
delivered to the target respondents are correct and relevant for the study. These
checks include recognizing empty or missing values, confirming that required fields
are filled out, detecting duplicate entries, applying consistent style, and verifying
the data's timeliness. Data quality is essential since it has a significant impact on the

reliability and correctness of the information used to make decisions (Suer, 2023).

Data editing is the process of examining data to identify items that might be
inaccurate, missing, or incomplete (Kumar, 2023). After this process, researchers

may be confident that their findings are supported by reliable, consistent, and
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applicable data. Fortunately, there were no errors, unreasonable answers, or
omissions in any of the 200 surveys used in this study. Therefore, no additional data

editing was required.

Data coding is the process that helps researchers identify concepts, relationships,
and trends by organizing raw data into a more logical format (Somasundaram, 2023).
By assigning and labeling codes, data coding helps to arrange data or information

into logical and relevant categories.

3.6 Data Analysis

This study uses Smart PLS and SPSS for data analysis. Descriptive analysis and
inferential analysis are used in this study. A robust statistical modeling method
called Partial Least Squares Structural Equation Modeling (PLS-SEM) is used by
Smart PLS (Wong, 2013). According to Vinzi (2010), PLS is a variation of
structural equation modeling that is unaffected by predetermined assumptions on
the distribution of data. In management science, Smart PLS can manage complex
models with moderators and mediators, even when the data is unusual or the
samples are tiny. In addition, Statistical Package for the Social Sciences (SPSS) is
a widely used program for performing quantitative data analysis (Rahman &
Muktadir, 2021). It was first created at Stanford University in 1968 by Norman H.
Nie, Dale H. Bent, and C. Hadlai Hull (McCormick et al., 2016). Researchers can
work efficiently with SPSS without requiring programming knowledge due to its
simple user experience. It is widely used in sectors such as sociology, psychology,
business, economics, medical, education, and marketing as it can handle, analyze,
and present huge quantities of data. Based on Vorhies (2017), marketing and
research groups can use SPSS as an efficient tool to examine customer behavior and

forecast future trends. Hence, this software is suitable for this study.
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3.6.1 Descriptive Analysis

Descriptive analysis is a statistical technique used to arrange, summarize,
and present data adequately (Rawat, 2021). Researchers frequently use
cross-tabulations to test various hypotheses, evaluate variation using
variance or standard deviation, and construct tables with values and
percentages. Descriptive analysis tools like bar charts, pie charts, or
graphical histograms have been used to show the demographic profile of the
participants in Section A. As a result, it helps to interpret the data set, thus

providing a clear overview in this study.

3.6.2 Inferential Analysis

Reliability test, diagnostic test, Pearson Correlation Analysis, and multiple

linear regression will be test in this study.

Table 3.6.2.1 Cronbach’s Alpha Coefficient Range

Coefficient Range  Strength of Association

<0.6 Unacceptable
0.6 to <0.7 Moderate
0.7<0.8 Good
0.8t0<0.9 Very good
>0.9 Excellent

Source: Streiner, D. L. (2003). Starting at the beginning: an introduction to
coefficient alpha and internal consistency. Journal of personality assessment,
80(1), 99-103.

Regression analysis is conducted to explore the connections between
variables. Table 3.6.2.1 shows that this study uses reliability coefficients,
like Cronbach's alpha, to evaluate the internal consistency of the tool. In this
study, reliability was assessed using Cronbach’s alpha, where a value

greater than 0.70 indicates that the items were reliable (Sykes, 1993).
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Moreover, diagnostic tests were conducted before regression analysis to
ensure the normality of the data. Diagnostic tests include the Variance
Inflation Factor (VIF) and heteroscedasticity. VIF determines if a variable
in the model has a high correlation with another (Potters, 2024). VIF helps
statisticians and researchers examine complex datasets, detect any issues in
their models, verify their findings, and prevent errors. Kumar (2023) stated
that heteroscedasticity in regression analysis refers to a situation where the

values of an independent variable affect the residuals or error terms.

Table 3.6.2.2 Pearson Correlation Coefficient Range

Scale of Correlation Coefficient Value
0-0.19 Very Low
0.2-0.39 Low
0.4-0.59 Moderate
0.6 -0.79 High
0.8-1.0 Very high

Source: Schober, P., Boer, C., & Schwarte, L. A. (2018). Correlation
coefficients: appropriate use and interpretation. Anesthesia & analgesia,
126(5), 1763-1768.

Table 3.6.2.2 shows that Pearson correlation analysis is carried out to check
the strength of a linear relationship between two independent variables.
Pearson correlation analysis, also known as r, is measured on a scale of -1
or+1 (Yang et al., 2021). When one variable changes, the other also changes

in the same way.

Multiple linear regression is a statistical method that uses two or more
predictors to predict the value of one element (Bevans, 2023). It can occur
when two or more independent variables have a linear relationship with the
dependent variable. Nevertheless, if the relationship is not linear, it might
potentially adopt a non-linear shape (Taylor, 2024). By using this model, it
is easier to see the direct and indirect effects of loyalty programs on

consumer loyalty.
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The formula of Multiple Linear Regression:
Y=Dbo + b1 X1+ baXo+ b3 X3+b 4X4+ bsXs+ BsXe
Y=a + bl1CS+ b2CT+ b3CE+b 4SN+ bSATT+ b6PBC
Where:
Y = Customer Loyalty

a = Intercept (constant term)

Bi = Coefficient of Variables, where i=1,2, 3...
Xi  =Independent variables, wherei=1, 2, 3....
CS  =Customer Satisfaction

CT  =Customer Trust
CE  =Customer Engagement
SN =Subjective Norm
ATT =Attitude
PBC =Perceived Behavioral Control

3.7 Conclusion

In this chapter, the methodology adopted has been discussed. It also covers the
various types of research and provides the results and analysis proposed in this study.
The following chapter will examine the data collection process and the

questionnaire's results.
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CHAPTER 4: DATA ANALYSIS

4.0 Introduction

This chapter presents the study’s data analysis, such as descriptive analysis,
reliability analysis, and inferential analysis. The descriptive data summarizes the
demographic profile of respondents, and reliability tests are used to ensure that all
measurement scales are consistent. Inferential tests include Pearson Correlation

Analysis and multiple linear regression.

4.1 Pilot Test

4.1.1 Reliability Test

Table 4.1.1 Summary of Reliability Statistics

Variables Cronbach Alpha Value No. of Item
Customer Loyalty 0.839 3
Customer Satisfaction 0.877 4
Customer Trust 0.935 11
Customer Engagement 0.955 9
Subjective Norm 0.902 3
Attitude 0.843 3
Perceived Behavioral 0.705 3
Control

Purchase Intention 0.828 3
Behavior 0.843 3

Source: Data from SPSS.

Adamson and Prion (2023) stated that the results for Cronbach’s alpha value
should be more than 0.6. Hence, Table 4.2.1 shows that all the Cronbach’s

alpha values in the pilot test are above 0.7, and the results are reliable.
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4.1.2 Regression Analysis

Table 4.1.2 Summary of Regression Results

Variables Coefficient Value
Model 1 Model 2
(Based on SET) (Based on TPB)
(Constant) -0.131 0.231
Customer Satisfaction 0.183
Customer Trust 1.003*
Customer Engagement -0.131
Subjective Norm -0.119
Attitude 0.129
Perceived Behavioral Control 0.645*
R square 780 677
F statistic 30.794 12.590
Sig. <.001° <.001°

* = significant at the 1% level (p <0.01)
Source: Data from SPSS.

Two models will be tested in the pilot test. Model 1 is based on Social
Exchange Theory, which includes customer satisfaction, customer trust, and
customer engagement. Model 2 is according to the Theory of Planned
Behavior, which consists of subjective norm, attitude, and perceived
behavioral control. According to Table 4.1.2, customer trust has a p-value
less than 0.01, thus it can influence customer loyalty significantly. Customer
satisfaction and customer engagement both have a p-value greater than 0.10.
Therefore, in this pilot test, customer trust had a higher influence on

university students’ loyalty rather than satisfaction or engagement.

4.2 Descriptive Analysis

Descriptive analysis used to define and measure the characteristics and strengths of
elements. It helps to organize, condense, and present data easily and concisely

(Kemp et al., 2018).
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4.2.1 Demographic Profile

Table 4.2.1 Summary of Respondent Profiles

Category Type No. of Percentages (%)
Respondents
Gender Male 79 36.2
Female 139 63.8
Age 18-20 22 10.1
21-25 190 87.2
26-30 5 23
Above 30 1 1
Ethnicity Malay 18 8.3
Chinese 195 89.4
Indian 5 23
Type of University Public 42 19.3
Private 176 80.7
Frequency of buying 0-2 times 103 472
beverages in one week 3-5 times 106 48.6
6-8 times 4 1.8
Above 8 times 5 23
Mode of purchasing Walk-in to shops/ Dine-in 112 51.4
beverages Takeaway 33 15.1
Online purchase 26 11.9
In-apps purchases 47 21.6
Others 0 0
Are you aware of the Yes 194 89
beverage loyalty program(s)? No 24 11
How many times do youuse  0-2 times 141 64.7
mobile applications to buy 3-5 times 74 33.9
beverages in one week? 6-8 times 1 0.5
Above 8 times 2 0.9
How long (in years) have you Less than 1 year 69 31.7
been a member? 2-4 years 133 61
5-7 years 14 6.4
Above 7 years 2 0.9
How often do you use the 0-1times 10 4.6
loyalty program 2-3 times 32 14.7
benefits? (per week) 4-5 times 61 28
6-7 times 79 36.2
Above 7 times 36 16.5
What type of rewards do you  Discounts 116 53.2
find most appealing in a Free products 31 14.2
loyalty program? Points-based systems 42 19.3
Exclusive offers or 29 13.3
promotions
Other 0 0
Have you ever shared a Yes 173 79.4
loyalty program promotion No 45 20.6

with your friends or on social
media?

Source: Data from SPSS.
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According to the results, 79 out of 218 (36.2%) were males, while 139 out
of 218 (63.8%) were females. This shows that females are more responsive
to this survey, indicating a higher percentage of female participation in

purchasing beverages through loyalty programs.

The results show that 22 (10.1%) out of 218 were between 18 to 20 years
old while 190 respondents (87.2%) were between 21 and 25 years old.
Besides that, 5 respondents or 2.3% were between 26 and 30 years old, while

1 respondent or 0.5% are between 26 and 30 years old.

Moreover, the results show that most of the respondents are Chinese, who
represent 195 out of 218 (89.4%). Next, 18 out of 218 (8.3%) of Malay

respondents, and the remaining 5 respondents (2.3%) are Indian.

Based on the results, 176 respondents, or 80.7% were from private
universities, such as Universiti Tunku Abdul Rahman, Sunway University,
and Taylor's University. Moreover, 42 out of 218 respondents, which
represents 19.3% of the sample studied at public universities such as
Universiti Malaya, Universiti Kebangsaan Malaysia, and Universiti Sains

Malaysia.

The results show that 103 out of 218 respondents (47.2%) purchase
beverages less than 2 times in a week. Besides, 106 out of 218 respondents
(48.6%) purchase beverages 3-5 times in a week. 4 respondents (1.8%)
purchase beverages 6-8 times in a week, and the remaining 5 respondents

purchase beverages more than eight times, which represents 2.3%.

According to the results, 112 out of 218 respondents prefer to buy their
beverages in the shop, which represents 51.4%, and 47 respondents (21.6%)
prefer in-app purchases. There are 33 out of respondents (15.1%) choose to
take their beverages away while 26 respondents (11.9%) who buy their
beverages through online platforms such as Grab Food, Food Panda, and

Shopee Food.
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More than half of respondents are aware of the beverage loyalty program,
which is represented by 194 out of 218 (89%). 24 respondents (11%) were
unfamiliar with the beverage loyalty program. This suggests that young
customers are typically aware of and regularly participate in loyalty

programs.

The results indicate that 141 out of 218 respondents (64.7) reported that they
use mobile applications less than 2 times to buy beverages in one week.
Next, 74 out of 218 respondents (33.9) use 3 to 5 times mobile applications
to buy beverages in one week. There are only 1 respondent (0.5%) who use
6-8 times, and the remaining 2 respondent (0.5%) uses above 8 times in a

week.

Based on the survey results, the most common loyalty programme is
Starbucks Rewards, represented by 99 respondents (45.4%). 59 or 27.1%
respondents a member of Tealive Rewards, and 12 respondents (5.5%) are
the members of Boost Juice VIBE Club. The remaining 48 respondents
(22%) prefer other beverage loyalty programs such as Chagee Mini Program
and Zus App.

The results show that 133 or 61% of 218 respondents have been members
of the loyalty program for two to four years. The following is that 69 or 31.7%
of respondents have been members for less than one year. There are only 14
or 6.4% respondents who have joined five to seven years ago, and the

remaining 2 respondents (0.9%) joined over seven years ago.

The survey results show that 79 or 36.2% of respondents use the loyalty
program benefits six to seven times a week. 61 out of 218 respondents (28%)
use four to five times a week. There are 36 respondents (16.5%) who often
use the loyalty program benefits, which are above seven times a week, and
32 respondents (14.7%) only use loyalty program benefits two to three times.
The lesser option is 10 or 4.6% respondents who use less than once times in

a week.
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Most of the respondents, 116 out of 218 (53.2%) prefer discounts in the
loyalty program. Next, 42 respondents (19.3%) found that point-based
systems, such as every point for every purchase, were the most appealing in
a loyalty program. 31 or 14.2% of respondents would prefer free products,
such as a free drink after 10 purchases. The remaining 29 respondents

(13.3%) were interested in exclusive offers or promotions.

Besides, 173 out of 218 respondents (79.4%) reported that they have shared
a loyalty program promotion with their friends or on social media, while 45
or 20.6% respondents have not shared. This shows that most of the

customers are willing to share the loyalty program benefits with their friends

or family.

Inferential Analysis

4.3.1 Pearson Correlation Analysis

Table 4.3.1 Pearson Correlation Analysis

CL CS CT CE SN ATT PBC
Pearson 1 O78%kF 5RQIKA ATTHREE AS REK 54G%k*F 4R4*
Correlation *
Sig. (2-tailed) <.001 <.001 <.001 <.001 <.001 <.001
N 218 218 218 218 218 218
Pearson 1 JJOOH*E AQEEEEk  FRAHHEk  SEREEkE 5O 5k
Correlation **
Sig. (2-tailed) <.001 <.001 <.001 <.001 <.001
N 218 218 218 218 218
Pearson 1 650%kF 5%k Ek 640 ** 62T *
Correlation Hk
Sig. (2-tailed) <.001 <.001 <.001 <.001
N 218 218 218 218
Pearson 1 L695%F*  §33kE* 528%*
Correlation **
Sig. (2-tailed) <.001 <.001 <.001
N 218 218 218
Pearson 1 4071 %** 493%*
Correlation **
Sig. (2-tailed) <.001 <.001
N 218 218
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ATT

PBC

kfek

Pearson 1 .508*
Correlation *%
Sig. (2-tailed) <.001
N 218
Pearson 1
Correlation

Sig. (2-tailed)

N

= significant at the 10% level (p <0.10)

Source: Data from SPSS.

According to Table 4.3.1, there is a positive and significant correlation
between all independent variables with a significant p-value with customer
loyalty. As Pearson correlation coefficients range from -1 to +1, values close
to +1 indicate a significant positive relationship between the variables (Liu,
2019). Therefore, the results show that customer satisfaction has the
strongest positive relationship with customer loyalty, with a correlation
value of 0.678. Customer trust has a correlation coefficient of 0.589 and
can significantly influence customer loyalty. Furthermore, there is a positive
correlation between customer engagement and customer loyalty with a
value of 0.477. Subjective norm and attitude can significantly influence
customer loyalty at value of 0.451 and 0.546. Lastly, perceived behavioral
control has a positive correlation with customer loyalty, with a coefficient

value of 0.484.

4.3.2 Reliability Test

This study used Cronbach’s Alpha value to evaluate the internal consistency
of each measurement item. Stronger internal consistency is shown by a
higher alpha value (Edelsbrunner et al., 2025). This indicates that the scale’s
items are more aligned with one another and offer accurate measurements

for analysis.
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Table 4.3.2 Summary of Reliability Statistics

Variables Cronbach Alpha Value No. of Item
Customer Loyalty 0.762 3

Customer Satisfaction 0.813 4

Customer Trust 0.902 11
Customer Engagement 0.898 9
Subjective Norm 0.816 3

Attitude 0.703 3

Perceived Behavioral Control  0.565 3

Source: Data from SPSS.

According to Adamson and Prion (2023), Cronbach’s alpha score between
0.6 and 0.7 indicates a moderate level of consistency, showing that the
results are acceptable, while values of 0.8 or above indicate a high level of
internal consistency. Hence, the Cronbach’s Alpha scores for every variable
in this study were higher than the suggested minimum score of 0.60,
showing that each scale’s items have sufficient internal consistency. This
study uses three questions to study the dependent variable, customer loyalty,
by using a 5-point Likert scale. By using SPSS software, the reliability
analysis showed that Cronbach’s alpha value for this variable is 0.762,
which is within the very good range. Moreover, 4 questions were examined
to test the independent variable, customer satisfaction. This variable gets a
Cronbach’s alpha of 0.813, which is also within a range of very good
reliability. Furthermore, 11 questions were used to study customer trust and
get a Cronbach’s alpha of 0.902. This section is considered an excellent

range, which highlights that the items are highly consistent and accurate.

On top of that, the Likert scale is also used to study customer engagement
and consists of 9 questions. After running through the software, this variable
has a Cronbach’s alpha of 0.898, which demonstrates excellent internal
consistency and high dependability. Subjective norm consists of 3 questions,
has also been tested by using the Likert scale. This variable gets a
Cronbach’s alpha of 0.816, which is under the good range. Besides that, 3
questions were examined to study the attitude of the customer. It gets a

Cronbach’s alpha value of 0.703, which under the good range. Lastly, three
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4.4

questions were analysed by using the Likert scale to study the last
independent variable, perceived behavioral control. This section consists of
3 questions and has a Cronbach’s alpha value of 0.565. Hence, the results
proved that all the measuring scales used in this study have sufficient

reliability.

Diagnosis Test

4.4.1 Variance Inflation Factor, Skewness, and Kurtosis

Table 4.4.1 Diagnosis Test

Variables VIF Skewness  Kurtosis
Customer Satisfaction 2.251 -2.321 7.821
Customer Trust 3.115 -2.269 10.195
Customer Engagement 2.501 -1.782 3.903
Subjective Norm 2.083 -1.787 4.237
Attitude 1.850 -2.189 8.483
Perceived Behavioral Control 1.920 -1.928 7.852

Source. Data from SPSS.

Variance Inflation Factor (VIF) is a tool used in statistical software to detect
irregularities in data. According to Akinwande et al. (2015), value between
1 and 5 indicate moderate correlation, while values above 5 to 10 indicates
a high level of multicollinearity. Therefore, Table 4.4.2 shows that there is
no multicollinearity problem, and the regression results are reliable. On top
of that, this study used the skewness and kurtosis tests to evaluate the
normality of the data distribution. Skewness indicates the symmetric of a
data set by showing whether the distribution is symmetrical, balanced, or
shifted to the left or right. Skewness values between -2 and +2 are acceptable,
while skewness values between -1 and +1 are considered excellent (Hair et
al., 2015). In this study, every variable has a skewness between -1 and +1,
thus shows the data is good. Furthermore, Kurtosis evaluates normality by

indicating whether the distribution is smoother or more peaked than a
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4.5

typical distribution. Kurtosis levels between 7 and +7 are acceptable (Kim,
2013). According to table 4.4.1, although the kurtosis values for customer
trust (10.195) and attitude (8.483) has exceed the suggested £7 limit, these
two variables do not significantly change the normality assumption
(Schmidt & Finan, 2018). Customer satisfaction, customer engagement,
subjective norm, and perceived behavioral control all fall within the
acceptable 7 to +7 range. Hence, there are no significant deviations from

normality in this study.

Regression Analysis

4.5.1 Multiple Linear Regression: Model 1

Table 4.5.1 Summary of Regression Analysis

Variables Model 1 P-Value
Constant 0.410

Customer Satisfaction 0.538 <0.001*
Customer Trust 0.031 0.763
Customer Engagement -0.006 0.931
Subjective Norm 0.155 0.009*
Attitude 0.200 0.003*
Perceived Behavioral Control -0.009 0.908

R square 0.528

F statistic 39.282

Sig. <.001°

* Indicates significance at the 1% level (p <0.01)

Source. Data from SPSS.

Multiple linear regression is used to examine the combined effects of
various independent variables on a single dependent variable (Alita et al.,
2021). There are three models in this regression analysis, where Model 1 is
merged with all the variables in Model 2 and Model 3 into a complete
regression model. Table 4.3.4.1 shows that Model 1 includes all six
independent variables, including customer satisfaction, customer trust,
customer engagement, subjective norm, attitude, and perceived behavioral

control. In model 1, customer satisfaction has a significant p-value of less
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than 0.01, showing that customer satisfaction can influence customer loyalty
significantly. In addition, subjective norms have a significant p-value of
0.009. Attitude has a significant p-value of 0.003 and indicates that it can
significantly influence customer loyalty. Customer trust, customer
engagement, and perceived behavioral control have a p-value greater than
0.10, thus these variables could not significantly influence customer loyalty.
The six variables have the r square value of 0.528, thus can explain 52.8%
of the variation of customer loyalty. Moreover, this model has a F-statistic
value of 39.828, proving that the six variables strongly contribute to

influence customer loyalty.

The formula of the Multiple Linear Regression of Model 1 is shown below:
Y=Dbo + b1 X1+ b2Xo+ b3X3+b 4X4+ bs X5+ BsXe
Y= 0.410 + 0.538CS + 0.031CT - 0.006CE + 0.155SN + 0.200ATT -

0.009PBC
Where:
Y = Customer Loyalty
a = Intercept (constant term)
Bi = Coefficient of Variables, where 1=1,2, 3...
X =Independent variables, where1=1, 2, 3....
CS =Customer Satisfaction
CT =Customer Trust
CE =Customer Engagement
SN =Subjective Norm
ATT =Attitude
PBC =Perceived Behavioral Control
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4.5.2 Multiple Linear Regression: Model 2

Table 4.5.2 Summary of Regression Results

Variables Model 2 P-Value
Constant 0.649

Customer Satisfaction 0.562 <0.001*

Customer Trust 0.170 0.083%**
Customer Engagement 0.120 0.0418%**
R square 0.494

F statistic 69.510

Sig. <.001°

* Indicates significance at the 1% level (p <0.01)
*#* Indicates significance at the 5% level (p<0.05)
*#* Indicates significance at the 10% level (p<0.10)

Source. Data from SPSS.

Model 2 is based on Social Exchange Theory, which focuses on three
independent variables such as customer satisfaction, customer trust, and
customer engagement. The result shows that these three variables all have a
significant p-value, which can contribute together to influence the
dependent variable, customer loyalty. The correlation between these three
variables is 0.494, which reflects 49.4% of the variation of customer loyalty.

The F-statistic value of this model is 69.510.

The formula of the Multiple Linear Regression of Model 2 is shown below:
Y= bo + b1 X1+ baXo+ b3 X3
Y=0.649 + 0.562CS + 0.170CT + 0.120CE

Where:
Y = Customer Loyalty
a = Intercept (constant term)
B;i = Coefficient of Variables, where i=1,2, 3...
Xi =Independent variables, where1=1, 2, 3....
CS =Customer Satisfaction
CT =Customer Trust
CE =Customer Engagement
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4.5.3 Multiple Linear Regression: Model 3

Table 4.5.3 Summary of Regression Results

Variables Model 3 P-Value
Constant 0.963

Subjective Norm 0.180 0.001*
Attitude 0.382 <0.001*
Perceived Behavioral 0.224 0.004*
Control

R square 0.387

F statistic 45.096

Sig. <.001°

* Indicates significance at the 1% level (p < 0.01)
Source: Data from SPSS.

According to the Theory of Planned Behavior, Model 3 consists of three
independent variables such as subjective norm, attitude, and perceived
behavioral control. All the variables have a significant p-value, showing that
they can influence customer loyalty. Furthermore, this model has a r square
value 0f 0.387, which can explain the variation of 38.7% of customer loyalty.

Lastly, Model 3 has the F-statistics of 45.096.

The formula of the Multiple Linear Regression is shown below:
Y=Dbo + b1 Xi+ b2X>+ b3 X3
Y=0.963 + 0.180SN + 0.382ATT + 0.224PBC

Where:

Y = Customer Loyalty
a = Intercept (constant term)
Bi = Coefficient of Variables, where i=1,2, 3...
X =Independent variables, wherei=1, 2, 3....
SN =Subjective Norm

ATT =Attitude

PBC =Perceived Behavioral Control
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4.6 Conclusion

This chapter outlined the analysis results, along with descriptive statistics,
reliability test, and inferential test. The correlation and regression results proved
that all the variables were significantly connected. Pearson correlation analysis has
identified a positive relationship between the independent variables and the
dependent variable. Multiple linear regression proved that these variables have a
significant impact on customer loyalty. Therefore, the statistical results offer a solid

framework for the analysis.
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CHAPTER S: DISCUSSIONS, CONCLUSIONS, AND

IMPLICATIONS

5.0 Introduction

This chapter summarized the study's key findings including its limitations,

practical implications, and conclusions on the hypothesis. This chapter will also

provide the suggestions for further study.

5.1 Discussion of Major Findings

5.1.1 Findings on Hypothesis

Table 5.1.1 Findings on Hypothesis

Hypothesis

Variable

P-value Findings  Relationship

H1

H2

There is a significant
relationship  between
customer satisfaction
and customer loyalty
on loyalty programs
among university
students in the food
and beverage industry
in Malaysia.

There is no significant
relationship  between
customer trust and
customer loyalty
toward loyalty

programs in the food

<0.001 Supported  Significant

0.763 Not Not
Supported  Significant
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H3

H4

HS5

H6

and beverage industry
in Malaysia.

There is no significant
relationship  between
customer engagement
and customer loyalty
toward loyalty
programs in the food
and beverage industry
in Malaysia.

There is a significant
relationship  between
subjective norm and
customer loyalty
toward loyalty
programs in the food
and beverage industry
in Malaysia.

There is a significant
relationship  between
attitude and customer
loyalty toward loyalty
programs in the food
and beverage industry
in Malaysia.

There is no significant
relationship  between
perceived behavioral
control and customer
loyalty toward loyalty
programs in the food
and beverage industry

in Malaysia.

0.931

0.009

0.003

0.908

Not Not
Supported  Significant

Supported  Significant

Supported  Significant

Not Not
Supported  Significant

Source: Developed for research.
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The regression analysis showed that customer satisfaction can influence
customer loyalty toward loyalty programs in the food and beverage industry.
According to the results, university students are more likely to remain with
the F&B companies once they are satisfied with the customer service,
quality of the goods, and loyalty program offerings. Therefore, this result is
aligned with the findings of Kim (2024), who emphasized satisfaction as a
key factor in determining loyalty in F&B contents and Sung et al. (2021),
who determined that higher satisfaction levels motivate students to make

further visits to the shops. Hence, H1 is supported.

The results suggests that customer trust is not significantly influenced
on consumer loyalty. This finding indicates that trust is not sufficient to
foster consistent loyalty behavior among university students in the context
of loyalty programs. When deciding to remain with a particular food and
beverage companies, university students might give higher priority to
features like rewards, convenience, cost, or social influence over trust. Thus,

H2 is not supported.

The finding demonstrates that among university students, customer
engagement is not equal to consistent loyalty. Although university students
may engage with company activities, this does not result in ongoing
involvement. Without important elements like rewards or attractive
incentives, engagement is insufficient to sustain loyalty. H3 is therefore not

supported.

The findings support H4 by showing that subjective norm plays a major role
in fostering customer loyalty. When their friends or peers, or social groups,
support, recommend, and engage in the same loyalty programs, students are
more likely to be loyal. This result is consistent with the studies by Pai et al.
(2024) and Izquierdo-Yusta et al. (2022), which found that there is a positive
relationship between subjective norm and customer loyalty toward loyalty

programs in the food and beverage industry.
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The study’s results support H5, indicating that university students’ attitudes
had a positive effect on their customer loyalty toward loyalty programs.
Students are likely to participate in the loyalty program and remain with the
company if they have a positive view of it and believe it is useful, enjoyable,
or valuable. This result indicated that good attitudes about the company
directly increase customer loyalty. Hence, attitude can influence customer

loyalty in this context.

The findings support hypothesis H6, demonstrating that students are more
committed when they believe the loyalty program is simple to utilize,
redemption procedures are clear, and food and beverage establishments are
easy to find. This makes them more likely to remain with the brand and keep
using the loyalty program. As a result, greater perceived control results in

stronger customer loyalty in convenience-based service contexts.

This suggests that customer loyalty is not significantly influenced by
perceived behavioral control. Based on the results, university students need
more than just a simple and straightforward loyalty programs to develop
loyalty. Even if the loyalty program is easy to use, students may still switch
brands, demonstrating that other elements like promotions, rewards, or
social influence are more important in sustaining customer loyalty.

Therefore, H6 is not supported.

5.2 Implications of the Study

The study provides useful data for both consumers and food and beverage (F&B)
companies, especially university students who make up a large, powerful, and
proactive market. By recognizing how customer loyalty is shaped by satisfaction,
trust, engagement, subjective norm, attitude, and perceived behavioral control,
businesses can create more successful loyalty programs. At the same time, students
can gain from lower costs and overall service quality. From a business perspective,

the results highlight the necessity of creating loyalty programs that are effective,
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easy to use, and attractive to university students. For instance, F&B businesses must
ensure stable product quality, accurate orders, and enjoyable service experiences as
consumer satisfaction is a key factor in building loyalty. To establish customer trust,
the companies should communicate clearly about the reward termination,
redemption policies, and promotional terms to avoid inaccurate details or hidden
fees. In addition, companies must involve interactive elements, such as competitive
rewards, missions, and customized offers, to encourage customers’ engagement.
Furthermore, food and beverage companies must provide loyalty programs that can
connect with customers’ social groups through group-based promotions, referral
rewards, and collaborations with student organizations. For instance, Zus Coffee
can offer a “Buy 2 drinks and get one free when you come with your friends”, thus
encouraging students to participate together with their friends. Companies should
also implement user-friendly applications, simple redemption, and a wide range of
purchase channels to enhance perceived behavioral control. Together, companies
can develop successful loyalty programs and further promote repeat purchases and

strong customer loyalty.

From the customer's point of view, university students can benefit well from
effective loyalty programs as they enhance the quality, flexibility, and purchasing
experiences. For example, students can enjoy offers, rebates, and customized
rewards that minimize costs, especially for everyday necessities such as coffee.
Customer trust is also increased by consistent product quality and simple program
policies, which foster a trustworthy and positive purchasing environment. Besides
that, students are encouraged to interact with companies while having fun with
friends through interactive features and social-sharing components. Meanwhile,
students have more control over mobile applications, which makes it easier to earn,
track, and redeem rewards. In a nutshell, food and beverage companies can improve
their competitive position, boost customer loyalty, and build long-term
relationships with university students by implementing those findings. At the same
time, customers can increase their convenience, satisfaction, and confidence in their

purchasing experience.
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5.3 Limitations of the Study

This study has some limitations, although it provides insightful insights into how
loyalty programs influence university students’ customer loyalty. First, most of the
responders were between 21 and 25 years old, even though the targeted sample
ranged from 18 to 30 years old and above. Hence, the results are inapplicable to
every university student, who might have different spending habits, financial
restrictions, and opinions on loyalty programs (Backwell & Mitchell, 2003). As a
result, the findings most reflect the opinions and actions of students in their early

twenties.

Second, the study has a geographical limitation since many respondents came from
the same universities in Malaysia. For example, students from East Malaysia,
smaller campuses, or universities with different characteristics, may not be
accurately reflected by this limited geographic area (Hair et al., 2019). Additionally,
the accessibility of digital services, exposure to promotions, and access to food and
beverage businesses might differ among students in different areas. This limitation

will affect their loyalty behavior and involvement in loyalty programs.

Lastly, this study only focuses on the food and beverage (F&B) industry, which can
restrict the findings’ applicability to other sectors. For instance, reward systems,
consumer motivations, and engagement strategies may differ across loyalty
programs in industries such as retail, hospitality, and e-commerce. Hence, the
results can only be interpreted in the context of F&B loyalty programs among
university students, as loyalty program designs and customer behaviors in other

industries might be different.

5.4 Recommendation for Future Research

The following recommendations are offered to guide future research since there are
some limitations in this study. As most of the respondents in this study are between

21-25 years old, the viewpoints of younger students or older students may not be
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fully captured. To accurately reflect the target population, future studies can adopt
quota sampling, which allows the researcher to determine the right proportion of
participants from each age category. Therefore, future studies can improve
demographic accuracy, reduce sampling bias, and produce a complete overview of
how loyalty programs impact university students from different age groups.

In addition, future studies could expand their geographic range by involving
university students from a wider range of locations, including smaller campuses,
East Malaysia, and diverse universities with different backgrounds and profiles. For
instance, students’ participation in loyalty programs may be affected by local
variations in access to food and beverage outlets, their accessibility to digital
services, and involvement in promotions. Hence, future research can boost the
sample’s representativeness and deliver a more precise understanding by including

respondents from a variety of geographic locations.

Furthermore, future studies could expand the area of study by examining loyalty
programs in sectors beyond food and beverage, such as retail, hospitality,
transportation, or e-commerce. For example, the retail or e-commerce sector could
focus on point accumulation, and the hotel might prioritize tiered memberships or
exclusive benefits. Moreover, researchers can determine whether important factors
such as satisfaction, trust, or engagement are the same in every industry or vary
depending on their unique features by looking at loyalty programs in different
sectors. This comparative research can provide deeper insights into how customers

engage with and react to loyalty programs in other contexts.

5.5 Conclusion

This chapter examined the main conclusions of the hypothesis testing and discussed
the beneficial implications for both customers and companies. The research has
proved that six independent variables, customer satisfaction, customer trust,
customer engagement, subjective norm, attitude, and perceived behavioral control,

can shape customer loyalty through the influence of loyalty programs.
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APPENDICES

Appendix 1: Adapted Measurement Items

Variables Measurement Items Adapted/ Adopted References
Measurement Items
IVl1: 1) Overall, I am 1) Overall, I am (Hiatt et
Customer satisfied with the satisfied with the | al., 2023)
Satisfaction professor. beverage products.
(CS) . -
2) The instructor 2) The retailers
created an created an
environment environment
which motivated which motivated
me to learn. me to purchase
more.
3) Overall, I would
rate this instructor 3) Overall, I would
as effective. rate this retailer as
efficient.
4) Iwould not
recommend to 4) Twould
other students that recommend to
they take a course other people to
from this purchase
instructor. beverages from
this retailer.
1v2: 1) Promises made by 1) Promises made by | (Gefen &
Customer Amazon.com are the beverage Straub,
Trust (CT) likely to be retailer are likely | 2004)
reliable. to be reliable.
2) 1do not doubt the 2) 1do not doubt the
honesty. honesty.
3) Texpect that 3) Texpect that the
Amazon.com will beverage retailer
keep promises they will keep the
make. promises they
make.
4) I expect that the
advice given by 4) TIexpect that the
Amazon.com is advice given by
their best the beverage
adjustment. retailer is their
best adjustment.
5) Iexpectlcan
count on 5) Texpectlcan

Amazon.com to

count on the
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6)

7)

8)

9)

consider how its
actions affect
them.

I expect that
Amazon.com
intentions are
benevolent.

I expect that
Amazon.com puts
customers’
interests before
their own.

I expect that
Amazon.com is
well meaning.

Amazon.com is
competent.

10) Amazon.com is

understands the
market it works in.

11) Amazon.com

know about books.

6)

7)

8)

9)

beverage retailer
to consider how its
actions affect
them.

I expect that the
beverage retailer
intentions are
benevolent.

I expect that the
beverage retailer
puts customers’
interests before
their own.

I expect that the
beverage retailer is
well meaning.

The beverage
retailer is
competent.

10) The beverage

retailer is
understanding the
market it works in.

11) The beverage

retailer knows
about beverages.

Iv3:
Customer
Engagement
(CE)

1)

2)

3)

4)

)

Anything related
to  grabs my
attention.

I like to learn more
about .

I pay a lot of
attention to
anything about

I spend a lot of my
discretionary time
to

I am heavily into

1)

2)

3)

4)

Anything related
to beverage
products grabs my
attention.

I like to learn more
about beverage
products.

I pay a lot of
attention to
anything about
beverage.

I spend a lot of my
discretionary time
to drink beverage.

(Vivek et
al., 2014)
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6) 1am passionate 5) Iam heavily into
about . beverage products.
7) My day would not 6) Iam passionate
be the same about beverage
without . products.
8) Ilove with my 7) My day would not
friends. be the same
i without beverages.
9) ___ ismore fun
when other people 8) Ilove drink
around me do it beverages with my
too. friends.
9) Drinking
beverages is more
fun when other
people around me
do it too.
Iv4: 1) Most people 1) Most people (Abd
Subjective whose opinion | whose opinion | Ghani et
Norm (SN) value would value would al., 2017)
approve of my approve of my
engagement in engagement in
beverage products. beverage products.
2) Most people who 2) Most people who
are important to are important to
me think that I me think that I
should engage in should engage in
beverage products. beverage products.
3) Itis expected of 3) Itis expected of
me that [ should me that [ should
engage in beverage engage in
products. beverage products.
IV5: Attitude 1) I would be willing 1) Iwould be willing | (Sentosa
(ATT) to purchase to purchase ITham &
through internet. beverage products | Mat, 2012)
. . through
2) Buy-mg thmgs over applications.
the internet is an .
. , 2) Buying beverages
idea [ike. products through
3) I feel the internet applications is an
purchasing give idea I like.
me 1nsp1rat19n and 3) I feel that buying
help me to live up beverages through
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to my best during
my study period.

the application
gives me
inspiration and
help me to live up
to my best during
my study period.

IVe:
Perceived
Behavioral

Control
(PBC)

)

2)

3)

If I want to, I will
easily be able to

The number of
external influences
that may prevent
me from .

How much control
do you think you
have over your
ability to .

1)

2)

3)

If I want to, I will
easily be able to
purchase beverage
products.

The number of
external influences
that may prevent
me from purchase
beverage products.
How much control
do you think you
have over your
ability to purchase
beverage
products?

(Ajzen,
2002)
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Appendix 2: Survey Questionnaire

Section A: Demographic Information

1.

2.

Email Address:

Gender
O Male
U Female

Age:

Q 18-20

a 21-25

U 26-30

U Above 30

Ethnicity

U Malays
O Chinese
Q Indians
O Others:

Frequency of purchase of beverages in one week.
U 0-2 times

O 3-5times

U 6-8 times

O Above 8 times

Mode of purchasing food and beverages:
Walk-in to shops/ Dine-in
Takeaway

o000

Others:

Section B: Loyalty Programmes

1.

How many times do you use mobile applications related to beverages in one

week?

Q 0-2 times

Q 3-5 times

O 6-8 times

O Above 8 times

Are you aware of beverage’s loyalty programme?
O Yes
U No
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3. Are you currently a member of any loyalty programme offered by a
beverages brand (e.g., Starbucks Rewards, Tealive UniTea, Boost Juice
VIBE Club)?

O Yes
d No

4. How long have you been a member?

O Less than 1 year
O 2-4 years

O 5-7 years

U Above 7 years

5. How often do you use the loyalty programme benefits?

0-1 times
2-3 times
4-5 times
6-7 times
Above 7 times

o000

6. What type of rewards do you find most appealing in a loyalty program?
Discounts

Free products (e.g., free drink after 10 purchases)

Points-based systems (e.g., earn points for every purchase)
Exclusive offers or promotions

Other (please specify):

CO0OD0OO

7. Have you ever shared a loyalty program promotion with your friends or on
social media?
O Yes
U No

Section C: Variables

Q1.  Kindly rate the following statements on customer loyalty from 1 (strongly
disagree) to 5 (strongly agree).

CL1: I would like to revisit the beverage retailer that I have
already dealt with.

CL2: I recommend my family, friends, and relatives to visit
the beverage retailer that [ am already dealing with.

CL3: I will spread positive word-of-mouth about the
beverage retailer and its high-quality services.
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Q2. Kindly rate the following statements on customer satisfaction from 1
(strongly disagree) to 5 (strongly agree).

CS1: Overall, I am satisfied with the beverage products.

CS2: The beverage retailers created an environment that
motivated me to purchase more.

CS3: Overall, I would rate this retailer as efficient.

CS4: I would recommend to other people to purchase
beverages from this retailer.

Q3.  Kindly rate the following statements on customer trust from 1 (strongly
disagree) to 5 (strongly agree).

CT1: Promises made by the beverage retailer are likely to be
reliable.

CT2: I do not doubt the honesty.

CT3: I expect that the beverage retailer will keep the
promises they make.

CT4: I expect that the advice given by the beverage retailer is
their best adjustment.

CTS5: I expect I can count on the beverage retailer to consider
how its actions affect them.

CTé6: I expect that the beverage retailer's intentions are
benevolent.

CT7: I expect that the beverage retailer puts customers’
interests before their own.

CT8: I expect that the beverage retailer is well-meaning.

CT9: The beverage retailer is competent.

CT10: The beverage retailer understands the market it works
n.

CT11: The beverage retailer knows about beverages.
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Q4. Kindly rate the following statements on customer engagement from
I(strongly disagree) to 5(strongly agree).

CE1l: Anything related to beverage products grabs my
attention.

CE2: I like to learn more about beverage products.

CE3: I pay a lot of attention to anything about beverage.

CEA4: I spend a lot of my discretionary time to drink
beverage.

CES5: I am heavily into beverage products.

CE6: I am passionate about beverage products.

CE7: My day would not be the same without beverages.

CES: I love drink beverages with my friends.

CE9: Drinking beverages is more fun when other people
around me do it too.

Q5. Kindly rate the following statements on subjective norm from 1(strongly
disagree) to 5(strongly agree).

SN1: Most people whose opinion I value would approve of
my engagement in beverage products.

SN2: Most people who are important to me think that |
should engage in beverage products.

SN3: It is expected of me that I should engage in beverage
products.

79



Q6.  Kindly rate the following statements on attitude from 1(strongly disagree)
to 5(strongly agree).

Al: I would be willing to purchase beverage products through
applications.

A2: Buying beverages products through applications is an
idea I like.

A3: I feel that buying beverages through the application gives
me inspiration and help me to live up to my best during my
study period.

Q7.  Kindly rate the following statements on perceived behavioral control from
1(strongly disagree) to 5(strongly agree).

PBCI1: If I want to, I will easily be able to purchase beverage
products.

PBC2: The number of external influences that may prevent me
from purchase beverage products.

PBC3: How much control do you think you have over your
ability to purchase beverage products?

Q8:  Kindly rate the following statements on purchasing intention from
I(strongly disagree) to 5(strongly agree).

INTI1: Given the chance, I intend to purchase from the same
beverage retailer.

INT2: Given the chance, I predict that I should purchase from
the same beverage retailer.

INT3: It is likely that I will purchase from the same beverage
retailer soon.
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Q9.  Kindly rate the following statements on behavior from 1(strongly disagree)
to 5(strongly agree).

B1: I usually use the applications to purchase products or
services at least once in a few months.

B2: I purchase products or services from the applications on
regular basis.

B3: I have bought many products or services from the same
beverage retailer.
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Appendix 3: SPSS Results

Table 4.1.1 Reliability Test (Pilot Test):

Customer Loyalty Cronbach’s Alpha

Reliability Statistics

Cronbach's
Alpha M oof ltems

838 3

Customer Satisfaction Cronbach’s Alpha

Reliability Statistics

Cronbach's
Alpha M oof ltems

877 4

Customer Trust Cronbach’s Alpha

Reliability Statistics

Cronbach's
Alpha M oof ltems

935 11

Customer Engagement Cronbach’s Alpha

Reliability Statistics

Cronbach's
Alpha M oof ltems

55 ]

Subjective Norm Cronbach’s Alpha

Reliability Statistics

Cronbach's
Alpha [ oof ltems

402 3
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Attitude Cronbach’s Alpha

Reliability Statistics

Cronbach's
Alpha M oof ltems

J78 3

Perceived Behavioral Control Cronbach’s Alpha

Reliability Statistics

Cronbach's
Alpha M oof ltems

T05 3

Table 4.1.2 Regression Results (Pilot Test):
Model 1:

Model SummaryJJ

Adjusted R Std. Error of the
Model R F Square Square Estimate

1 .B883® .ran J55 33541

a. Predictors: (Constant), CE, C8, CT
b. DependentVariahle: CL

ANOVA?
Sum of
Model Squares df Mean Square F Sig.
1 Regression 10.393 3 3.464 30,7594 <001°
Residual 2425 26 113
Total 13.319 29

a. DependentVariable: CL
b Predictors; (Constant), CE, C5, CT

Coefficients”
Standardized

Unstandardized Coeficients  Coefficients Caollinearity Statistics
Model B Stel. Error Beta t Sig. Tolerance WIF
1 (Constant) =31 477 -.652 520
Ccs 183 218 175 839 409 193 5.169
CT 1.003 325 861 3.089 005 109 9.206
CE -131 121 -181 -1.081 289 303 3.302

a. Dependent Variable: CL
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Model 2:

Model Summary”

Adjusted B Std. Error of the
Madel R R Square Square Estimate

1 B23° B7T 623 40720

a. Predictors: (Constant), PI, SM, PBC, ATT
h. DependentWariahle: CL

ANOVA?
Sum of
Model Squares df Mean Square F Sig.
1 Regression 8.350 4 2.088 12.580 <001°
Residual 3478 24 166
Taotal 12.330 28

a. DependentVariable: CL
b. Predictors: (Constant), PI, SK, PBC, ATT

Coefficients”
Standardized

Unstandardized Cosflicients  Coefficients Collingarity Statistics
Model B Std. Error Beta t Sig. Tolerance VIF
1 (Constant) 23 550 419 679
SN -19 127 -176 -.838 357 383 2610
ATT 129 180 149 719 479 312 3.210
PBC 645 200 605 3.1 004 382 2621
Pl 281 234 279 1.204 240 .250 3.998

a. DependentVariable: CL

Table 4.2.1 Descriptive Results (Summary of Respondent Profiles)
Gender

venaer
Cumulative
Frequency Percent Valid Percent Percent
valid 1 79 36.2 36.2 36.2
2 139 63.8 63.8 100.0
Tatal a40 4nnn 4nnn
Age
Age
Cumulative
Frequency Percent  Valid Percent Percent
Valid 1 22 101 101 101
2 190 87.2 87.2 97.2
3 5 2.3 23 99.5
4 1 5 5 100.0
Total 218 100.0 100.0

84



Ethnicity

Ethnicity
Cumulative
Frequency Percent  Valid Percent Percent
Valid 1 18 8.3 8.3 8.3
2 195 89.4 89.4 97.7
3 5 23 2.3 100.0
Total 218 100.0 100.0
Type of University
Type of University
Cumulative
Frequency Percent  Valid Percent Percent
vValid 1 42 19.3 19.3 19.3
2 176 80.7 80.7 100.0
Total 218 100.0 100.0

Frequency of buying beverages

Frequency of buying purchase of beverages in one week

Cumulative
Frequency Percent Valid Percent Percent
valid 1 103 47.2 47.2 47.2
2 106 486 48.6 959
) 4 1.8 18 97.7
4 5 2.3 2.3 100.0
Total 218 100.0 100.0

Mode of purchasing food and beverages

Mode of purchasing food and beverages

Cumulative
Frequency Percent Valid Percent Percent
Valid 1 112 51.4 51.4 51.4
2 33 151 151 66.5
3 26 1.9 11.9 78.4
4 47 21.6 21.6 100.0
Total 218 100.0 100.0
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Are you aware of beverage’s loyalty programme?

Are you aware of beverage's loyalty programme?

Cumulative
Frequency Percent Valid Percent Percent
Valid 1 194 89.0 89.0 89.0
2 24 11.0 11.0 100.0

Total 218 100.0 100.0

How many times do you use mobile applications to buy beverages in one week?

How many times do you use mobile applications to buy
beverages in one week?
Cumulative
Frequency Percent Valid Percent Percent
Valid 1 141 64.7 64.7 64.7
2 74 339 339 98.6
3 1 5 5 99.1
4 2 9 9 100.0
Total 218 100.0 100.0

Which beverages brand loyalty programme(s) are you a member of?

Which beverages brand loyalty programme(s) are you a

member of?
Cumulative
Frequency Percent Valid Percent Percent

Valid 1 99 454 454 454

2 59 271 27.1 725

3 12 55 55 78.0

4 48 22.0 220 100.0

Total 218 100.0 100.0

How long (in years) have you been a member?

How long (in years) have you been a member?

Cumulative
Frequency Percent  Valid Percent Percent
Valid 1 69 31.7 31.7 3.7
2 133 61.0 61.0 927
3 14 6.4 6.4 99.1
4 2 9 9 100.0

Total 218 100.0 100.0
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How often do you use the loyalty programme benefits?

How often do you use the loyalty programme benefits?

Cumulative
Frequency Percent Valid Percent Percent
valid 1 10 46 46 46
2 32 147 147 19.3
3 61 28.0 28.0 47.2
4 79 36.2 36.2 83.5
5 36 16.5 16.5 100.0

Total 218 100.0 100.0

What type of rewards do you find most appealing in a loyalty program?

What type of rewards do you find most appealing in a
loyalty program?

Cumulative
Frequency Percent Valid Percent Percent
Valid 1 116 53.2 53.2 53.2
2 N 14.2 14.2 67.4
3 42 193 193 86.7
4 29 133 133 100.0
Total 218 100.0 100.0

Have you ever shared a loyalty program promotion with your friends or on social
media?

Have you ever shared a loyalty program promotion with
your friends or on social media?

Cumulative
Frequency  Percent  Valid Percent Fercent
Yalid i 173 794 79.4 784
2 45 206 20.6 100.0

Total 218 100.0 100.0
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Table 4.3.1 Pearson Correlation Analysis

Correlations
cL cs cT CE SN ATT PBC
cL Pearson Carrelation 1 678" 589 i 4517 546 484
Sig. (2-tailed) <.001 <001 <001 <001 <001 <.001
N 218 218 218 218 218 218 218
cs Pearson Correlation 678" 1 709" 496" 384 558" 595"
Sig. (2-tailed) <.001 <.001 <001 <001 <001 <.001
N 218 218 218 218 218 218 218
CcT Pearson Correlation 589" 709" 1 650" 562" 640" 627"
Sig. (2-tailed) <001 <.001 <.001 <.001 <001 <001
N 218 218 218 218 218 218 218
CE Pearson Correlation 417 496" 650" 1 695 5337 528"
Sig. (2-tailed) <001 <001 <.001 <.001 <.001 <001
N 218 218 218 218 218 218 218
SN Pearson Correlation 4517 384 562" 695" 1 401™ 493"
Sig. (2-tailed) <001 <001 <001 <.001 <001 <.001
N 218 218 218 218 218 218 218
ATT  Pearson Correlation 546 558" 640" 5337 4017 1 508"
Sig. (2-tailed) <001 <001 <001 <.001 <001 <001
N 218 218 218 218 218 218 218
PBC  Pearson Correlation 484" 595 6277 528" 4937 508" 1
Sig. (2-tailed) <001 <001 <001 <001 <001 <.001
N 218 218 218 218 218 218 218

*** Correlation at 0.001(2-tailed)

Table 4.3.2 Reliability Test (Actual Survey)

Customer Loyalty Cronbach’s Alpha

Reliability Statistics
Cronbach's
Alpha Based
on
Cronbach's Standardized
Alpha Items N of Items
.762 764 3

Customer Satisfaction Cronbach’s Alpha

Reliability Statistics

Cronbach's
Alpha Based
an
Cronhbach's Standardized
Alpha [tems M oof ltems
813 814 4
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Customer Trust Cronbach’s Alpha

Reliability Statistics

Cronbach's
Alpha Based
an
Cronkbach's Standardized
Alpha [tems [ oof ltems
802 8045 11

Customer Engagement Cronbach’s Alpha

Reliability Statistics

Cronbach's
Alpha Based
an
Cronkbach's Standardized
Alpha [tems M oof ltems
.Bo8 800 2]

Subjective Norm Cronbach’s Alpha

Reliability Statistics

Cronbach's
Alpha Based
an
Cronkbach's Standardized
Alpha [tems M oof ltems
816 818 3

Attitude Cronbach’s Alpha

Reliability Statistics

Cronbach's
Alpha Based
an
Cronkbach's Standardized
Alpha [tems M oof ltems
J03 704 3
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Perceived Behavioral Control Cronbach’s Alpha

Reliability Statistics

Cronbach's
Alpha Based
an
Cronkbach's Standardized
Alpha [tems [ oof ltems
Nalita] Ralits] 3

4.4.1 Diagnosis Test (Variance Inflation Factor, Skewness, Kurtosis)

Coefficients®

Standardized

Unstandardized Coefficients Coefficients Collinearity Statistics
Model B Std. Error Beta t Sig. Tolerance WIF
1 (Constant) 649 270 2.408 017
CSs 562 075 G116 T.455 <001 485 2.021
T A70 .0a8 138 1.741 .083 3749 2,637
CE 120 .059 132 2.051 041 576 1.738
a. DependentVariahle: CL
Coefficients”
Standardized
Unstandardized Coefficients Coefficients Collinearity Statistics
Model B Std. Error Beta t Sig. Tolerance VIF
1 (Constant) 863 297 3244 .om
SN 180 054 .208 3.320 .001 726 1.377
ATT .382 067 .363 5725 =001 712 1.405
FBC 224 076 196 2942 .004 642 1-557F
a. Dependent Variable: CL
Statistics
CL Ccs CT CE SM ATT PEC
i Walidl 218 218 218 218 218 218 218
Missing i] 0 i] 0 i] 0 0
Skewness -2.240 -2.321 -2.268 -1.782 -1.787 -2.188 -1.828
Stel. Error of Skewness 165 165 165 165 165 165 165
Kurtosis 7.821 9.403 10.195 3.903 4,237 8.483 7.852
Stal. Error of Kurtosis .328 328 .328 328 .328 328 .328

90



4.5.1 Regression Analysis (Actual Survey)
Model 1:

Model Summany”

Adjusted R Std. Error of the
Madel R R Square Square Estimate
1 726% 528 A14 A2826
a. Predictors: (Constant), PBC, SN, ATT, C3, CE, CT
b. Dependent Wariable: CL
ANOVA?
Sum of
Model Squares df Mean Square F Sig.
1 Regression 43,228 & 7.208 39.282 <.001"
Residual 38,699 211 183
Total 81.927 217

a. DependentWvariable: CL
h. Predictors: (Constant), PBC, SN, ATT, CS, CE, CT

Coefficients®

Standardized
Unstandardized Coefficients Coefficients

Caollinearity Statistics

Model B Std. Error Beta t Sig. Tolerance WIF

1 (Constant) 410 279 1.471 143
(4 538 077 493 6.947 =001 444 2.251
EEils 031 103 025 303 763 321 305
BE -.006 068 -.007 -.087 931 400 2,501
SM 155 .059 A79 2,623 .009 480 2.083
ATT .200 068 191 2,962 .003 540 1.850
EHE -.009 075 -.008 - 116 .908 521 1.920

a. Dependent Variable: CL

Model 2:
Model Summary”
Adjusted R Std. Errar of the
Madel R R Square Souare Estimate
1 J03® 484 A86 44034
a. Predictors: (Constant), CE, C5, CT
. DependentYariable: GL
ANOVA?
sum of
Model Squares df Mean Sguare F Sig.
1 Regression 40.433 3 13.478 §9.510 <001t
Residual 41.494 214 194
Total 81.927 217

a. Dependent Variable: CL
b. Predictors: (Constant), CE, C8, CT
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Coefficients®

Standardized
Unstandardized Coefficients  Coefficients Callinearity Statistics
Model B Std. Error Beta t Sig Tolerance VIF
1 (Constant) 649 270 2.408 017
Cs 562 075 516 7.455 =001 485 2021
CT 170 .0o8 138 1.741 083 378 2.637
CE 120 .059 132 2.051 041 576 1.738

a. DependentVariable: CL

Model 3:
Model Summany”
Adjusted R Std. Error of the
Model R R Square Square Estimate
1 §22%8 387 378 4843
a. Predictors: (Constant), PBC, SN, ATT
b. Dependent Variable: CL
ANOVA®
Sum of
Model Squares df Mean Sqguare F Sig.
1 Regression 31.732 3 10577 450896 =001"
Residual 501594 214 235
Total 81.927 217
a. DependentVariable: CL
b. Predictors: (Constant), PBC, SN, ATT
Coefficients®
Standardized
Unstandardized Coefficients Coefficients Caollinearity Statistics
Model E Std. Error Beta t Sig. Tolerance WIF
1 (Constant) 963 297 3.244 001
SN 180 054 208 3.320 001 726 1.377
ATT 382 067 363 5725 <001 2 1.405
PBC 224 076 196 2.942 004 642 1,657

a. Dependent Variahle: CL
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