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Abstract 
The purpose of this study is to conceptually examine existing academic literature within the 
last ten years (2011 to 2021) that would explain customer loyalty within the branded mobile 
loyalty programmes. The growing need for companies to build a sustainable relationship with 
customers translated into the development of mobile loyalty programmes in various 
industries. This paper also aims to establish a conceptual framework focusing on the 
antecedents for customer loyalty while associating a model called Theory of Planned 
Behaviour as the basis to comprehend customers’ intention to perform specific behaviour 
favouring the brands. Some of the most commonly used variables in the literatures are 
perceived ease of use, attitude, subjective norm and engagement. The recommended 
framework in this study may serve as a guide for marketing practitioners to improve the 
existing strategies of loyalty programmes to stay relevant and competitive. 
Keywords: Customer Loyalty, Mobile Loyalty Programmes, Theory of Planned Behaviour 
 
Introduction 

The role of marketing has never been more important than how it is today as 
organizations ranging from large multi-national to small entrepreneurial and local businesses 
recognize that marketing is an important business function (Belch & Belch, 2018). In recent 
years, companies strive to build long-lasting relationships with customers with the intention 
to be competitive and at the same time ensure effective use of marketing budget. This is 
because many companies are aware that acquiring a new customer can be more expensive 
than sustaining an existing one. Loyalty programmes have also been a common customer 
relationship management tool for businesses to maintain relationships with customers 
(Hutchinson et al., 2015). Before the heady days of smartphones and digital age advertising, 
loyalty programmes were often used within the airline or retail industry. Customers were 
provided with physical cards and expected to repeat purchases for free rewards (Mulqueen, 
2018). In fact, it is still common within some industries or countries where physical cards are 
distributed. For instance, Petronas, Malaysia’s leading oil and gas company distributes its 
loyalty card called Mesra loyalty programme to customers who visit the petrol stations and 
rewards customers with three points for every litre of fuel purchased (Chan, 2017). However, 
in recent time, Petronas launched its direct pump fuel payment application for its customers 
which enable them to earn points and redeem fuel at Petronas stations with the application 
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(Ker, 2020). Customer loyalty programmes can be incredibly valuable to any organization as 
they bring additional recurring revenue to the company and at the same time make loyal 
customers content with rewards (Kihlstrom, 2018). In certain circumstances, a physical card 
may be the best strategy for the company, and for some it may not be. Therefore, companies 
must evaluate their own strategies and implement a loyalty programme accordingly. From a 
customer’s point of view, it should only bring a good customer experience, enhance their 
relationship with the brand and customer satisfaction. This adds up to having long-term 
relationships and maintaining profitability and sustainability for companies.  

Besides, it is questionable to rely customer loyalty on loyalty programmes because a 
study revealed that customer is loyal to a brand when 86 percent recommend a company to 
friends and family, 66 percent are likely to write positive feedback and 46 percent remain 
loyal even after a bad experience (KPMG, 2019). Loyalty programmes allow customers to 
provide feedback and with the insights, brands can stay relevant and fine-tune the marketing 
strategies to engage with customers said Emily Wong, the Regional Marketing Director for 
Watson Group (Yuen, 2019). Customer loyalty is undoubtedly a crucial concept for brands to 
look into, particularly in Malaysia as 47 percent of Malaysians switch brands when offered 
price reductions or promotions, 49 percent will switch when they see better value for money 
and 35 percent will stick with trusted brands if the brands can provide better quality (Warc, 
2019). Customer loyalty is therefore seen as a crucial element to be analysed by brands in 
order to sustain their customers. Offerings through loyalty programmes enable customers not 
to switch brands as it would encourage them to spend more with the company.     

On the other hand, with so much technological advancement and competition, it is 
challenging for companies to ensure they remain relevant and provide the value that 
customers signed up for within the loyalty programme. According to Mulqueen (2018), loyalty 
programmes are becoming far more appropriate, sophisticated, and engaging than ever 
before and all these due to the growth in technology. A recent study revealed that 77 percent 
of Americans own smartphones, the same percentage are online daily, and more than 90 
percent of customers who use digital wallets say they are likely to keep personalized rewards 
in their e-wallet or mobile application (Burnett, 2019). There seems to be a solid number of 
American customers who are exposed to mobile-powered loyalty programmes, and the 
brands are increasingly looking towards improvising the functionalities of the mobile 
application (mobile app). It seems like the functionality of mobile apps is taken very seriously 
as customers would instead use the app, which has good features and useful functions. Close 
to 80 percent of millennials and nearly two-thirds of baby boomers have indicated their 
interest in getting rewards for purchases and even suggested that games should be integrated 
with mobile loyalty programmes (Burnett, 2019). Research published by P&S Market Research 
stated that the global gamification market expected to touch USD22,913.00 million by 2022, 
and factors boosting the market to grow is due to the growing involvement of people in social 
sites, high adoption of gamification in corporate and growing penetration of gadgets and 
display devices (Global News Wire, 2017). Gamification is the application of game elements 
incorporated for users to earn rewards for their activities within the loyalty programmes to 
encourage customer loyalty and improve engagement (Business News Daily, 2020). Some of 
the most well-known mobile loyalty programmes introduced in the United States are 
Starbucks, Amazon Prime and Kohl (Johnson, 2019). This proves to show that customer 
preferences are also changing together with technological advancements as the current 
information systems are only promoting easy access to information and convenient usage of 
technology to better their daily lives. On the other hand, in the United Kingdom, the research 
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found that 90 percent of consumers belong to at least one loyalty programme and that the 
UK is one of the most mature loyalty markets in the world (Rigby, 2018). Brands are 
increasingly thinking of mobile-first when creating, and growing customer loyalty. Kerem 
Atasoy, the Head of Digital Marketing for Harvey Nichol said that the launch of its mobile-
based loyalty programme was based on research with customers that showed 80 percent 
preferred a mobile app to a plastic card (Bacon, 2015). Similarly, Tesco UK is expected to 
improve the digital functionality of its 20 over year old loyalty scheme club card (Bacon, 2015).  

As far as Malaysia is concerned, a study revealed that 88 percent of the Malaysian 
population uses smartphones, 76 percent of them are active internet users, and 83 percent 
of the internet users access the internet every day (Social, 2018). That is a higher percentage 
of the population that uses smartphones than with the American smartphone users stated 
above. In 2019, 75 percent of the internet users spent their money via e-commerce with 58 
percent spending on mobile commerce platforms, and this provides a unique opportunity for 
businesses. This proves to show that customers do have the knowledge and ability to perform 
the task in an advanced technological products or features, thus proving technology self-
efficacy in customers is improving (Bernama, 2019). It was also reported that ride-hailing 
mobile applications proved to be very popular in Malaysia, ranking the third highest globally 
behind Singapore (Bernama, 2019). Chan Kok Long, the co-founder of Ipay88 (the payment 
gateway leader in Malaysia), stated that mobile commerce (m-commerce) is growing 
tremendously. Chan Kok Long predicted that the next thing that will be trending in Malaysia 
is the mobile-wallets and China’s top players, Alipay and WeChat Pay will contribute to the 
online transactions in Malaysia (Bernama, 2019). The advanced infrastructure, strategic 
position and encouraging policies of Malaysia opens opportunities for businesses to 
implement such technological advancements (Retail News Asia, 2017). Interestingly, BMW 
Group Malaysia, an automobile company, had introduced a mobile loyalty application for its 
members to access their privileges. The app also enables easier integration of e-payment, 
financing services, and access to luxury events. The company also aims to further digitalise its 
products, services, and touchpoints through the mobile app to engage with customers (The 
Sun Daily, 2018). This is relatively uncommon for the automobile industry; however, due to 
the demand for digitalisation and with studies revealing a significant percentage of customers 
using smartphones to mobile applications to internet usage, it is indeed the right time for 
companies to explore and be competitive. Therefore, companies should leverage on the 
advancing technology and provide better services.  

Customer loyalty is the positive attitude portrayed by customers towards a product or 
service provider resulting in repeat purchase behaviour which is often measured with 
attitudinal and behavioural aspects to differentiate between a faithful loyal customer and 
spurious loyalty (Boateng, 2019). However, there is no specific factor that has been said to be 
the influencing factor of customer loyalty. For instance, Kandampully, Zhang, & Bilgihan 
(2015) asserted that customer engagement and satisfaction would enable companies to 
establish an emotionally loyal customer base. Therefore, the theory of customer loyalty lacks 
a definite scale to measure, and this includes a gap of knowledge concerning mobile loyalty 
programmes. Many studies may have looked into loyalty programmes; nevertheless, with 
technological advancements; it is crucial to provide practical solutions to fill in the gap for 
mobile loyalty programmes on customer loyalty. The main objective of this paper is to 
determine variables related to customer loyalty concerning mobile loyalty programmes and 
to identify factors that would contribute to customer loyalty with mobile loyalty programmes. 
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Research Objectives 
The main objective of this study is to develop a research framework for mobile loyalty 

programmes based on previous studies concerning particularly on customer loyalty upon the 
post-adoption stage. This is because many companies are already exploring mobile 
advertising, and it is crucial for companies to ensure that the application is relevant to the 
customers. Not only that, but with the implementation of the mobile loyalty programme, 
companies must ensure that the platform is as per the needs of customers and it provides 
convenience in their daily lives. It should be beyond just a physical card and leverage the 
adoption of this new technology for the betterment of the companies to maintain long-term 
customer relationships.  
 
Literature Review 

According to Law & Ng (2016), the use and adoption of new technologies have been a 
topic of discussion for a very long time. Researchers generally investigate the determinants 
of user acceptance of the various new technologies with theoretical models such as the 
Theory of Reasoned Action (TRA) by Fishbein and Ajzen (1975), the Theory of Planned 
Behaviour (TPB) by Azjen (1985), and the Technology Acceptance Model (TAM) by Davis 
(1989) (Law & Ng, 2016). Among these, the Theory of Planned Behaviour (TPB) is regarded as 
one of the most popular models cited in the field of predicting human social behaviour (Ajzen, 
1991a). It is so popular that from 22 citations in 1985, the number of citations grown 4,550 in 
2010 based on Google Scholar search for the keyword ‘Theory of Planned Behaviour’ (Ajzen, 
2011). The TPB model has been able to predict a wide range of behaviours and has been 
commonly used in the prediction of health-related behaviour in industries like health and 
environmental science (Si et al., 2019; Sommer, 2011). In fact, the TAM model is a 
combination of the TRA and TPB theories which is considered to be an influential model in 
explaining technological adoption behaviours (Law & Ng, 2016).  

The TPB model is an extension of the Theory of Reasoned Action (TRA) model due to 
its limitations in dealing with behaviours over which people have incomplete volitional control 
(Ajzen, 1985). According to Frith (2013), volitional control is the ability for an individual to 
decide or choose between different actions. The main focus of the TPB model is the 
individual’s intention to perform a given behaviour which can be identified as an individual’s 
willingness to try to perform the final outcome (Ajzen, 1991a). The intention here can be 
viewed from motivational elements such as an individual’s effort or commitment to involve 
and engage with the behaviour (Mohd Noor, Sreenivasan, & Ismail, 2013). The TPB model, as 
shown in Figure 1, explains that an individual’s behavioural intention is a function of attitude 
toward the behaviour, subjective norm, and perceived behavioural control (Fishbein & Ajzen, 
1975).  
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                         Figure 1: The Theory of Planned Behaviour Source: (Ajzen, 1991a) 
 
Attitude towards the Behaviour 

The first determinant of intention discussed in the TPB model is the attitude towards 
the behaviour, and is defined as “the degree to which a person has a favourable or 
unfavourable evaluation or appraisal of the behaviour in question (Ajzen, 1991b). This means 
that if an individual feels a positive attitude towards a behaviour, he or she will also have a 
positive intention. According to Noor et al. (2013), attitudes develop reasonably from the 
beliefs people hold about the object of the attitude. Priya, Baisya, & Sharmab(2010) stated 
that by watching in-app advertisements, the cognitive and affective attitudes toward in-app 
advertisements are dominant and therefore affect users’ behaviour to look for more 
knowledge. In the context of the mobile loyalty programme, users are driven (positive 
attitude) to download and use the mobile application due to its functions and outcome. For 
instance, AirAsia’s Big loyalty apps enable its members (customers who have sign-up for the 
loyalty programme) to not only purchase AirAsia flight tickets but also to purchase products 
and services at other participating merchants (partnering brands) to earn big points. The 
points earned can be redeemed with other products and services, thus indicating the 
prediction of intention.   
  
Subjective Norm 

The second determinant is the social factor named as the subjective norm, and is 
defined as “the perceived social pressure to perform or not to perform the behaviour” (Ajzen, 
1991b). Taylor & Todd (1995) stated that subjective norm seen as equivalent to social 
influences because individuals define other peoples’ opinions and superior influences as 
psychological motives of behaviours. Besides, it can be seen as the social pressure that 
individuals perceive to perform a particular behaviour (Gómez-Ramirez, Valencia-Arias, & 
Duque, 2019). The social pressure can be from family, friends, colleagues, or even the Key 
Opinion Leaders (KOL). Key opinion leaders are mainly individuals who are trusted by relevant 
interest groups on social platforms (blogs and social media sites), and they have significant 
effects on consumer behaviour, especially of those avid social media users (Haroon, 2020). 
This further proves Ajzen's (1991a) findings that the more favourable the subjective norm of 
an individual’s behaviour, the stronger it will be on his or her intention to perform the 
behaviour. In the context of the mobile loyalty programme, the more people provide positive 
reviews or feedback regarding the brand’s mobile application, the more possibly users wish 
to adopt the app’s usage and subsequently stay loyal to the brand. 
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Perceived Behavioural Control 
The perceived behavioural control refers to the perception that people generally have 

about the ease or difficulty of performing the behaviour, and it is assumed to reflect upon 
past experience and obstacles (Ajzen, 1991a). This is the determinant that was included as an 
extension of the TRA model to ensure a behaviour is controlled. For instance, even if an 
individual has a positive attitude and feels towards social pressure, he or she will not have 
behavioural intention without the knowledge or even money (J. H. Kim & Lee, 2019). Besides, 
the individual’s perception includes resources, knowledge based on past experiences and 
facilitating conditions (Belkhamza & Niasin, 2017). According to Venkatesh, Morris, Davis, & 
Davis (2003), facilitating conditions refer to which extent people believe that an 
organizational and technical infrastructure exists to support the use of innovation. In the 
context of the mobile loyalty programme, brands generally provide user-friendly interface to 
support the facilitating conditions thus eliminating negative user perception towards the 
brand. 
  

Therefore, it is believed that the more positive a person’s attitude, subjective norm, 
and perceived behavioural control, the more consumers will have the tendency to perform a 
behaviour (Ajzen, 1991a). Moreover, the interesting fact about this model is that intentions 
may not necessarily be determined by the three main determinants discussed above but also 
other possible variables which one can identify and assess the intentions and behaviour 
(Ajzen, 2011). Besides, the TPB model was used as the basis and core component of many 
other newly developed models such as Chau & Hu (2002) united the factor of peer influence 
with the TAM model while Awa, Ojiabo, & Emecheta (2015) integrated TAM, TPB and 
Technology-organization-environment model (TOE) to further comprehend e-commerce 
adoption by small and medium scale enterprises (SMEs). Despite the growing interest and 
importance placed on understanding consumer attitudes, intention and behaviours with 
mobile applications and their potential impact as a mobile commerce, the most recent study 
by McLean, Osei-Frimpong, Al-Nabhani, & Marriott (2020) examine the antecedents and 
outcomes of consumer attitudes towards retailers’ mobile commerce applications at initial 
adoption and during continuous use. One of the TPB model’s biggest strengths is that it has 
been the core foundation of many researchers to evaluate users’ behaviour on the usage of 
information systems which may vary from mobile applications to marketing analytical tools 
to financial analytical tools and other technology-based systems. Therefore, it is crucial to 
evaluate consumer behaviour from different perspectives in order to comprehend the topic 
thoroughly.   

 
Research Methodology 

The research adhered to a systematic method to the content search by first conducting 
extensive study on mobile loyalty programmes in Malaysia. The investigation was conducted 
through Google search with selection content related to news only. A total of 40,900 results 
appeared, showcasing updates on brands from various industries. In order to further 
understand the environment of the topic, the search explicitly restricted specifically to Food 
& Beverage industry. The results showcased a mixture of data concerning mobile loyalty 
programmes and the performance of branded loyalty programmes in the market both locally 
and internationally. This provided an overview of the situation and enabled the researcher to 
comprehend the market environment of the topic area, issues concerning loyalty 
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programmes, and the development of the dependent variable (customer loyalty) for this 
study.  

 
                                    Figure 2: Methods to search for literature 
 
With that, the researcher extended the search to focus on particularly literature content 

relevant to understanding consumer behaviour related to technology and their loyalty status 
post the implementation of the mobile loyalty programmes. The research was conducted 
through Google Scholar and from the online library of INTI International College and 
University which provided access to e-resources such as EBSCO, Science Direct, ProQuest and 
Emerald. Although the research for mobile loyalty programmes produced limited results for 
journal articles, relevant articles supported the mobile application adoption or usage and 
users’ loyalty status with the brand. The keywords used for this study include customer loyalty 
programmes, mobile loyalty programmes, customer loyalty, and loyalty programmes. In order 
to identify the most relevant journal articles, the search focused on particularly academic 
publications written in the English language and articles within the last ten years (2011 to the 
current year 2021). The research resulted in 1,071 articles for keyword customer loyalty 
programmes, 522 for mobile loyalty programmes, 2,347 for loyalty programmes and 2,181 
for customer loyalty. A screening process was conducted to evaluate the relevancy of the 
article with Theory of Planned Behaviour and, most importantly articles which are recognised 
as scientific journals. A total of 30 articles were finally selected as it fulfils the objective of this 
research.    

 
Findings 

In contributing to the literature on the adoption and post usage of mobile loyalty 
programmes, this paper undertakes an analysis to review other research findings related to 
loyalty programme or usage of the types of theories and models. This is to comprehend the 
outcome of the research which are mainly continuance usage or customer loyalty. The 
majority of the study related to mobile loyalty programmes did not focus specifically on one 
type of industry as the results may vary depending on the research nature and objectives. For 
instance, studies were conducted within the industry of apparel, education, health, travel, 
fashion, medical and hotel (Carter & Yeo, 2016; Dale, White, Mitchell, & Faulkner, 2019; S. J. 
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Kim, Wang, & Malthouse, 2015; Thakur, 2019). Where else some researchers opted for 
general industry to evaluate consumers’ attitude towards mobile commerce, and adoption 
on mobile loyalty applications (Singh, Zolkepli, & Kit, 2018; Yang, 2013).  Another study 
focused on specific branded applications like Starbucks, Eva Airlines, 7-Eleven, Lion Travel and 
MUJI in order to evaluate the influence of brand competence on mobile app continuance and 
brand loyalty.  
 There is an evident that the research type may also contribute to more profound 
insight on the topic as the analysis shows the majority of the study was undertaken with 
quantitative approach mainly survey questionnaire. While some opted for a qualitative and a 
mixed-mode (Carter & Yeo, 2016; Kim et al., 2015). For instance, the study of Baek & Yoo 
(2018) used both focus group interview, expert review and an online survey with 
undergraduate students to develop a reliable and valid measure of branded app usability 
which incorporates consumer perceptions. Moreover, this research also aims to highlight that 
within the context of mobile applications; researchers have utilised or adopted different 
theories and models to support their findings. Most studies that aim to comprehend 
consumer attitudes towards the usage of branded mobile apps adopted TAM, and TPB models 
(Carter & Yeo, 2016; McLean, 2018; Singh et al., 2018; Yang, 2013). There were other studies 
that integrated models such as UTAUT, SDL and VIU model and ECT theory to understand 
consumer intention with the use of mobile apps (Fang, 2019; Jeon, Ali, & Lee, 2019; Thakur, 
2019). Besides, understanding consumer behaviour during the adoption and post-adoption 
stage of the loyalty programme is also crucial to assist practitioners in developing appropriate 
strategies that will help meet consumers’ needs. For instance, the research of Kim et al. (2015) 
focuses on airline loyalty programme mobile app of consumer post-adoption stage to further 
understand the spending level of these users against non-users to evaluate their spending 
behaviour. 
 Some of the commonly used variables and outcomes in the past researches and its 
findings discussed as below: - 
i. Perceived Ease of Use 

Perceived ease of use is generally used as the independent variable to examine 
consumers’ attitudes towards the brand and loyalty towards the brand in which; the study 
confirmed that said antecedent positively influences consumers’ attitude towards the 
branded mobile commerce application (McLean, 2018). Another study which intended to 
understand the factors that influence attitude towards mobile commerce and its factors 
found that perceived ease of use has a strong coefficient towards the mobile commerce 
adoption and supports that the TAM model is still relevant in marketing research (Singh et al., 
2018). While factoring into a specific target audience, mainly young Americans in the adoption 
of mobile applications show that perceived ease of use has a significant influence on mobile 
app usage (Yang, 2013). One may argue that results may vary based on specific industry; 
however a study that was conducted within the medical industry indicated high usage of 
intensity with perceived ease of use on medical professionals’ usage of the mobile app 
(Veríssimo, 2018). 
 
ii. Subjective Norm 

It is crucial to point out that the TPB model is still relevant to current studies. As such, 
one of its variable, subjective norm, is tested to evaluate the consumers’ app usage behaviour, 
specifically with business undergraduates and postgraduates (Carter & Yeo, 2016). The results 
indicated more differences between the two groups where undergraduates were more 
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influenced by friends and family on the attitudes while postgraduates looked less to friends 
for support and preferred to do further research on the apps themselves (Carter & Yeo, 2016). 
This indicates that not all consumers will favour or rely on recommendations or influences 
surrounding them. Focusing on the younger generation, influences of friends and family are 
crucial in deciding what’s appropriate for them. In contrast, the older generations can make 
decisions based on their preferences. For instance, the study of young Americans on the 
adoption of mobile applications indicated that subjective norm strongly influences the 
attitudes towards app usage (Yang, 2013).  

Users’ intention to watch in-app ads was positive and significant between subjective 
norm and behavioural responses (Cheung & To, 2017). This indicates that the opinion of 
others does matter even when it is related to in-app ads, which may be regarded as intrusive 
for some. Nevertheless, a study by Jeon et al (2019) shows that social influence did not show 
significant influence on consumers’ intentions to use the flight booking application. This is 
because consumers are already well aware of the usage of travel apps to book flights, and 
therefore, social influence were not applicable in current situation. For instance, the study 
indicated that consumers’ intentions to adopt apps for flight booking is strong with facilitating 
conditions as they have the resources and knowledge to use the app (Jeon et al., 2019). In 
another study, peer influence was used as the independent variable to examine medical 
professionals’ usage of the mobile app and the results show low significant in the actual 
behaviour to continuous usage of the mobile app (Veríssimo, 2018). 
 
iii. Attitude towards the Behaviour 

Attitude is also another variable widely used and the studies were to evaluate 
consumers’ attitude toward the behaviour of mobile app adoption or continuous usage. For 
instance, Carter & Yeo (2016) examined consumer attitude with moral, ethical, frequency, 
zero cost effect, stable connectivity, clear vision and spacious screens and data entry 
proficiency on towards app usage behaviour. The results indicated strong influence and more 
similarities between undergraduates and postgraduates regarding of their apps usage 
behaviour. Another study examined mobile commerce adoption by constructing attitude as 
the mediating variable in the study (Singh et al., 2018).  

The results revealed that all three independent variables (perceived usefulness, 
perceived ease of use, perceived trust and perceived self-efficacy) strongly influence mobile 
commerce adoption through their attitude towards the app (Singh et al., 2018). It is believed 
that attitude is a strong and direct antecedent to predict consumer usage behaviour (Singh et 
al., 2018). This is supported by the study of Yang (2013) in which independent variables such 
as perceived usefulness, subjective norm, ease of use, perceived enjoyment and perceived 
expressiveness positively predict their attitudes toward mobile apps. Attitude in this study 
was used as the mediating variable, and it positively supported consumers’ behaviour 
towards mobile apps usage. In fact, when evaluated through trust, it leads to favourable 
attitudes towards in-app ads, thus results in desirable behaviour (Cheung & To, 2017). The 
users’ intention to watch in-app ads was positive and significant to their attitudes.   
   
iv. Engagement 

Customer engagement was examined in the study of Lee & Lee (2019) the mediating 
variable of cognitive benefits, hedonic benefits, and social benefits to understand brand 
loyalty. The study integrated the Uses and Gratifications theory to comprehend the 
relationships among benefits in branded hotel apps, engagement, brand trust and brand 
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loyalty (Lee & Lee, 2019). Results show that all three variables positively influenced 
customers’ engagement. Even with the use of the TAM model, the findings confirm that 
engagement with branded mobile applications positively influences customers’ attitudes 
towards the brand and loyalty towards the brand (McLean, 2018).  

Besides, it is also to be noted that consumers using the m-commerce application at 
home are more influenced to engage with the app due to the level of enjoyment received 
from their experience. Another study used engagement in the form of intrinsic enjoyment as 
the moderating role in satisfaction-loyalty relationship in the mobile application environment, 
specifically for shopping and travel planning (Thakur, 2019). The study revealed that intrinsic 
enjoyment has significant interaction effects for e-WOM and continuance intention. Thus, 
engagement as the predictor of customer loyalty should be used for future researches as 
previous studies indicated positive results. 
 

Based on the previous literature review, this study proposes three independent 
variables within the setting of customer loyalty for mobile loyalty programmes. 
 

 
       Figure 3: Proposed Conceptual Framework 
 
Conclusion 

This study intended to provide an overview of customer loyalty within the context of 
mobile loyalty programmes. Most importantly, this review is sought to identify antecedents 
or rather the research framework which can help brands to maintain and increase customer 
loyalty. Theory application is also essential as in this research, the Theory of Planned 
Behaviour was used as the basis of comprehending customers’ intention to perform 
favourable behaviour towards the brand concerning the mobile loyalty programmes. Besides, 
the research method conducted will shed light on the possibilities of keywords that can be 
related to mobile loyalty programmes and strategies for selecting the relevant articles 
concerning the research topic. This literature review may offer discussion amongst marketing 
industry practitioners in evaluating the relevancy of mobile loyalty programmes which aimed 
to improve customer loyalty towards the brand. For instance, the ability to understand the 
customer perception or rather acceptance on mobile loyalty programmes instead of the 
traditional physical card. Based on the analysis of the existing works of literature, perceived 
ease of use, attitude, subjective norm, and engagement are popular variables used by 
researchers in the mobile loyalty programme studies. The variation in results from one 
research to another indicates the importance of multiple tests pertaining to the variables to 
find a rigorous model for the future.  
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