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Thesis Purpose: The purpose of this study is to increase the knowledge and understanding
surrounding changes in loyalty programs. The aim is to further examine how a change in loyalty
programs affects customer expectations and loyalty. The study also intends to shed some light
on how retailers might handle a change in a loyalty program whilst keeping their customers
satisfied.

Methodology: This study is a qualitative research with an abductive research approach. A
single case method was used together with semi-structured interviews to fulfil the purpose of
this study. The chosen sampling method was purposive - and convenience sampling.

Theoretical Perspective: The theoretical framework is mainly based on the Satir Change
Process Model. This model was mostly used as a reference and a guide for the researchers to
understand how the customers react to changes in loyalty programs, and further use it to
manage the effect of change on customers.

Empirical Data: The data was collected through the chosen case study of ICA which focuses
on their new loyalty program ‘stammis’. In addition, twelve semi-structured interviews were
conducted to create an understanding of the chosen phenomenon.

Findings: The findings include a new guideline that the researchers created through analyzing
the empirical data in accordance with the theory. This guideline can be used as a tool for
retailers and managers when they make a change in a loyalty program.

Practical Implications: The provided guideline can be helpful for retailers and managers that
use various versions of loyalty programs. The result can also be helpful in other settings and
sectors that use loyalty programs, such as the travel industry and the financial sector.
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1. Introduction

The following chapter introduces the background of the topic and highlights the relevance of
conducting further research on the subject. This section introduces the research problem, as
well as the research question of this study. Lastly, the scope of the study will be presented.

1.1 Background

It is apparent that loyalty programs are not a new thing, they have been around for over a
century (Grewal, 2019). However, they are constantly evolving and come in various types and
forms, for example, they can be based on points, tiers, paid programs, and lastly social media
(Peacock, 2018). The global study, ‘the loyalty report 2019’ by Bond, states that the average
customer is a member of 14,8 loyalty programs, however, only 6,7 of these loyalty programs
are actively used (Bond, 2019). According to Bruneau, Swaen and Zidda (2018), the strategy
and goal is to increase customer engagement through loyalty programs. However, customer
engagement is only achieved if the customer participates, otherwise, the company cannot
engage with them through their loyalty programs (Bruneau, Swaen & Zidda, 2018). According
to Shopify, a loyalty program is one of the most effective tools to increase revenue (Peacock,
2018). Further, they state that a reason why a company invests in loyalty- and reward programs
is due to the fact that it costs less to sell to an already loyal customer than to develop a new
relationship with new customers (Peacock, 2018). Loyalty can be seen as part of the ‘loyalty
economy’, and according to the business roundtable, in the USA, customer value is just as
important as shareholder value (Markey, 2020).

According to Kraljevi¢, Filipovi¢ and Zuber (2017), it is essential to invest in the relationship
between the retailer and customer, to ensure customer satisfaction and gain loyal customers
(Kraljevi¢, Filipovi¢ & Zuber, 2017). In Sweden, millions of people are members of food
retailer’s loyalty programs, for example, the retailer ICA has 4,8 million participants, Coop has
3,5 million, and Willys has 2,8 million participants (Sundberg, 2020). According to Coop, they
use their bonus system to create customer relationships, as loyal, returning customers are the
key to success (Sundberg, 2020). ICA says loyalty is important, and that they use their loyalty
program to make the customer choose them, and it is a way to handle their competition
(Sundberg, 2020).

At the beginning of 2020, the food retailer ICA announced that they are changing their loyalty
program and launching the new version ‘stammis’ * (Holmberg, 2020). The changed conditions
created a massive negative reaction and became headline news in Sweden. Many customers
displayed their disappointment in different ways, such as posts on Facebook (Sundberg, 2020),
through protest actions, and also by signing and collecting petitions to change the new loyalty

! Stammis is a Swedish word for a regular customer.



program (Kriisa & Rasper, 2020). From this occasion, it is of interest to study the customer's
perspective on a change in a loyalty program, which in this study will be examined through the
context of ICA’s case.

1.2 Problematization

The retail landscape has undergone a significant transformation and is continuously evolving
through, for example, new innovations and behaviors (Biron, 2019; Marr, 2019; Hultman,
2019). There is now, more than ever, competition over the customers, as both physical stores
and online stores can be 'fighting' over the same customer. Also, due to globalization, as
mentioned by Ghauri and Cateora (2014), businesses from across the world can now be
competitors and they are facing competition from all fronts (Ghauri & Cateora, 2014). One
might even go so as far as to state that it has become a 'battle’ over the customers. The
possibilities aligned for the customers in becoming members of a retailer's loyalty program is
like a candy bag mix, there are many different versions and plenty of options.

Retailers need to have loyal customers, as it is a way of gaining a competitive advantage over
their competitors (Kraljevi¢, Filipovi¢ & Zuber 2017). The organization Swedish Consumers
(Sveriges konsumenter) state that a loyalty program often looks good on the surface, however,
in reality, many points and other things connected to the membership will not be fully utilized
(Sundberg, 2020). This statement in itself could be the foundation for a potential issue when it
comes to customers’ expectations. A loyal customer who has chosen a retailer and invested
their trust and engagement has expectations that need to be fulfilled. However, problems may
arise if the customers feel let down by their chosen retailer. According to Decker (2018), a goal
for a retailer should be to create happy customers, as it is a crucial factor for growing a business.
Furthermore, it can be calculated as; happiness = reality - expectations, "it is not the reality of
the situation that creates happiness, it's the reality compared to the expectation” (Decker, 2018).

According to Grewal (2019), customer centricity is an essential mindset for a company to have.
However, the author highlights that it is easier for a smaller store to have personal contact with
their customers than an International chain (Grewal, 2019). According to CMO Council
reports, “only 14 percent of marketers say that customer-centricity is a hallmark of their
companies, and only 11 percent believe their customers would agree with that characterization”
(Lee Yohn, 2018). Grewal (2019), further emphasizes that game-changing retailers have
successfully developed the shopping experience which has made them gain customer-centricity
(Grewal, 2019). In some cases, it could be hard for large retailers to see their customers in a
personal way and thus, customers might have to fulfil their own shopping experiences. Even
though loyalty programs have a lot of data on the customer, customer-centricity can still be an
issue. According to Lee Yohn (2018), a big barrier for reaching customer-centricity could be
that the organization lacks a ‘customer-centric organizational culture (Lee Yohn, 2018).



Thus, as discussed by Rigby (2011), it is apparent that a touchpoint can quickly become a pain
point for the customers (Rigby, 2011). Stein & Ramaseshan (2016), highlight that this creates
a challenge for retailers to control all the touchpoints that the customer has with the company
(Stein & Ramaseshan, 2016). A touchpoint for a loyal customer can be the loyalty program.
When ICA launched the new loyalty program 'stammis’, it was apparent that it transformed the
touchpoint (loyalty program) for many customers into a pain point. That is, since many
customers had a strong reaction to the changed conditions and expressed disappointment.

Is it a complex equation, as the retailers have created the foundation for the customer
experience? Is it in the hands of the customer to create their own experience? With empowered
customers and the expectations on the retailer and their loyalty programs, how should this
equation be solved? According to Decker (2018), expectation management is a key aspect in
order to create happy customers. Moreover, it can be a challenge as it is a complicated equation
of finding a solution between the marketing team, sales and the customer (Decker, 2019).
Furthermore, the company can make a bold offer to try to generate sales, but if it does not live
up to the customer's expectation, there is a dilemma, as a disappointed customer is not a happy
customer (Decker, 2018). Nonetheless, as stated by Decker (2018), happy customers can be
seen as loyal customers (Decker, 2018). With that in mind, how is a retailer supposed to carry
out a change in a loyalty program and at the same time please both the customers and themself?

To be able to increase engagement towards a company and their loyalty program it is essential
to understand "customers' behavioral manifestations in relation to this more specific, latent
construct” (Bruneau, Swaen & Zidda, 2018, p.155). The case of ICA is a 'real-life’ example of
a loyalty program that changed its conditions. Changes will most likely occur and can be seen
as needed. This study aims to bring insights into how to carry out a change in a loyalty program
and not jeopardize the loyal customers. Even some of ICA’s own store managers also criticized
the new loyalty system (Peterson, 2020). Hence, one might ask oneself how ICA would be able
to convince their customers to become loyal, if they, themselves, are not satisfied with their
own changes in organization.

1.3 Research Purpose and Research Question

The purpose of this study is to increase knowledge and understanding surrounding changes in
loyalty programs. There is a lot of previous research on loyalty programs, customer loyalty and
customer's expectation, however, the issue found from an academic point of view is that there
is a lack of knowledge surrounding customers perspective on a change in a loyalty program
and how it affects their expectations. Especially from a Swedish context with a focus on
Swedish food retailers in the Swedish market. This study contributes to understanding
consumers' needs by studying customer's expectations in relation to changing loyalty programs.
Since how to handle a change within a loyalty program has not been discussed, the aim is to
study how a change in loyalty programs provided by food retailers, affect customers'

3



expectations. From a business perspective, this study will also shed light on how retailers
should handle a change in a loyalty program. A case study of ICA will be used to study this
phenomenon further.

One of the purposes is to illustrate what factors are needed of the food retailers from a
marketing perspective, meaning, what the customer needs when it comes to marketing
associated with a change in a loyalty program. Loyalty programs are a proven tool to increase
revenue (Grewal, 2019), with that said, it is needed to understand how to handle a change in
such a program without jeopardizing an essential asset, the loyal customers. That is why it is
important to answer the research question for this study.

1.3.1 Research Question
This resulted in the following research question:
e How do changes in a loyalty program affect customer expectations and loyalty?

This question will be answered through examining the case of ICA as they made changes in
their loyalty program.

1.4 Scope of the study

This section will explain the scope of this study through various choices made by the
researchers. Firstly, this study focuses on one segment of loyalty programs, namely the free
loyalty programs where there is no fee included to become a member. That is because it is one
of the biggest segments of loyalty programs. The majority of people are members of this
category by choice, and as it is free, it results in significant access of people. However, the
findings can be taken into consideration for the other forms of loyalty programs as well.

Secondly, this study has chosen the nature of a single case study. The case is a change in a
loyalty program in the context of ICA. When ICA introduced the change of their loyalty
program and presented the new version called 'stammis' (Holmberg, 2020; ICA, 2020a), the
negative reaction by the customers was very noticeable, especially in the media. This study
digs deep into this change, as it created the noise surrounding the topic (Holmberg, 2020;
Peterson, 2020; Sundberg, 2020). Even though ICA changed back their loyalty program after
the strong reactions, that is not the occasion that created the big debate. The central focus of
this study lies in what can be referred to as the first and most dramatic change when introducing
‘stammis’.

Lastly, as mentioned the customer played a big role in this case as they displayed different
emotions on the phenomenon, and this makes it natural to investigate this case from a

4



customer's perspective as it is of interest to investigate how the customer views a change in a
loyalty program. The findings of this study can be used for various businesses that use different
forms of loyalty programs since the aim is to highlight how to handle a change in a loyalty
program and keep the customers satisfied in the process. All of these choices resulted in the
scope of this study.



2. Literature Review

The following chapter will present the literature review, which will include a summary of
previous research on topics that are relevant for this study. The chosen themes are: Loyalty
Programs, Customer Loyalty, Customer Expectation & Expectation Management and
Customer Engagement. These themes are the foundation of the literature review.

2.1 Loyalty Program

In order to answer the research question, the concept of a loyalty program needs to be
understood to further investigate how a change within a loyalty program affects customers'
expectations. The concept will first be described and then why further research is needed will
be explained. The basis of a loyalty program is, according to Clow and Baack (2016), a
marketing program that is designed to encourage customers to make repeated purchases.
Grewal (2019), states that a loyalty program is both a benefit and a crucial aspect of the
marketing mix. He also mentions that the "best™ loyalty program is a program that makes the
customer go up the loyalty ladder, and shop many items, which means high purchase frequency
and spending (Grewal, 2019). The authors Clow and Baack (2016), mention when it comes to
a loyalty program from a grocery store, it usually offers special discounts for the customers
under a limited time (Clow & Baack, 2016).

Zakaria, Rahman, Othman, Yunus, Dzulkipli & Osman (2014), express that there is an issue
amongst supermarket chains loyalty programs, as it does not create loyalty, because there are
too many similar loyalty programs offered by retailers. The authors stress that loyalty will not
be as powerful since the customers are not loyal to only one supermarket (Zakaria et al. 2014).
Grewal (2019), states that if a loyalty program is unengaging, it can drain a retailer and the
loyalty program should be revised (Grewal, 2019). He also argues that a traditional loyalty
program cannot create customer loyalty (Grewal, 2019). The author suggests that retailers
should develop loyalty programs that are not 'one-size fits all', this in order to create long-term
loyalty (Grewal, 2019). In addition, he mentions that International chains that offer loyalty
programs should make sure that the local store feels like a home for their customers and
customize the offers after their purchase pattern (Grewal, 2019).

In an attempt to engage customers in a long-lasting relationship, many businesses use a loyalty
program and rely on the loyalty program to achieve this (Bruneau, Swaen & Zidda, 2018). It
must be a value for both partners in order to encourage a relationship (Palmatier, Jarvis,
Bechkoff & Kardes, 2009). Bruneau, Swaen and Zidda (2018), express that a loyalty program
often has companies focus on enrolment, instead of engagement. This can, according to the
authors, be a factor that can contribute to failure in the building of the relationship with
customers (Bruneau, Swaen & Zidda, 2018). The author's further states that if a customer is
not participating, it is difficult to engage customers through the company's loyalty program
(Bruneau, Swaen & Zidda, 2018).



It is suggested that in order to build customer loyalty, the retailers need to develop a loyalty
system that both reflects customers lifestyle and their attitudes (Magatef & Tomalieh, 2015).
Grewal (2019) encourages retailers to put more emphasis on a service-oriented environment
and/or customized niched offers when creating the setting for trying to gain loyal customers
(Grewal, 2019).

A loyalty program can also be seen as a tool to facilitate a conversation between the customer
and the retailer (Grewal, 2019), which can result in a loyalty program that is mutually
satisfying. Based on this the retailer can create strategic changes to engage their customers and
make them coming back as a loyal customer (Grewal, 2019). Through data drive customization
(Clow & Baack, 2016), it opens up for the companies to “see” their customers. For example,
the data can revise history of the customer patterns of what they buy and then decide what
incentive and information that is suitable (Grewal, 2019), it can help to customize special
individual offers (Clow & Baack, 2016). For instance, when a company uses loyalty cards it
can “transform cold customer data into warm relationships” (Bruneau, Swaen & Zidda, 2018,
p.155). According to Clow and Baack (2016), a successful customer relationship management
(CRM) program can create a connection and build long-term loyalty through technology that
goes beyond creating a database and other traditional selling tricks. It can help to customize
products and the communication (Clow & Baack, 2016).

Loyalty programs have demonstrated that they can increase revenue (Grewal, 2019) and can
be a foundation for a long-term relationship (Grewal, 2019). There is a need of getting loyalty
programs right, in order to actually achieve loyalty from the customers since an inefficient
loyalty program can drain retailers, especially if it is unengaging. As demonstrated by the
chosen case, it is clear this is still an issue of getting it right in loyalty programs even if it has
been used as a marketing for a long time. What customers need in a change of a loyalty program
from the retailer has not yet been discussed.

2.2 Customer Loyalty

A natural continuation of loyalty programs is a discussion of customer loyalty, as it is one of
the end goals for the retailers. The following section will discuss customer loyalty as it is
needed to understand for this study as well. First, the concept of customer loyalty will be
explained and then the reason why further research is needed. The concept of customer loyalty
has been a topic of discussion since the 1920s (Copeland, 1923 cited in De Silva Kanakaratne,
Bray & Robson, 2020). Vinod (2011), underlines that a successful loyalty program can
transform satisfied customers into a loyal customer (Vinod, 2011). According to Cheng (2011),
customer loyalty can be divided into two different approaches, behavioral and attitudinal
customer loyalty. The author state that behavioral customer loyalty is referred to as a substantial
element, which is based on repurchase behavior (Cheng, 2011). Moreover, attitudinal customer
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loyalty is more of a psychological construct, which emphasizes on the emotions towards the
product and service (Cheng, 2011). Furthermore, as mentioned by Zikmund (2002), the
customer can also express loyalty towards not only the company itself, but they can be loyal
towards other customers (Zikmund, 2002).

Kraljevi¢, Filipovi¢ and Zuber (2017), stress that in order to gain an advantage over competitors
that operate in the same sector, retailers need to gain loyal customers. The authors highlight
that the retailers need to invest in these relationships with the customers in order to establish
satisfied customers, which can generate in the customers wanting to become loyal towards the
retailer (Kraljevi¢, Filipovi¢ & Zuber, 2017). Rowley (2005), describes customer loyalty as
vital for organizations for retaining customers. Grewal (2019), explains that a reason why a
loyal customer is important is that it, in many cases, costs ten new customers to replace one
loyal customer (Grewal, 2019). It has been proven that customer loyalty has an effect on
business financial performance, and this is why customer loyalty is essential (Vinod, 2011).

According to Zakaria et al. (2014), there is a relationship between the loyalty program,
customer satisfaction and lastly, customer loyalty. Another aspect of customer loyalty argued
by De Silva Kanakaratne, Bray and Robson (2020), is that the national culture and its behaviors
can impact customers' loyalty. The authors mention that these two factors do influence not only
the perceptions of the loyalty program but also the expectations (De Silva Kanakaratne, Bray
& Robson, 2020). Furthermore, a suggestion is to design the loyalty program after culture
features (De Silva Kanakaratne, Bray & Robson, 2020). With that said, cultural differences can
be seen through behaviors, attitudes, beliefs, values and cognitive patterns from the individuals
in society (Bond, 2004). When it comes to behaviors that are common in Sweden,
individualism is one of them, which refers to taking care of oneself (Kamann, 2017). Another
typical behavior mention by the author is the avoidance of conflicts, when a swede is upset it
is hardly recognized, as the facial expression does not change (Kamann, 2017). Furthermore,
when expressing conflicts, soft phrases and words are more often used to not create a conflict.
Shouting and screaming is rarely used especially in public (Kamann, 2017).

Another aspect of customer loyalty is connected to the data collection the retailers gain through
their loyalty programs. Hofman-Kohlmeyer (2016), highlights that when trying to achieve
customer loyalty, the managers must protect the customer and their privacy when collecting
data because loyalty is based on trust. The author adds that it is of importance since the financial
benefits do not guarantee retention of customers (Hofman-Kohlmeyer, 2016).

By the display of previous research on customer loyalty it is clear that customer loyalty is vital
for organizations and their business performance. It has also been highlighted that there is a
need to invest in the customer relationship to gain loyal customers. However, the case from
ICA displayed that the most valuable assets, the loyal customers were all the sudden being
jeopardized, as the change in the loyalty program did not take loyal customers into
consideration. A big palette of emotions was declared concerning their dissatisfaction. This
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reasoning leads to a potential gap since the case demonstrates that there is still a need to further
research in how to handle a change in an organization and still keep the loyal customers and
make them satisfied in the process of change.

2.3 Customer Expectation and Expectation Management

2.3.1 Customer Expectation

In order to gain a deeper understanding of customers, and further comprehend how they would
react to certain changes made within organizations, previous research with focus on customer
expectations and how to manage them has been explored. According to Nicolae, Tanasescu &
Popa (2013), customer expectations could be defined as the needs, wants and preconceived
ideas that a customer has about a certain product or service (Nicolae, Tanasescu & Popa, 2013).
Customers assess the supplier’s standards of service and then anticipate what they might
receive from them in the future (Meirovich & Little, 2013). Generally, customers set
expectations with regards to their previous consumption experiences and satisfaction (Ofir &
Simonson, 2007), which subsequently shapes and predicts their future expectations (Meirovich
& Little, 2013). Nevertheless, many factors could affect a customer’s expectations such as
word of mouth, advertising, previous experience, and brand image (Nicolae, Tanasescu &
Popa, 2013). Also, when it comes to expectations, Steinhoff and Palmatier (2016), stresses
that when customers decide if they should engage in some sort of relationship, they weigh their
expectations in relation to the benefits and cost (Steinhoof & Palmatier, 2016).

Moreover, it is commonly suggested that if expectations are not met, it results in customer
dissatisfaction (Oliver 1981; Swan & Trawick 1981). Nonetheless, if the expectations actually
are met, moderate satisfaction is aroused, while in the cases where the expectations are
exceeded, high satisfaction is reached (Oliver 1981; Swan & Trawick 1981). Thus, it can be
acknowledged that customer expectations are directly related to the satisfaction or
dissatisfaction of the customer in regard to the product or service that they have consumed or
are consuming (Nicolae, Tandsescu & Popa, 2013).

Nonetheless, it has become known that surpassing customer expectations is crucial to reach
customer satisfaction (Ofir & Simonson, 2007), and if companies are not able to uphold their
standard to meet or exceed their customers’ expectations, it will result in dissatisfaction (Ofir
& Simonson, 2007). However, customer satisfaction is essential for companies since it can,
along with high service quality, provide value for the company by assisting in gaining
competitive advantage in the market and increasing profitability (Moslehpour, Wong, Lin &
Le Huyen Nguyen, 2018). Therefore, it is important for the organization to understand and
study the customers’ expectations in order to make an effort to keep them fully satisfied.

Moreover, by measuring consumer expectations and understanding how they are developed,
one can effectively understand and manage these expectations (Armantier, Topa, van der
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Klaauw & Zafar, 2017). However, a contradicting argument can be discussed as well. As
mentioned by Ofir and Simonson (2007), companies must be attentive when exploring
customers’ expectations as previous research has been found suggesting that asking customers
about their expectations of a product or service before their purchase can backfire (Ofir &
Simonson, 2007). The authors further mention that the rationale behind this occurrence is that
when customers are asked about their expectations beforehand, they tend to start looking for
negative attributes in the product or service and end up having a negative experience (Ofir &
Simonson, 2007). Moreover, the motivations behind this behavior relates to the fact that
expressed expectations have a tendency not to be met, and so when customers essentially
communicate these expectations, they are more likely to have a worse experience (Ofir &
Simonson, 2007). Hence, companies need to keep this issue in mind when exploring customers’
expectations.

Moslehpour et al. (2018), suggest that companies should recognize that people are generally
diverse and interpret things differently. Thus, it comes as no surprise that customers are diverse
too and so are their expectations (Moslehpour et al., 2018). Nonetheless, the authors mention
that in order for companies to outshine their customers’ expectations, they need to provide
products and services that fit with the customers characters and likings (Moslehpour et al.,
2018). According to Hofstede (1991), the cultural background of the customer also has an effect
on their perceptions, expectations, intentions, choices and behavior. Respectively, this factor
should be taken into account as well when companies are determining which products and
services are appropriate for the customers (Hofstede, 1991).

2.2.2 Expectation Management

Expectation management could be described as a method that could be utilized when
attempting to evaluate and even possibly foretell consumers expectations (Armantier et al,
2017). By doing so, and later trying to create a better experience for the customer that meets
these expectations, greater satisfaction can be achieved. As Kopalle, Lehmann and Farley
(2010) explain, a person or organization might actually use their knowledge of consumer
expectations in their favor by for example lowering expectations during specific times in order
to hopefully get an even stronger reaction when they finally meet the customers actual
expectations (Kopalle, Lehmann & Farley, 2010). The authors further mention that one could
also make consumers wait longer than anticipated before providing them with the product or
service that they expect in order to increase their level of satisfaction when they finally do get
what they have been waiting for (Kopalle, Lehmann & Farley, 2010). Both these strategies
have previously been proven effective in order to manage the consumers expectations.

In this case for ICA, by further understanding what ICAs customers expect from the
organization, satisfaction could be promised and granted. Thus, this part of the literature will
positively impact the research by providing valuable and relatable information about
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customers. However, a gap in the literature can be detected when it comes to studying the
expectations and loyalty programs, especially when focusing on a specific sector like the
Swedish retail sector.

2.4 Customer Engagement

To be able to answer the research question, there is a need to understand the concept of
customer engagement since there was a big discussion surrounding the phenomenon and a big
part had to do with the engagement by the customer who displayed various emotions, both in
real life, but especially online. Customer engagement is not a new concept when discussing
business relationships (e.g. Harvey 2005; Haven 2007 cited in Brodie, Hollebeek, Ilic & Juric,
2011). Hollebeek (2011), explains that customer engagement comes from social science, more
specifically from "psychology, sociology, political science and organisational behaviour"
(cited in Moliner, Monferrer-Tirado & Estrada-Guillén, 2018, p. 389).

Behaviors such as customer engagement are becoming more important (Beckers, Doorn &
Verhoef, 2018). The concept of customer engagement has come to developed in the last decade
(e.g. Harvey 2005; Haven 2007 cited in Brodie, Hollebeek, Ilic & Juric, 2011), thanks to digital
technology and social media (Gupta, Pansari & Kumar, 2018; Jayasingh, 2019).This has
facilitated the possibility for customers to have a discussion of a brand and contribute to the
business (Gupta, Pansari & Kumar, 2018; Jayasingh, 2019). For example, through customer
suggestions, a company can develop (Carlson, Rahman, Voola & De Vries, 2018). Customer
engagement has come to have a role in co-creating of the customer experience and the value of
it (Brodie, Hollebeek, Ilic & Juric, 2011).

In this study the term is taken a standpoint from previous research by Beckers, van Doorn and
Verhoef's definition: "Behaviors that go beyond customer transactions” (Beckers, van Doorn,
Verhoef, 2018, p. 367). It can be described as customer engagement behaviors beyond the
purchase, with its starting point from the motivational drivers, for example, behaviors such as
customer to customer interactions, word-of-mouth, writing reviews and blogging activity (Van
Doorn, Lemon, Mittal, Nap, Pick, Pirner, & Verhoef, 2010). For example, customers
engagement on social media can be explained as:

"the degree to which a person participates in and relates to an organisation, the
organisation's offerings, and activities through social media sites, which goes
beyond service encounters and transactions” (Hall-Phillips, Park, Chung, Anaza
and Rathod, 2016, p. 485).

Brodie et al. (2011), claims that through the online brand community, customers can become
an active member of the brand communication by expressing both their satisfaction and loyalty
for a brand, for example, by recommendations (Brodie et al., 2011). Customer engagement can
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also be referred to as the emotional attachment customers can experience, both by repeated and
ongoing interactions with a business (Bansal & Chaudhary, 2016). The author further explains
that engagement occurs when a customer is excited, satisfied and also through their loyalty
towards a brand (Bansal & Chaudhary, 2016).

From a manager’s point of view, customer engagement is necessary for the management to
invest more in (Bruneau, Swaen & Zidda, 2018). The authors argue that the 'customer
engagement perspective' is essential, since it is crucial to pay attention to customer engagement
in the loyalty program in order to understand its effectiveness (Bruneau, Swaen & Zidda, 2018).
The authors also mention that an objective for a company can be to increase customer
engagement through its loyalty program (Bruneau, Swaen & Zidda, 2018). Grewal (2019),
emphasizes on engaging the customers, there is a need to have a loyalty program that has a
clear commitment. The author further mentions that an engaged customer is a loyal customer
(Grewal, 2019). He also suggests that retailers should engage with their customers, as it can
result in a long-term relationship, which can not only result in greater profitability, but enhance
loyalty and commitment (Grewal, 2019).

The previous chosen research has come to prove that engagement can go beyond transactions.
In the case of ICA, it was evident that the engagement from customers did go beyond the
transaction. The engagement started a big discussion about the new conditions in the loyalty
program. The gap that is needed to investigate more is both the attitudes and behavior in
relation to their engagement in the chosen case. It is also of interest to investigate if there is a
difference in the engagement in the real world, and in the engagement online. Furthermore, to
see if there is a cultural aspect to the engagement of the case. The concept of customer
engagement is a great alternative to help to understand the phenomenon of this study.

2.4.1 Conceptual Model of Customer Engagement into Value Creation and
Customer Loyalty

This conceptual model acts as a sort of summary for engagement, loyalty, and satisfaction, as
the model links the concepts together, and is seen as a good tool to demonstrate the relation
between the various concepts (see Image 1: Conceptual Model of Customer Engagement into
Value Creation and Customer Loyalty). According to Banyte & Dovaliene (2014), the demand
from customers is increasing, and their participation is present in the creation of both services
and products (Banyte & Dovaliene, 2014). The model by Banyte and Dovaliene (2014),
highlights and showcases the relation between ‘customer engagement into value creation and
customer loyalty’ through the two constructs and the links between them, both direct and
indirect. The conceptual model highlights the “relations between customer engagement into
value creation, and customer loyalty reveals not only the relations between the main constructs
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of the model” (Banytes & Dovalieneb, 2014, p. 488), but also showcases the intermediate
variables and their importance (Banyte & Dovaliene, 2014).

The model consists of two parts. The first part is the structure part, which has its foundation
from various authors (Auh, Bell, McLeod & Shih, 2007; Rajah, Marshall & Nam, 2008;
Grissemann & Stockburger-Sauer, 2012 cited in Banyte & Dovaliene, 2014), through the
relations between their different construction merged into the model (Banyte & Dovaliene,
2014). The second part of the model is the application of customer engagement, which is based
on Verhoef, Reinartz, and Krafft (2010), model together with the different versions of views
of customer engagement from the previous mentioned authors (Auh et al., 2007; Rajah,
Marshall & Nam, 2008; Grissemann & Stockburger-Sauer, 2012; Verhoef, Reinartz, & Krafft,
2010 cited in Banyte & Dovaliene, 2014), They describe engagement in various ways, such as
co-production, co-creation and the degree of co-creation (Banyte & Dovaliene, 2014).

When it comes to customer loyalty, it can be an outcome of customer engagement in the value
creation and is seen as necessary for the activity of the company (Banyte & Dovaliene, 2014).
One suggestion was one-dimensional through customer intentions and integrated W-O-M
recommendations (Grissemann & Stokburger-Sauer, 2012 cited in Banyte & Dovaliene, 2014).
Alternatively, it can be seen as two-dimensional with both behavioral and attitudinal loyalty.
Rajah, Marshall and Nam (2008), has contributed to the intermediate variables in the model,
which considers trust and customer satisfaction since this is the foundation to create a long-
term relationship (Rajah, Marshall & Nam, 2008 cited in Banyte & Dovaliene, 2014).

The relation between the links between the two constructs in the conceptual model was seen as
different from the authors, for example, by empathizing on “customer engagement into value
creation and customer loyalty” (Auh et al., 2007 cited in Banyte & Dovaliene, 2014, p. 487),
and also “the dependence of customer loyalty on a higher degree of customer engagement into
value creation” (Grissemann & Stokburger-Sauer, 2012 cited in Banyte & Dovaliene, 2014, p.
487). Additionally, the discussion of involving customers in the process, is seen as the base
for developing a long-term relationship with the customers, which then can results in both
loyalty and customer retention (Egan, 2011 cited in Banyte & Dovaliene, 2014).
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(Image 1: Conceptual Model of Customer Engagement into Value Creation and Customer

Loyalty by Banyte & Dovaliene, 2014).

The model by Banyte and Dovaliene (2014), has acknowledged previous research with its
importance of customer engagement concerning the value creation and customer loyalty
through satisfaction and trust. However, there is a gap in the model regarding the relationship
between dissatisfaction and customer engagement in relation to customer loyalty in the context
of a loyalty program from a food retailer. Another gap in the model is that it does not either
take into consideration how other customers can interfere with customers engagement and
loyalty. And lastly, where the company affects both customer engagement and loyalty seen
from customer engagement and loyalty programs.
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3. Theoretical Framework

The following chapter will present the theoretical framework and includes a description of the
chosen ‘Satir Change Process Model’ and motivations to why this model is useful and
important for this study.

3.1 Satir Change Process Model

Theory can be seen as a “set of interrelated concepts, definitions, and propositions that explains
or predicts events or situations by specifying relations among variables” (Office of Behavioral
& Social Sciences Research, 2020), and is needed in order to understand behaviors, situations
and events.

When searching for relevant theories to understand the phenomenon at hand, a few factors were
taken into account. First of all, this study focuses more or less on the consumers. Accordingly,
consumer expectations are thoroughly examined in this research as well as customer loyalty
and engagement. This has all been done to allow further understanding of how changes in
loyalty programs might affect the consumers’ expectations. Since the perception of change is
undeniable (Gross, 1994) and is indeed one of the main themes of this research, applying a
change process theory seems to be an appropriate choice. Although the Satir Change Process
Model by Virginia Satir is more commonly applied when it comes to studies about family
therapy (Gross, 1994), this model could still be applied as a reference to understand how
individuals process and adjust to change. Nonetheless, since Satir herself was a family therapy
innovator and former president of the Association for Human Psychology (Gross, 1994), her
expertise and knowledge within this area can be an indicator of credibility and trustworthiness.

In this model, the general aim is to be able to change the behavior of individuals and assist
them in transforming their basic beliefs (Sayles, 2002). However, in the case of this study, the
model will be used as a tool to understand the behavior and the process of customers who are
going through changes, specifically in a loyalty program. By understanding this process from
a therapeutic way, it might help to understand the unusual case of ICA and the considerable
chaos that it caused. This could further facilitate the development of alternative methods that
can be used by companies and retailers when they make changes in loyalty programs.

The change process model originally consists of six different steps or levels (Sayles, 2002),
however, for this study, we will be using the version that includes the transformation phase
which was introduced by Banmen (1998). The stages start with the Status Quo, then the
Foreign Element, Chaos, Transformation, Integration, Practice and lastly the New Status Quo
(Banmen, 1998; Satir, Banmen, Gerber & Gamori, 1991; Sayles, 2002).
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The first stage, the status quo, is usually a place of balance and familiarity within a system and
is commonly where the need for change is presented (Satir et al., 1991; Sayles, 2002). During
the second phase, the foreign element, something new is introduced that might disrupt the
norms of the status quo and is not considered part of the system (Sayles, 2002). Thus, it is
important to create a safe space and security for individuals in this phase since people’s
expectations and beliefs have been built throughout the years during the status quo since a
foreign element could create a sense of instability and can be met with resistance from those
affected (Satir et al., 1991; Sayles, 2002).

Nonetheless, by taking people away from their familiar status quo, chaos is most likely to occur
(Sayles, 2002). This explains the third phase of the change process model, which is the chaos
phase. When transitioning into the stage referred to as chaos, individuals are on unfamiliar
grounds. Although there is a healthy type of chaos in which individuals are willing to take the
risk and step onto the foreign territory (Satir & Baldwin, 1983; Sayles, 2002), the uncertainty
can create great fear for many others (Sayles, 2002). According to Satir et al. (1991), the chaos
phase is an important part of the change process that needs to be experienced in order to move
further and transition into the transformation phase (Satir et al., 1991).

During the fourth phase, the transformation phase, people start to acknowledge the change and
can start processing it (Sayles, 2002). Consequently, previous expectations get reconstructed,
and individuals are able to manage their feelings, and from there on, transformation takes effect
(Sayles, 2002). Moreover, this step is followed by the integration and practice phases, which
are meant to anchor and stabilize the changes and integrate the new foreign element and
manage it (Sayles, 2002).

The last and final stage is the new status quo. In this phase, individuals have familiarized
themselves with the newly introduced change which has now become the new norm (Sayles,
2002), meaning that this could be seen as the end goal of the whole process. This model can be
further presented with a downward sloping curve that starts from the foreign element stage and
goes further down to the chaos phase, as displayed in the image below (Image 2: Satir Change
Model). From there on, the slope starts to flatten out and then diverts back up during the
transformation stage with an aim towards the integration phase and finally reaching the new
status quo. Furthermore, the attempted goal of this research is to flatten this curve and minimize
the chaos phase by carefully examining the model and relating it to the ICA case and other
empirical findings related to this study.
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4. Methodology

The following chapter intends to give a clear picture of the chosen choice within the
methodology, which is the foundation for the study. Therefore, this section both demonstrates
the choices and the motivation behind them in the: research design, the methods for collecting
data, the data analysis, the quality of the research, ethical consideration and lastly the
limitations of the method.

4.1 Research Design

4.1.1 Ontology, Epistemology & Methodology

In order to explain the research process, the three metaphors by Easterby-Smith, Thorpe,
Jackson and Jaspersen (2018), were used to describe the research process. The core of the
research process is ontology, which refers to “the basic assumption that a researcher makes
about the nature of reality” (Easterby-Smith et al., 2018, p. 61). This study tends to lean
towards a relativist standpoint which views the phenomena depending on what perspective the
researcher wishes to study it from (Easterby-Smith et al., 2018). Because it is of interest to
study customers' perspectives on the phenomenon from multiple angles, a version of this
research approach is considered suitable.

The second layer in the research process is epistemology, and it refers to the “assumptions
about the best ways of inquiring into the nature of the world” (Easterby-Smith et al., 2018, p.
61). The epistemology choice tends to lean more towards a constructionist viewpoint. This
choice aligns with a relativist ontology and aims to create a general understanding of the
phenomenon (Easterby-Smith et al., 2018). Constructionist viewpoints can help to facilitate a
theoretical generalization from a small number of cases (Easterby-Smith et al., 2018), and in
this case a single case study of ICA. The generalization goes beyond the sample which can
result in a richer deeper understanding of the phenomenon.

The third layer in the research process is the methodology which is “a combination of methods
used to enquire into a specific situation”, it ties up the methods and research techniques to be
able to provide a ‘coherent picture’ (Easterby-Smith et al., 2018, p. 61). The combination will
allow investigating a specific situation (Easterby-Smith et al., 2018). In this study, the
qualitative method is chosen. This since qualitative research “aims to develop knowledge on
how participant’s understandings are created through patterns of social interactions” (Easterby-
Smith et al., 2018, p. 229). The qualitative method was suitable since it highlights the
participant's view and opinions on the subject through words by identifying patterns, that will
create more in-depth knowledge on the phenomenon (Bryman & Bell, 2015; Graziano &
Raulin, 2013). Other reasons for using a qualitative method is that it can be tailored to the
situation (Eliasson, 2013), and adapt to the new information (Easterby-Smith et al., 2018).
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Since the purpose is to draw general conclusions on the topic through customer expectations
and attitudes, the qualitative method suits best.

The last and fourth layer is methods and individual techniques which include the process and
instruments for both data collecting, making of the analysis which lands in the conclusion
(Easterby-Smith et al., 2018). The data collection comes from interviews which helps to study
the phenomenon.

4.1.2. Research Approach

When it comes to choosing a research approach, there are three different approaches to choose
from deductive, inductive, and abductive (Patton, 2002). In this study, an abductive research
approach is chosen, and it is a combination of a deductive and inductive approach (Dubois &
Gadde, 2002). However, the abductive approach has a stronger connection to the inductive
approach (Bryman & Bell, 2015). The abductive approach enables new findings along the
research process to be included since it allows the researcher to go back and forward between
theory and empirical findings (Frejes & Thornberg, 2015; Seale, Gobo, Gubrium & Silverman
2007). This is possible since this approach does not rely on a specific order (Seale et al., 2007),
and is flexible, which results in that the research does not hold back by the limitations from an
inductive or deductive approach (Patel & Davidson, 2011).

Frejes and Thornberg (2015), highlight that a study with an abductive approach will result in
provisional answers, which enables the possibility for further research on the subject and
develop the research (Frejes & Thornberg, 2015). The abductive approach suits the research
process as semi-structure interviews is used (see more in 4.2.1 Interviews) and also for further
research to be made on the phenomenon.

4.1.3 Case Study Method

The case study method is a common method within social research and in qualitative
researchers (Denscombe, 2016). The choice of case study provides an opportunity to go in-
depth and explain the phenomenon, which is the motive behind the choice to use a case study
method in this research. According to Easterby-Smith et al. (2018), the case method is a
research design which focuses on one or several events, organizations, or individuals in-depth,
over a period in time (Easterby-Smith et al., 2018). According to Yin (2009), a case study
method provides a more detailed and rich qualitative information (Yin, 2009), meaning it
examines a present phenomenon in a real-life context (Yin, 2003). The purpose of a case study
is to "highlight the general through looking at the specific" (Denscombe, 2016, p. 91). When a
research question is based on 'how' or ‘why', a case study approach is considered suitable (Yin,
2003). The case study method was chosen since the research question is based on 'how" and
since it harmonizes with the study's aim which is to investigate the case of a loyalty program
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that did change, and it is in the context of ICA. This case study is a single case study, and it
goes in line with one of Yin's (2009), categories of case studies in the form of explanatory
design, which means that the study seeks to gain an explanation of a situation or/and problem
(Yin, 2009). According to Gummesson (2000), explanatory is a strategy that facilitates the
research process in a company (Gummesson, 2000). The background of the single case is that
the loyalty program of ICA underwent a change and introduced a new version of their loyalty
program called ‘stammis’ (Holmberg, 2020). The sudden change created a massive reaction
from the public, and it became headline news, as several customers displayed their
dissatisfaction over the situation (Holmberg, 2020, Peterson, 2020, Sundberg, 2020). (see more
in 5. Empirical Findings & Analysis)

Criticism against single case studies is that it is not generalizable, However, as Lispet, Trow
and Colman (1956) stated in their single-case research "the goal is to do a “generalization’ and
not 'particularizing' analysis™ (Lipset, Trow & Coleman, 1956 cited in Yin, 2018, p. 20). This
mindset was chosen for this study as the goal was to generate insights for retailers and not only
ICA. It is argued that single cases are suitable when the purpose is to study a group of people
and if the research is based on an old concept that has a proven established relationship between
each since before (e.g. Yin, 2003). In this case, the purpose is to get customers opinions and
other individuals that were engaged in the discussion on the phenomenon. Moreover, as
mentioned earlier the concepts are not new (see 2 Literature Review), however, the change that
was in focus in the loyalty program explores a new connection, and this makes the single-case
choice appropriate.

Easterby-Smith et al. (2018), state that some single cases can be seen as 'uniquely interesting’,
for example, if the company does something significant, better or worse (Easterby-Smith et al.,
2018). According to Yin (2018), a single case can be chosen by its nature of the case, such if it
is an extreme and unusual case. If the single case takes characters of extreme and unusual, it
can generate value to other people beyond the context of the case (Yin, 2018). The case of the
changed loyalty program from ICA is seen as a big debate case and to some extent, an 'extreme’
case due to the big reactions for customers and in the media, since the change can be referred
to when a loyalty program goes wrong. From this perspective, this specific case is of interest.

A case study that tends to have a character of a constructionist viewpoint is based on several
different aspects (Easterby-Smith et al., 2018). Firstly, through direct observation and personal
connections, and this is often generated through interviews (Easterby-Smith et al., 2018).
Secondly, it takes place in a single organization and involves a sample of individuals and can
focus on behaviors in groups or in an organization (Easterby-Smith et al., 2018). Lastly, the
data collected concerns of observations and retrospective, which accounts of what has
happened over a period (Easterby-Smith et al., 2018). In this study, the chosen case of ICA is
an isolated incident that is the central phenomenon. This study can give a rich picture of this
incident through a small sample of interviews with individuals. Together they will facilitate
different aspects to be able to understand the phenomenon.
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4.2 Method for Collecting Data
4.2.1 Interviews

One of the methods for collecting data is through interviews, and the purpose is to explore the
individual thoughts, motives, and experience of a specific situation. The qualitative interview
was an appropriate choice since it is a study of explorative nature, which involves open-ended
questions (Easterby-Smith et al., 2018). The qualitative interviews aim to "capture the meaning
and interpretation of the phenomena in relation to the interviewee's worldviews" (Kvale &
Brinkmann 2009 in Easterby-Smith et al., 2018, p. 179). Quinlan (2011), claims that qualitative
interviews can be seen as a conversation, since the interviewees are allowed to go in the
different directions they feel for and give personal examples (Quinlan, 2011). In this study, it
is appropriate to use interviews because it is of interest to get individual answers on the
phenomenon. The various answers facilitate the possibility to achieve a broad perspective on
the subject.

The interview method chosen for this research is of a semi-structured character, with open
questions, to be able to have a flexible conversation (Bryman & Bell, 2013). This method
allows the interviewees to speak more freely around the subject, which can result in individual
viewpoints of the phenomenon and also explanations to why they have that opinion (Easterby-
Smith et al., 2018; Quinlan, 2011). This choice of the semi-structured interview also considers
who will answer the questions (Bryman & Bell, 2015). Quinlan (2011), adds that this type of
data from interviews enables for richer data, however it can be complex to interpret (Quinlan,
2011). The reason for choosing semi-structured interviews was to make it possible for the
interviewer to ask additional questions to get a more clear picture of the situation, which
resulted in the choice being suitable since it gave the possibility to adjust to the situation within
the interviews.

In this research process twelve interviews were conducted in total. The first four interviews
were a part of a pilot study for this research and are marked with a star * in table 1 (see Image
3: Table Over all Interviewees in 4.2.1 Sampling Method for Interviews) which showcases all
the participants from the interviews. In addition, eight more interviews were conducted during
this research process before saturation was reached. The longest interview was approximately
45 minutes and the shortest interview was approximately 20 minutes. However, the average
time for the interviews lasted between 40-45 minutes. Moreover, in this study the interviewees
were given anonymity and were referred to a combination of a number and letter in the analysis
part, for example, 1-A. This since it is more relevant to showcase what is said, rather than who
said it. By having relevant background information of the interviewees (see Image 3: Table
Over all Interviewees in 4.2.1 Sampling Method for Interviews), it is considered as enough of
personal information to be able to analyze their opinions and underlying motivations of the
phenomenon. The interviews were conducted by both researchers. One reason behind this
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choice was firstly due to the time limit of this study as it is time consuming. Therefore, by both
researchers conducting the interviews separately, the process was more effective. Another
reason why there was a division of conducting the interviews was due to making the chosen
participants that are a part of the non-random sampling (4.2.1 Sampling Method for Interviews)
feel more comfortable. It helped to facilitate a more natural conversation as there was no
stranger that conducted the interviews. However, this could have influenced the trustworthiness
of this study (see more in 4.4.3 Other Criteria’s).

According to Easterby-Smith et al. (2018), the role the research has is to lead the interviews by
acting as a moderator, and the key is to have the ability to recognize what is of relevance. The
author's emphasis on that the interviewer needs to be sensitive to adapt to the events in the
interviews (Easterby-Smith et al. (2018). Kvale and Brinkmann (1996), have identified nine
different types of interview questions that can be used when conducting interviews. These
include introduction questions, direct questions, indirect questions, follow up questions,
probing questions, structuring questions, interpreting questions and lastly silence (Kvale &
Brickman, 1996). All of these different types of questions were used during the interviews in
this study.

However, as every interview is unique and the base is semi-structured, depending on the
conversation with the interview objects, these different types are used when it is suitable. The
purpose is to let the interviewees speak freely, and the flexibility in a semi-structured interview
makes it possible for the interviewees to add their own thoughts and reflections, and also makes
it possible for the interviewer to guide the interviewees if necessary. Since this study is
interested in customers’ expectations on a change in a loyalty program, semi-structured
interviews generate a conversation on the topic which is considered a good match to achieve
knowledge to support the customer perspective on the topic.

Moreover, to avoid bias when conducting interviews, it is of essence that the interviewer avoids
projecting their own opinions, feelings, and judgments, since it can influence the response from
the interviewees (Easterby-Smith et al., 2018). Furthermore, Easterby-Smith et al., 2018
mentioned that recording the interview can help to minimize bias. In this study there was a
relationship between the interviewees, and which might have resulted in bias when
interviewing (see more in 4.6 Method Limitations). However, to try to reduce the bias,
recording of the conversations were made which will be helpful to try to minimize bias when
transforming oral into written words (see more in 4.4.1 Validity).

Another important component, in addition to the interviewer's skills are the location of the
interview, which can have an impact on establishing trust and create a natural social interaction
(Easterby-Smith et al., 2018). The location was in a way chosen by the interviewees themselves
as the interviews were conducted over Skype, phone, and face to face interviews in person. The
participants could choose themselves where they wanted to be during the interview. The
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participants were all at home during their interview. This can have a positive impact on the
interviewees since when the interviews are in their own environment, they might feel a bit more
relaxed, which can generate a more transparent conversation since the setting can influence
them to speak more freely.

The reason this is considered the best choice for this study is first that interviews make it
possible to come closer to the subject through conversations with individuals. It creates a
deeper understanding and knowledge of customers’ expectations on a change in a loyalty
program, and not only on the surface. Furthermore, this study uses a case study method, and
by adding interviews to the mix, it is an excellent supporting method that works well together
with the case study method. The method of interviews can also help to answer the research
question since the topic is related to customers, and it is of the essence to get their picture of
the phenomenon through conversations with them. The choice of semi-structured interviews
was a great choice since it corresponds well with the purpose of this study.

4.2.1.1 Interview Guide

According to Bryman and Bell (2015), in order to conduct the interviews, an interview guide
was developed from the research purpose and research questions. The authors further explain
that an interview guide will help to guide the interviews towards the topic through different
themes and potential questions developed from the literature review (Bryman & Bell, 2015).
The interview guide has five themes: Loyalty Programs, Customer Loyalty, Customer
Engagement, Customer Expectation and Expectation Management (see Appendix 1. Interview
Guide). This study is of the explorative character, which means that questions can be modified
during the interview process to be able to cover new perspectives (Kvale & Brinkmann, 2009),
on the phenomena. This was done for example after conducting the pilot study, as questions
were moved into another section of the interview guide. The semi-structured interviews also
mean that the interview guide will not be followed strictly as it is flexible to suit the
conversation with the interviewees. The interview guide was often translated into Swedish
since most people were more comfortable with Swedish. However, two of the interviews were
conducted in English directly from the start as the interviewees were comfortable with English.

4.2.1.2 Recording and Transcribing of Interviews

A part of the interview process is recording and transcribing. A recording device makes it easier
for the researcher to be 'in the moment', and not having to stress about missing parts (Bryman,
2016). The interviewer becomes more alert and can follow the interviewees easier in the
conversation (Bryman & Bell, 2015). Furthermore, it also makes it easier for transcribing the
interviews (Bryman & Bell, 2015), and according to Easterby-Smith et al. (2018), recording
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can help to avoid bias in the study and reduce misshape of the data from its origin and stay true
to its originality (Creswell & Poth, 2018). Ethical principles are of importance when protecting
the participants to show them respect and make sure the participants give their consent to use
the data in the specific study (Bryman & Bell, 2007 cited in Easterby-Smith et al., 2018). Before
starting the recording, the interviewees that were chosen for the interviews were first informed
of the nature of the study and that the material was going to be used in a study that is being
published. After they gave their approval the interviewees were also asked for consent to be
recorded. Only after interviewees gave their full approval to be recorded, the interviews were
started. In this study, a recording app on mobile phones was used to record the interviews.

As stated by Bryman (2016), it is important to not only listen to what the interviewees say but
also how they express themselves (Bryman, 2016). Since the interviews were done over skype,
the body language of the participants could also be studied and helped to form the conversation.
However, in six of the interviews, skype was not an option due to various reasons such as
inconsistent video quality, or that it was not accessible for various reasons. Therefore, the
interviews were in some cases continuing only in audio over skype, while others were over a
phone which meant that the tone of the voice was needed to pay even more attention to. In
three cases face to face interviews were made as this was a suitable choice for these interviews,
which facilitated that the body language could still be studied.

After conducting the interviews, transcription was made. The transaction resulted in 47 pages
in total for this study. As mentioned, some of the interviews were conducted in Swedish, and
those were transcribed into Swedish at first and the three who was made in English was
transcribed into English directly. Then for the purpose of this study, the transcribed interviews
in Swedish were translated into English and this was made in the fourth stage of coding and
analyzing data (see more in 4.3.2 Coding and Analyzing Empirical Material). Furthermore, a
way to come closer to the data is by the researcher transcribing the material themselves, since
it is easier to identify themes (Bryman, 2016), In this study, the transcription of the interviews
were made by the two researchers of this study and no external help or tool was used. For full
transcribe interviews see Appendix 2. Transcribed Interviews.

4.2.2 Sampling Method for Interviews

The sampling method for collecting data in the semi-structured interviews was a mix of two
sampling methods, purposive - and convenience sampling (Easterby-Smith et al., 2018).
Purposive sampling is a strategy where the participants are included on specific criteria that are
defined from the start, and after evaluation, the participants are included (Easterby-Smith et al.,
2018). Firstly, the participants must fulfil the criteria of the first sampling method, the
purposive method. The participants were selected on the following criteria's:
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e Swedish
e Member in a loyalty program from a Swedish food retailer
e The individual that does the shopping in the household

Moreover, the participants were secondly chosen on the basis of the convenience sampling
method as a complement to the first method strategy, since convenience and easy access was
needed due to the circumstances (see more in 4.6 Method Limitations). All the participants are
known by the researchers beforehand and are considered non-random. The limitation of non-
random in the convenience sampling method was that everyone could not be chosen, and it can
be seen as an exclusion that might have resulted in a not so broad and diverse group.

According to (Easterby-Smith et al. (2018), a non-random sampling method can be seen as a
reflection of the researcher's own social network. However, the chosen sample was a mixed
group of various ages, genders and backgrounds (see Image 1: Table of all Interviews), which
enables not only a broader perspective, but this sample group is a good representation, since it
is diverse. It also enables the possibility to receive different perspectives on the phenomenon,
which goes in line with the constructionist choice and the purpose of the study (Easterby-Smith
et al., 2018). The table display all interviewees:

Nr. | Interviewees | Gender | Age | Date Time | Type of household
1 (1-A%) Female 23 2020-03-19 | ~45 Single

2 (2-B*) Female 27 2020-03-19 | ~45 Couple

3 (3-C*) Female | 68 2020-03-20 | ~30 Senior couple
4 (4-D*) Female 56 2020-03-20 | ~20 Family

5 (5-E) Female 29 2020-04-19 | ~45 Single

6 (6-F) Female 76 2020-04-22 | ~45 Senior couple
7 (7-G) Male 73 2020-04-22 | ~25 Senior, family
8 (8-H) Male 57 | 2020-04-26 |~ 40 Couple

9 (9-1 Female 50 2020-05-08 | ~45 Single

10 | (10-) Male 28 2020-05-04 | ~20 Couple

11 | 11-K) Female 30 2020-05-04 | ~25 Couple

12 | (12-1) Female 77 2020-05-05 | ~45 Senior couple

(Image 3: Table of all Interviewees)
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Furthermore, since the participants meet the criteria for both sampling methods, the individuals
were chosen for interviews and are considered good candidates for the study. Since they can
contribute with a different perspective on the subject.

4.3 Data Analysis
4.3.1 Interpretation of the Analysis

To interpret the data, a hermeneutic approach was chosen, and it can, for example, be an
interpretation of texts, experiences, symbols, and actions (Wallén, 1996). The choice
of hermeneutic approach also harmonies with a constructionist epistemology (Easterby-Smith
etal., 2018). The authors further stress that the material, in this case the data from the interviews
should be understood in the setting that it is written in (Easterby-Smith et al., 2018). However,
they also highlight that there is a possibility that there is “no single correct interpretation” since
both the interpretation of writing and the reading is seen as ‘context-dependent’ (Easterby-
Smith et al., 2018, p. 82). Since this study does not result in absolute truth, but rather an
understanding of the chosen phenomenon, it goes in line with a hermeneutic interpretation
method.

According to Patel and Davidson (2011), the hermeneutic approach is putting together the
whole with the parts, this to create an understanding of the chosen phenomenon. Firstly, it starts
with getting an overview in the interviews, then understanding the meaning of the text, and
analyzing part for part. Lastly, interpreting the relation to the holistic view. This process is
described more in detail in 4.3.2 Coding and Analyzing Empirical Material. The interpretation
process can be explained as the circular interpretation process (Backman, Gardelli, Gardelli &
Persson, 2012). When analyzing some parts, it can give a new understanding of the whole, and
the other way around. By going back and forth in the data analysis, it can be seen as a form of
interplay to analyze data from different perspectives. It facilitated an overall understanding and
goes in line with the abductive research approach (Frejes & Thornberg, 2015; Seale, Gobo,
Gubrium & Silverman 2007).

When it comes to the understanding of the meaning, Backman et al. (2012), explains the
researchers have an ‘understanding horizon’, which means that the researchers own
unconscious and conscious perceptions, values and attitudes (Backman et al. 2012). The
researchers’ fusion of horizons’ can have been impacted by the researcher not being completely
objective in the interpretation of the data. It can have had both a positive and negative effect
on the interpretation. Unconsciously, the researchers may have influenced the significance of
respondents’ responses (see more in 4.4.4 Reflexivity). On the other hand, the researcher’s pre-
knowledge can have helped to understand. Which goes in line with Patel and Davidson (2011),
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statement that researchers can be helped through their subjectivity in a hermeneutic approach
since the previous knowledge can be helpful to understand the data better.

4.3.2 Coding and Analyzing Empirical Material

After conducting the transcription, the interviews were read through several times to try to get
an overview of the content from each interview. A metaphor for the analysis process can be
Lego building, there is not a given way to categories the pieces before starting to build, and
there is more than one way to connect the pieces (Rennstam & Wasterfors, 2019).

”...every sorting process serves as a preparation for different projects. A
project where color plays an important role is facilitated by sorting
according to colour, whereas other project may be facilitated by sorting
according to the function” (Rennstam & Wasterfors, 2018, p. 70).

After the transcription phase, the text in the data collected from the interviews was color-coded
to identify and visualize who said what, and what question was not asked thanks to the flow in
the interviews (see Image 4: Color Coding in Transcribing Phase). This step was done before
the categorization process in the analysis process.

e Black text: The ordinary question asked by the interviewer
e Blue text: Respond to the questions

e Green text: Clarifying questions by the interviewer

e Red text: Clarifying question from the interviewees

e Overlined: Not asked as the interviewees answer has

already answered it, or it did not fit the flow of the
interview.

(Image 4: Color Coding in Transcribing Phase)

The analysis process has mainly been based on Hedin’s (1996), process for analyzing
qualitative data. The first step into categorizing the data for the analysis was to use the headlines
from the interview guide when breaking down the interviews into smaller sections to get at
better overview. The categories were: loyalty programs, customer loyalty, customer
engagement, customer expectations and expectation management. The themes were used as a
form of keywords, which were helpful in the process of categorizing the data (Hedin,1996),
from the interviews. This is showcased in Image 5: First Step in Categorizing of Empirical
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Material, as the keyword is marked in turquoise and to the left side of the images are the
headlines which are the smaller sections during this categorization stage.

Loyalty program
1-A
Det spelar ingen roll

menar du fran matbutiker?

Om vi tar det mer som en hypot...

2-B

Ja da klassar vi det som med...

3-C

Hur &r det med Coop kostar ...

Hur tanker du dar?

4D

Data Analysis
Loyalty program

1-A
Loyalty programs

How many loyalty programs are you members of? Of these, how many are food retailers?
From food retailers it is ICA Maxi, City Gross och Hemkdp. Och ca 15-20 frin ungefir.

How would you describe an ideal loyvalty program? And what factors are needed for vou
in a loyalty program?

Tag tycker om Kicks program, dir de har olika nivier som man kommer upp i, ju hoigre niva

(Image 5: First Step in Categorizing of Empirical Material)

The second part of coding data was to identify themes in the data (Hedin,1996). Firstly in step
two, all sections in each the interviews were inserted with the respondents identification
number, for example 1-A, to facilitate a more clear view of who said what as all the text from
the respondents was now listed under an interview question, for example ‘what makes you
want to stay loyal”. To try to identify common keywords and patterns, turquoise highlighter
was used to categories themes in what was said by the respondents (see Image 6: Second Step
in Categorization of Empirical Material).

What makes you want to stay loyal?

® Tag menar deras program. Ofta dr det ¢4 att de som jag marker att jag dr medlem 1, de

handlar jag oftast av och jag ser att jag far personliga erbjudanden och du email ibland
for dig med erbjudanden . det blir gxkilnsiva erbjudande for dig som ir medlem och
da blir det alltid nagot lyxigt att vara exklusive. Att jag stannar medlem, i och med att
jag inte betalar nagot, det gor inte mig nigot att jag dr medlem fir det kostar ju inte
mig nigot, jag fir ju erbjudande lite di och di. (1-4)

Dels for att jag ir yanemanmiska. jag tanker det har fungerat linge varfor ska jag byta,
tva for att det inte kostar ndgonting, =3 varfor ska jag byta, varfor ska jag ha flera nir
jag har ett som fungerar. Och jag kinner att jag vet hur det funkar och vet vad jag far,
det gér att man behaller det, varfor byta ut niget som fungerar. Det ir den stirsta
anledningen. (2-B)

Det ar lathet, nej men, dir jag varit medlem och fatt fir mycket och kant att det inte
har varit relevant, dir har jag gatt ur. Nir du sdger, inte relevant, ir det da att du far
for mycket information eller? Ja for mycket information. Tag kiinner att en 70 arig inte
ska ika skidor, nej tack, men tack dnda (3-C)

(Image 6: Second Step in Categorization of Empirical Material)
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This way of categorizing (second step), from one section to another was used throughout, to
see in which part the data was suited in. The researchers did go through each answer to the
questions in the related section. Since the interviews were of a semi-structured character, this
resulted in that there was a need to always look in other sections when going through the
respondents answers, as the interviewees were allowed to talk freely, which resulted in that
they could have indirectly already answered a question asked in under another heading.

The third step in the process was to code the data within each under category (Hedin, 1996).
"The categorization in this step is based on the researcher’s interpretation of what goes well
together, for example, the underlying meaning behind the words (Hedin, 1996). In this stage of
categorizing sub-categories was identified by highlighting parts in various colors. Such as
green highlight for an opinion. The underlying motives such a need was highlighted with pink.
Lastly, if a sentence within a quote was more suitable somewhere else it was highlighted with
orange, to be moved to another more suitable place (see Image 7: Third Step in Categorization
of Empirical Material).

och varje vecka far man som stammis olika erbjuden, rabatter och kolla vart det &r
extrapris. Jag brukar g3 in kolla dar och se att det dr mycket rabatter
(motivationsfaktor). Da aker jag heller till ICA och att handla in pa hemkdp pa vigen
hem fran jobbet. (1-A) Nej, det ska vara rabatter som passar mitt behoy. Vad jag vill
ha, vad jag behdver och vad jag dter. Jag tycker ICA 3r duktiga att sprida ut behovet,
varje vecka ar det nistan nigonting som passar alla. (1-4)

® Tz dettcker jag. Vet jag att jag kan samlar poang och pa 53 vis kan 2 ett tex ett
warde, en cheek cller att man fr information att de hir varorna passar bist, da blir det
ait man kinner, varfor ska jag byta nir jag far de hir firdelarna. Da blir det att man
kinner att man vill vara kvar. Allt annars kidnns ju ologiskt. Jag har alltid varit med 1
ICA, allt ifran lojalitet, bankkort, scanning kort, smidigt pa manga sitt. (2-B)

e Nej. (3-C Jag tanker att om ICA som till exempel har gatt over mer och mer till sina
_ Som kanske inte vill ita ICA basic 1
allting. Da far jag vilja att ga till andra stillen dar det inte 3r basic varor. (3-C)

# De dndrade precis ICA:s, det upplever jag inte att det kom att fordndra sd mycket. For
nigra sen dndrade de Coop. Det blev en jittestor skillnad till det simre for mig. Dér
kravdes att man skulle handla for mycket mycket mer ochide wander sig som de flesta
andra, for bara barnfamiljer. Nar man storhandlar, f6r man kommer aldrig upp i de
poangen annars. (4-D)Ja, men HM dndrade ju ocksa nyligen och dir vet jag inte om

et blev battre eller sdmre. Jag vet inte hur det blev dar faktiskt. Det jag faktiskt minns
ir Konsum som blev betydligt simre. Men det jag minns ir att Konsum som blev
betydligt simre. (4-D).

(Image 7: Third Step in Categorization of Empirical Material)

The fourth and last step is Hedin’s process (1996), is to search for patterns that can be connected
to each other (Hedin, 1996). Firstly, parts from the chapter 2 Literature Review were inserted
to the analysis to merge with the empirical findings. In this stage the Swedish quotes was
translated into English. Furthermore, the categorization continued by dividing the parts up in
similiters (pink highlight), contradictions (turquoise highlight) and contributions (orange
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highlight) in each subcategory. After this was done all the sub head titles in the subcategories,
that was from the beginning an interview question was changed into a new tile that suited the
section better. For example, the two sections, ‘What makes you want to become loyal?’ and
‘What makes you want to stay loyal?’ was transformed into the ideal loyalty program.

The last step in this phase by the help of the structure from the chosen theory model ‘Satir
Change Process Model’ (Banmen, 1998; Satir et. al, 1991; Sayles 2002). The subcategories of
for example, ideal loyalty program was now merged into the steps of the chosen theory which
were: Status Quo, Foreign Element, Chaos, Transformation/Integration/Practice and New
Status Quo (Banmen, 1998; Satir et. al, 1991; Sayles 2002) (see Image 8: Fourth Step in
Categorization of Empirical Material). Which resulted in chapter 5. Empirical Findings and
Analysis and the discussion chapter 6. Managing Expectations and Flattening the Curve.

Status quo
As mentioned by Bruneau, Swaen and Zidda (2018), it is crucial to invest more in customers'

engagement perspectives when it comes to engagement in lovalty programs in order to
This relationship between loy... understand the effectiveness. Which makes customer engagement a good tool fo use fo
increase the knowledge of the expectation so they can become more effective in the loyalty
program. If a retailer can not upheld the expected standard it can result in dissatisfaction (Ofir

In this section, the aspects re...

Foreign Element

CHAOS & Simonson, 2007).
Transformation In contradiction to Bansal, 2016 who emphasized that customer engagement occurs when a
Integration and Practice customer is excited, satisfied and loyal towards a brand. The engagement in the case of ICA

can partly be seen as a contradiction as the engagement is based on dissatisfaction. However.

there are similarities with Bansal (2016) that a customer can engage if they are loyal to a

New Status Quo brand. It can be argued that customers engage thanks to that they are loyal to the brand and
do not wish to end the relationship as there is an emotional connection.

Who is responsible to fulfil th...

Add in Discussion:

(Image 8: Fourth Step in Categorization of Empirical Material)

After conducting the analysis, the headlines were decided for each section. In this whole
process, the researchers have together interpreted each step through a discussion, which also
was helpful to reach consensus in each part (Hedin, 1996).

4.4 Quality of Research

When it comes to case studies, Yin (2009), argues that the concepts, validity, and reliability are
good choices for measuring the quality of a study when using case study as a method (Yin,
2009).

4.4.1 Validity

Validity is essential to have in mind in every step throughout the whole process, to make sure
the study is measuring what is supposed to be measured (Kvale & Brinkmann, 2014; Wallén,
1996). To be able to live up to the criteria for validity, critical thinking has been used from the
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researcher’s side to make sure the congruence between the choices made in every step of the
process. This to reassure that it harmonizes with the research question. According to Easterby-
Smith et al. (2018), the quality of the research has an effect from the epistemology choice,
constructionist, and it affects both the design and conduct of this study (Easterby-Smith et al.,
2018). The authors state that validity in constructionist viewpoint emphasizes on the use of the
necessary amount of perspectives to be included (Easterby-Smith et al., 2018). The use of a
mixed group for interviews and an interview guide that covers different aspects and was used
in a flexible manner by not strictly following it has enabled the inclusion of different
perspectives of the phenomenon.

According to Larsen, Kéarnekull and Kérnekull (2014), a way to achieve high validity is through
the choice of qualitative studies, since participants in interviews can give more information and
their own explanations, which facilitate the possibility for high validity (Larsen, Kéarnekull &
Karnekull, 2014). By using semi-structured interviews, the interviewees could speak freely and
give different perspectives on the topic. The validity can be seen as high, even though it was a
small sample from interviews.

Lastly, another aspect of validity is the transformation from oral into written words, which can
have affected the final result (Kvale & Brinkmann, 2014), and the trustworthiness (see more in
4.4.3 Other Criteria’s). The key is not to lose the correct meaning of what the interviewees said
and how the data is interpreted and analyzed. In this study, the transformation from oral to
written words was helped through the recording of interviews when transcribing, and this
choice minimizes the risk of jeopardizing the interviewees real meaning of what was said in
the interviews.

4.4.2 Reliability

Bryman and Bell (2017), divided reliability into internal- and external reliability. The internal
reliability is referred to as the interpretation process (Bryman & Bell, 2017). Reliability can be
used in various ways in qualitative studies, for example in the coding of the analysis when there
is more than one coder in the process and also in the quality of the research (Creswell & Poth,
2018). The internal reliability can have been affected in various aspects. Firstly, since there are
two researchers with different backgrounds, this can have affected the reliability. Secondly, in
the transformation phase of language, in this case from Swedish to English, which was done in
the coding and analysis stage (4.3.2 Coding and Analyzing Empirical Material), can have
affected the reliability. However, the coding and analysis of the data was conducted together
as a team to be consistent in our judgment through discussion, and this could have minimized
deviations.

According to Wallén (1996), reliability can be seen from if the study is replicable (Wallén,
1996), meaning if similar observations can be reached through other studies (Easterby-Smith
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et al., 2018). If that is the case, it is considered reliable (Wallén, 1996). Furthermore, Bryrman
and Bell (2017), refer replicable as external reliability. According to Kvale and Brinkmann
(2014), it is difficult to achieve high reliability when using qualitative interviews since it is
unlikely it will be interpreted as it depends on the researcher (Kvale and Brinkmann, 2014). It
can be questioned if the study is replicable (external reliability) and would receive the same
result since the use of semi-structured interviews with individual answers has been used. The
likelihood that the interviewees would answer exactly the same in another study is unlikely,
since the interview guide is not strictly followed, and the questions might be asked differently,
and so the follow-up questions. However, the general discussion on the topic is replicable.

According to Bryman and Bell (2015), transparency is vital in all types of studies throughout
the whole process (Bryman & Bell, 2015). What often is criticized in qualitative research is the
lack of transparency in the process and what the researcher actually did, for example, in the
analyzing phase (Bryman, 2016). In this study transparency is a mindset that was used
throughout the whole study. To facilitate and achieve transparency the researchers have been
demonstrating why the choices have been made for example in the sampling methods and in
the recording of interviews. Also, by demonstrating the whole process of transforming raw data
material into categories in the analyzing phase (see more in 4.3.2 Coding and Analyzing
Empirical Material).

4.4.3 Other Criteria’s

Generalizability addresses the extent to which for example observations from one context can
be applied to other contexts (Easterby-Smith et al., 2018). Generalizability can in some cases
be referred to external validity (Easterby-Smith et al., 2018). From a constructionist viewpoint
a theoretical generalization can be made from a small number of cases (Easterby-Smith et al.,
2018) and in this case a single case study of ICA.

It has been highlighted that trustworthiness is important in qualitative studies by Bryman and
Bell (2017), and the different aspects of trustworthiness chosen for this study was
transferability, and credibility (Bryman & Bell, 2017). Since the purpose of this qualitative
study is to provide a richer understating of the phenomenon through a single case,
trustworthiness is seen as important (Morrow, 2005).

Transferability is the extent that the result can be transferred into another setting and is seen as
a parallel to external validity (Bryman & Bell, 2017). Firstly, this study result can be transferred
to other food retailers that use various versions of a loyalty program, such as paid membership
programs. Secondly, it can also be helpful for other retailers, sectors and industries that use
loyalty programs when they are planning to carry out a change in their loyalty program.

Credibility can be seen as internal validity (Bryman & Bell, 2017). As mentioned in 4.2.1
Interviews and 4.4.1 Validity, the credibility in the phase of conducting the interviews can have
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affected the trustworthiness and credibility as two different researchers did conduct the
interviews. However, as the two researchers for example did practice on beforehand in how to
ask a question, and what to avoid during interviews, the effect on trustworthiness is not seen as
high.

4.4.4 Reflexivity

In social science, reflexivity can have several meanings (Bryman, 2016). When it comes to the
quality of the analysis, reflexivity can be used as a critical mindset (Easterby-Smith et al.,
2018). Reflectivity is a mix of the reflection and recursively, meaning it takes consideration to
setting, the once performing the action, and how is shapes the outcome of the research (Hibbert,
2010; Schulz, Kajamaa & Kerosuo, 2015). Reflexivity has become a central element in
qualitative research when it comes to both the collection and the representation of the
qualitative data (Easterby-Smith et al., 2018), and is essential in qualitative research (Barrett,
Kajamaa & Johnston, 2020). According to Anderson (2008), reflexivity is the:

“quality that enables the researcher to be aware of their effect on the process
and outcomes of research based on the premise that knowledge cannot be
separated in front of the knower” (Easterby-Smith et al., 2018, p. 229).

According to Alvesson (2013), reflexivity is a way to achieve both meaningful and useful
findings in a study. Reflexivity is an ongoing process that involves reflection on personal
understanding, social experiences, and interaction with others and the experience (Cunliffe,
2003). Reflexivity thinking was used throughout the research process by the researchers,
especially during the coding and analyzing (see more in 4.3.2 Coding and Analyzing Empirical
Material) the empirical material. Moreover, the researcher has from their best ability, been
trying to be reflexive and consider other alternatives that go against their own viewpoints.

The researcher needs to think about their role and how it can affect the research process
(Easterby-Smith et al., 2018), for example, the relationship between the interviewer and the
interviewees (see more in 4.6 Method limitations). However, according to Verdonk (2015), it
can be argued that the researcher is not aware of their own position, prejudices, and relationship
to their cultural environment (Verdonk, 2015). The background of the researchers can have
been affecting the study see more in 4.6 Method Limitations.
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4.5 Ethical Considerations

Ethical principles are essential for all studies in social science (Bryman & Bell, 2007). They
need to be thought of from the start of the design in qualitative studies since ethical issues can
occur in various phases of the study (Creswell & Poth, 2018). This has been taken into
consideration during the whole research process, for example as mentioned in the section 4.2.1
Interviews, the interviewees was asked for permission to be recorded and they were given
anonymity through referring them to a combination of a letter and a number. This choice can
be seen as an ethical principle to protect the participant's and their privacy (Bryman & Bell,
2007 cited in Easterby-Smith et al., 2018).

Another aspect important in relation to asking for permission of the interviewees to be recorded
and then use the material in this study has to do with the rules and regulation on Lund
University, since this study is a thesis in a master program and it is published on the university
website. Lund university is a part of the Swedish education system, which requires public
publication of a thesis and open access for the public (Johansson, 2020; Lund University,
2019).

4.6 Method Limitations

From the beginning, the strategy for collecting data was planned for interviews outside of
different ICA stores in Lund, Sweden. But due to the global outbreak of the coronavirus
pandemic, a need for a changed strategy was needed to collect data. Since the outbreak
interfered in everyday life, the choice of interviewing people that had a connection to use was
made and therefore the addition of a non-random sampling was used together with purposive
sampling. This since easy access was a necessary criterion to be able to conduct the study.
Qualitative research is often criticized for its subjectivity as the researchers own perception and
interpretation can influence the process and result (Bryman & Bell, 2017). The background of
the researchers can have been affecting the study and the result through the perceptions and
interpretations made by the researchers.

Bryman and Bell (2017), also mention that there can be an issue with subjectivity if the
researcher has a relationship to the interviewees, which can affect the process of interpretation
due to the relationship. As there was a need to use a non-random sampling, the relationship
with the interviews was inevitable. However, this sampling method was also an important
factor to be able to carry out this research during the pandemic. Although, it is difficult to argue
otherwise, then that it can have had an effect on the study.

Other limitations were that all interviews could not be recorded on the mobile phone and that
all interviews were not used over skype. However, more follow up questions were asked to
minimize the risk of not understanding it correctly since there was no recording to go back a
double-check and even more effort was made to listen to how the interviews said things.
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5. Empirical Findings and Analysis

The following chapter will display the empirical findings along with the analysis. The empirical
findings consist of a case study and interviews that are presented together in accordance with
the steps of the theoretical model, the ‘Satir Change Process Model’.

In this segment, the empirical material that has been provided through the interviews and the
case study will be presented. Sections will be divided in accordance to the Satir Change Model
that has previously been explained in the theoretical framework (Satir et al., 1991; Banmen,
1998; Sayles, 2002). Additionally, the case study of ICA (Holmberg, 2020; ICA, 2020a), will
be explained and linked to each stage, following ICA’s customers and the retailer’s path
through the different phases of the change process. By doing so, one can further comprehend
how the process of change can affect the loyal customers of a retailer as well as the retailer
themself.

The first section will outline the status quo. In this phase, no changes have occurred yet and the
customers have not been affected in any way. In the second section, the foreign element is
introduced, which in this case is ICA’s new loyalty program ‘stammis’. The third section will
outline the third phase of the Satir Change Process Model which is the chaos phase (Satir et al.,
1991; Banmen, 1998; Sayles, 2002). During this phase, customers are unhappy with the
circumstances and the retailer is trying to ‘calm the storm” and the chaos that is happening due
to the changes that were made. Lastly, the transformation, integration and practice stages will
be presented in one section since in this case, they are seen as complementary and intertwined.
At the end of the chapter, the end goal of the change process is achieved, which is the status
quo.

Before starting this section, a brief background about the food retailer ICA will be explained.
ICA Gruppen is a Nordic corporation that started a century ago in 1917 (ICA Historien, 2017;
ICA Gruppen, 2020). Today there are stores in Sweden, Norway and in the Baltic region (ICA
Gruppen, 2020). One part of the group is ICA Sweden, which does retail grocery business
(Industri vérden, 2019). ICA is one of the leading retail companies (ICA Gruppen, 2020), and
has around 1400 stores across Sweden (ICA, 2020b). The stores are either owned by ICA
themself or as franchises by free ICA retailers which operate together with ICA Sweden (ICA
Gruppen, 2020).

5.1 Status quo

In this section, the aspects regarding the first phase of the change process model, status quo
will be examined. At this stage, the loyalty program at ICA was still the same as per usual
which means that customers received a bonus check of 25SEK when they reached the lowest
limit of 2000 points each month (Holmberg, 2020). In case the customer did not reach this
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limit, their points would be transferred over to the next month (Holmberg, 2020). Since the
customers received the basic benefits that they were expecting and that they had consistently
been offered, they were satisfied and loyal to ICA as a retailer.

This relationship between loyalty programs, customer loyalty and satisfaction was highlighted
by Zakaria et al. (2014). Accordingly, the respondents in this study agreed that good discounts
and offers are what they generally expect to get out of the loyalty programs in order to be
satisfied. Some supporting responses concerning these expectations include, “varied and good
discounts.” (11-K), and “extra offers of course” (7-G). Moreover, respondent 9-1 explains that
the loyalty program is seen as a discount system, where they can earn money by receiving
bonus checks. Other respondents also mentioned that the staff's attitude, friendliness and
engagement could also be a reason for a customer's loyalty (5-E; 6-F; 7-G; 8-H; 12-L) as well
as the availability of products (6-F; 7-G; 12-L).

As previously mentioned, the phase of the status quo is commonly the phase in which
individuals are familiar with the settings. This goes hand in hand with the empirical findings
regarding that customers appreciate and expect to re-experience the usual assortment of
products in the store and recurring offers (5-E; 8-H; 12-L). Respondent 8-H clarifies this point
further by giving an example with regards to the food retailer ‘Coop’:

“It has to do with experiencing the same thing again. That they have the
goods that you want. The problem is that when | became loyal, Coop had
another assortment. Then they got a new CEO and they got rid of a lot of
products, and it became more of a standard shop. Now | often do not choose
Coop, because everything is no longer there” (8-H).

The respondent clearly suggests that it is important to offer the same things over and over again
in order to make customers re-experience what they have been experiencing from the
beginning. This keeps the customers satisfied and keeps them loyal to the store and their loyalty
program. This concept of behavioral customer loyalty, which is based on repurchase behavior,
is considered to be a significant aspect in customer loyalty (Cheng, 2011). To just have an offer
as a onetime phenomenon, is not generally appreciated. In addition, the previous experience
and satisfaction shapes and predicts the expectations of future experiences (Meirovich & Little,
2013; Ofir & Simonson, 2007). Which means that the status quo includes the minimum
expectations that the customers want to re-experience in the future.

Additionally, other important factors that are expected from a loyalty program were expressed,
such as good service, which consists of the staff's attitude, friendliness and engagement (5-E;
6-F; 7-G; 8-H; 12-L). Respondent 8-H mentioned that “it is also important that the staff is nice
and accommodating, and that is the reason why | have chosen Coop since they know and see
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you.” (8-H), which highlights that the staff can make customers choose to be loyal to the
retailer.

The status quo includes the familiar part of the loyalty program (Satir et al., 1991; Banmen,
1998; Sayles, 2002). Customers know what they get, and they expect that they will always get
the same things as they usually do. In the case of ICA, the above-mentioned expectations seem
to have been met during the phase of the status quo since customers were satisfied with the
retailer and their loyalty program. However, the issues arose in the second phase of the change
process, namely, when the foreign element was introduced.

5.2 Foreign Element

During the second phase of the change process model, a foreign element is announced and
introduced (Satir et al., 1991; Banmen, 1998; Sayles, 2002). At this stage, individuals will start
reacting to the changes and try to understand them. Disruptions are most likely to occur in this
phase since introducing a foreign element might create a sense of instability (Sayles, 2002).
According to the ICA case, the foreign element that is being introduced is ICA’s new loyalty
program “Stammis”.

On the first of February 2020, ICA launched their new loyalty program (Holmberg, 2020: ICA,
2020c).

“Become a stammis at ICA- Get More out of the Good Life” (ICA, 2020c)
(own translation).

“We are going to spoil you! Bonus and benefits for you who are a stammis” (ICA,
2020d) (Own translation)

“Hurray! As ‘stammis’, we want you to get that little extra. Everything from fine
prices on selected products and discounts from our partners, to smart everyday
services that makes your life a little easier” (ICA, 2020d) (Own translation)

This new loyalty program eliminated the possibility for customers to save points and transfer
them to the next month. If 2000 points were not reached each month, they would be zeroed and
the customer would now need to start over each month (Holmberg, 2020).

After ICA introduced this new loyalty program, many of their customers agreed that the
changes applied were negative, meaning that they did not meet the expectations of the
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customers. From there on, the issues arose, and the case entered the downward slope of the
change process model that leads towards chaos (Satir et al., 1991; Banmen, 1998; Sayles, 2002).
Due to the unmet expectations, customers became dissatisfied and thus started contemplating
whether to stay loyal to ICA or if they should start going to other stores instead (7-G; 12-L). As
Meirovich & Little (2013), explained, customer dissatisfaction occurs as a result of unmet
expectations, which in this case drove customers to consider changing stores and boycotting
ICA. These changes in ICA’s loyalty program also led their customers to consider the notion
that ICA was not being loyal towards their own devoted customers. The idea of disloyalty from
the retailer was a bothering thought for some of the respondents (e.g. 2-B)

As respondent 1-A clearly states, “...if vou make changes, then it evokes strong reactions” (1-
A). This statement complies well with the case of ICA. Nonetheless, all these mentioned aspects
of unmet expectations, dissatisfaction, and disloyalty, leads this case on to the next stage of the
change process model which is the chaos phase.

5.3 Chaos

According to the Satir change process model, the chaos phase is the stage in which customers
are on unknown territory (Satir & Baldwin, 1983), and are still processing the changes that
were made to the status quo. This concept of the unknown can create fear for individuals,
however it is one of the essential phases in order to progress to the transformation stage (Satir
etal., 1991).

During this phase, with regards to the case of ICA, strong reactions from the customers surfaced
and protests were initiated against the launch of “stammis”. Even some of ICAs own retail
managers agreed with the disappointed customers and criticized the new loyalty program
(Peterson, 2020). Respondent 8-H described a discussion with an employee at ICA saying:

“Someone who worked at ICA told me that it was a decision that came from
the head office and when he said it, he rolled his eyes. It was just silly what
they [ICA] were trying to do, not well thought out” (8-H).

This statement further highlights the fact that ICA’s own employees were very critical to the
change. Moreover, the extensive backlash from the customers of ICA (Peterson, 2020) became
headline news in Sweden (Holmberg, 2020; Peterson, 2020), as customers continued to display
their anger and dissatisfaction through social media and other mediums (Sundberg, 2020).
Additionally, some customers started petitions and gathered names to try and change back the
loyalty program to the older version that they were used to (Kriisa & Rasper, 2020).

Furthermore, as mentioned by some of the respondents, not all dissatisfied customers engaged
in the online discussions but rather had ongoing conversations about the incident with closer
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friends and family (2-B; 5-E), and kept themselves updated about the case and the critiques
against ICA and “stammis” (3-C; 5-E; 7-G; 8-H). This could be considered another form of
action since engagement goes beyond transaction, as explained by Beckers, van Doorn, Verhoef
(2018). Also, a sense of confusion created further uncertainty for the customers of ICA since
they did not feel that they had been correctly informed about the changes which resulted in
dissatisfied customers as well.

Since customers were still dissatisfied with the changes in the loyalty program, the thought of
going to another store and discarding their loyalty to ICA was further triggered by their
displeasure. As respondent 2-B expresses, "...you are loyal for a reason and therefore one tries
to be loyal as far as possible, until it breaks” (2-B). This remark demonstrates the fact that
customer dissatisfaction can end customer loyalty.

As customers were still unaccepting of the changes that were made to ICAs loyalty program,
the situation worsened and thus the case continued deeper into the chaos phase due to the
extreme and unusual circumstances. This means that the slope of the change process curve was
still declining. Thus, as an attempt to solve this major chaos, ICA decided to take action and
adjust the new loyalty program by adhering to the customers demand and restoring customer
satisfaction.

By making these adjustments, ICA’s customers started to unwind, which means that the curve
of the chaos phase started to flatten out and even move slightly upwards approaching the
transition phase, as customers became more satisfied.

5.4 Transformation and Integration

During the fourth part of the model, the transformation phase (Satir et al., 1991; Sayles 2002),
individuals start to acknowledge the change that has happened and can therefore begin to
process it (Sayles, 2002). This can divert the downward sloping curve of the Satir change
process model and guide the individuals through the transformation phase which will bring
them one step closer to the new status quo. Nonetheless, in the case of ICA, the transformation
phase could be interlinked with the integration and the practice phases as well, since the
transition between the three stages are rather blurry when it comes to ICA’s situation. However,
these phases can lead the customers towards integration with the foreign element ‘stammis’
and stabilize the changes (Sayles, 20020).

The integration and practice phases are the last stages that individuals will go through before
they reach the new status quo, which is considered the end goal. These phases could be
considered tryout phases in order to make sure that the changes have been introduced properly
and that customers are fully satisfied with them. Also, a few aspects from the customer's point
of view could be studied and then acted upon by the retailer to further enhance the customers

fulfillment.
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However, during the transition between the chaos phase and the transformation phase, some
customers might still be dissatisfied and unsure about the changes that have been made. Even
though ICA had applied to their customers' needs by making alterations to the program,
customers were still hesitant with regards to the situation. These customer’s ongoing
uncertainty will most likely cause them to continue exhibiting their displeasure in ways such
as boycotting ICA or shopping there less frequently than usual. This could relate back to the
previously mentioned aspect of customers feeling that their retailer is not being loyal to them
as respondent 4-D explained, “... then I would not shop there as much.... but one might not stop
shopping there completely, but for a period [of time] you would avoid shopping there” (4-D).

According to this quote, it can be argued that some customers had an urge to demonstrate their
dissatisfaction and make a statement by pausing their loyalty to ICA for a period of time.
However, it can be debated that the customers are still undecided but wish to be loyal to their
retailer. Also, some customers might want to wait and see if their expectations will be met in
the future or not (5-E), so they stay loyal and hold off on taking any sort of action. This repeated
uncertainty could be a common part of the transformation phase since individuals at this stage
are still attempting to reconstruct their expectations and adjust to the changes (Sayles, 2002).

However, according to some respondents in this study, customers might be loyal to a certain
store because of habit (2-B; 11-K), laziness (3-C; 9-1) or convenience or maybe even a
combination of either (6-F; 10-J; 11-K). It can be claimed that once a customer is loyal towards
a retailer, they can be willing to make an extra effort and go the extra mile in order to continue
shopping at their preferred store. This means that for some customers, the transformation phase
does not proceed for long as they might be willing to integrate with the foreign element without
any complications since their priorities might be different from other customers, meaning that
they would move on to the integration and practice phase earlier than other customers.

Nonetheless, in light of the immense negative reaction that ICA got due to changing their
loyalty program to ‘stammis’ (Holmberg, 2020), a relation between the loyalty program and
customer expectations was noticed. As previously mentioned, the whole case started because
the customers were dissatisfied since the new loyalty program did not meet their underlying
expectations. In addition, almost all respondents agreed on the fact that loyalty programs do,
indeed, create customer expectations. These expectations might depend on different things such
as the size of the retailer, the usual discounts that are provided and the variety of the products
in the store (1-A; 7-G; 10-J).

Furthermore, this could be considered the whole point of a loyalty program as stated by 9-I,
“Yes that is the whole point of this, because that is supposedly what they want, otherwise they
have failed” (9-1). The respondent explains that the main reason for a retailer to create and
uphold a loyalty program is to be able to form and set expectations for their customers. Hence,
if they do not achieve this, they have failed to accomplish the main goal and the main purpose
of having a loyalty program. In ICA’s situation, it seems as if this concept was not being
considered or given as much attention as it should. If ICA would have realized this earlier, then
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maybe they would have transitioned faster from the chaos phase and through to the
transformation and integration phase.

Nonetheless, as mentioned by Nicolae, Tanasescu and Popa (2013), expectations are connected
to the customer’s satisfaction or dissatisfaction when it comes to the experience of the product
and services offered by the company (Nicolae, Tandsescu & Popa, 2013). Therefore, since a
loyalty program can create expectations it is vital that the retailers live up to the expectations
that they have created through the loyalty programs to satisfy customers' needs. Nonetheless,
it could be acknowledged that ICA did not meet their customers’ expectations, which resulted
in extreme protests due to the customers dissatisfaction. Thus, during the transformation and
integration phases, the retailer should make sure that the customers’ expectations are met at all
times in order to keep their loyal customers content and not lose them along the way.

According to the respondents in this research, when it comes to who is responsible to fulfil the
customers’ expectations, there was a noticeable trend showing that they felt that the retailer
and the store managers are supposed to be responsible (3-C; 4-D; 6-F; 7-G; 10-J; 12-L). “The
store is responsible for that” (12-L), “I feel they have the responsibility to fulfill those
expectations” (10-J), “It is the store manager and the company of course” (7-G). On the other
hand, another identified pattern was that some respondents expressed that they do not see it as
a one-sided issue, but rather that the responsibility is on both the customer and the retailer.
There is some sort of cooperation between the two sides since this program is supposed to
benefit both (2-B; 11-K). Hence, respondent 9-1 explains that:

“A part of the responsibility is mine ... But let’s say this, it could be a
combination, me, them, and [both of] us together” (9-1).

Even though the respondent claims that the responsibility lies on both the customer and the
retailer, what can be implied is that the retailer should make more of an effort to figure out
the customers’ expectations and so the retailers should have some sort of dialogue with the
customers. However, the concept of both the customer and the retailer having responsibility
for the customer's satisfaction could aid in managing the integration of the foreign element
during the last phases of the change process model. This means that if customers are willing
to take responsibility for their own satisfaction, they will most probably integrate faster to the
changes that are made. However, the retailer should also do their part and meet their
customers’ expectations. By focusing on these aspects, retailers should be able to
accommodate their customers to the new loyalty program.

When going further into the transformation, integration and practice stages, more customers

will have settled and accepted the new changes. Therefore, since the ‘storm has passed’, some
of the customers might start reflecting on the situation that happened with ICA. According to
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some of the respondents, they felt that the reaction towards this whole ICA case was a bit
overwhelming and a bit too much (e.g. 1-A; 2-B; 3-C). As demonstrated by 2-B:

“A change is a change and it is usually something that people have difficulty
with...it felt like it was a little too big of a clash. One remembers that it was
talking a lot about it, it was a storm...” (2-B).

This could relate to the fact that not all customers saw the change as an issue as they might
have not been as affected by them as others were and felt that their expectations were still
fulfilled. Others saw the disorder that occurred as ‘unnecessary’ in a way which could be linked
to the cultural aspects of the individuals since such a big display of emotions is not in the nature
of a Swede, as it is generally not seen as appropriate to be that loud (Bond, 2004; Kamann,
2019).

Moreover, towards the end of the transformation phase, the curve of the change process model
(Banmen, 1998; Satir et al., 1991; Sayles 2002), will have reached the same level of satisfaction
that was found during the status quo, meaning that most probably customers’ expectations are
being met and they will have become at least moderately satisfied with the retailer (Oliver
1981, Swan & Trawick, 1981). At this stage, customers will have understood the new changes,
and accepted them and have therefore become more satisfied as customers.

After achieving a successful integration and keeping the customers satisfied throughout the last
stages of integration and practice, the hard work is over, and the new status quo can officially
begin. The new status quo is the end phase of the Satir change process model (Banmen, 1998;
Satir et al., 1991; Sayles 2002), and thus, when it is reached, the end goal has been successfully
accomplished.

Nonetheless, after the ICA case was considered ‘over’, and the new status quo had been
reached, an interesting aspect was brought up by the respondents. Since ICA actually did
change the loyalty program when the customers voiced their concerns about it, a few
respondents agreed on the fact that they do indeed feel like they have the power as customers
to change the loyalty program (2-B; 11-K). As respondent 11-K indicated, “Yes. You feel that
they listen to their customers and that gives you a sense of security and appreciation” (11-K).
This statement further demonstrates that the aspect of ICA changing their loyalty program to
satisfy their customers, creates a sense of security for the customer and turns dissatisfied
customers into satisfied customers.

Nonetheless, alternative views were also mentioned, expressing the fact that some respondents
would still claim that customers do not have the power to change the loyalty programs (1-A;
6-F). At least not on their own. As 5-E mentioned, customers might not be able to make a

change individually, but they could make changes as a group. This aspect was further discussed
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by 10-J who explained that, “...considering how big the store is and the chain, | do not feel that
me complaining to them would do very much” (10-J). Meaning, that as an individual, the
respondent does not feel that there is any use in trying to make a change. However, as
mentioned above, if the customers joined as a group, it is more likely for them to be able to
make an actual change. This contradicts with Cova (1997), who explains that the postmodern
individual tends to be free of collective ideals and usually searches for ways to stand out as an
individual, which was not the case during the ICA situation.

However, the findings correlate with Cova (1997), concerning the fact that tribalism and sense
of belonging gives individuals a sense of identity and they feel emotionally connected through
consumption. That could explain the fact that many ICA members decided to join forces and
actually protest against the changes as a group in order to protect and stay loyal to their brand
community. This engagement in the ICA case also contradicts the individualism behavior that
is common in Sweden, as the Swedish attitude usually is to mind your own business and not
engage in unnecessary conflicts (Kamann, 2017).
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6. Managing Expectations and Flattening the Curve

This chapter is a discussion section which will provide a new guideline for managers and
retailers to handle a change in their loyalty program. The Satir Change Process Model has
been used along with the empirical findings to find a solution and create new guidelines for
retailers to use during the change process.

As previously mentioned in this study, the Satir Change Model (Satir et al., 1991; Banmen,
1998; Sayes, 2002), will be used in order to provide a deeper understanding of the findings.
The seven different stages provided a clearer structure which influenced the creation of new
guidelines on how retailers and companies should make changes in their loyalty program
without resulting in extreme chaos as ICA did when introducing ‘stammis’.

In addition, only a few steps of Kotter’s ‘8-step change model’ (Kotter, 2014), were used as
inspiration to categorize the change process used for this study. The following steps from
Kotter’s model were chosen to motivate the process; Step 4, communicating the vision, step
six: create quick wins, and step seven: build on the change (Kotter, 2014). These steps
influenced a new version of steps that could be included in the change process. These steps
were then put together to form a suggested guideline. The guideline is created as a tool for
managers to handle a change in their loyalty program. These new steps include step one:
Involving the customers in the decision making (pre-phase), step two: communicating through
all channels (transformation-phase) and step three: create long term loyalty (end-phase).

6.1 Involving the Customer in the Decision-making Process

As mentioned by Armantier et al. (2017), expectation management could be utilized while
attempting to evaluate consumers expectations and hopefully even foretell them. In an
organization, it can be useful to involve the customers and gain knowledge of their expectations
to be able to fulfill them (Kopalle, Lehmann & Farley, 2010). Moreover, when it comes to the
expectations that the customers have on the management, a pattern was identified in the
empirical findings in which the lack of involvement of the customers was highlighted (e.g. 8-
H). According to these findings, customers want to be involved when a change is being made
in a loyalty program (1-A; 2-B; 3-C; 5-E; 6-F; 7-G). Therefore, interacting with customers is
considered crucial before making any changes.

6.1.1 Interact with the Customers

Interacting with customers could be more beneficial to retailers than what they might expect.
A pattern identified in the empirical findings was that the management should handle change
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through both involving and engaging the customers in the actual process of the said change (3-
C; 5-E; 7-G). For example, to contact the members of the loyalty program through customer
surveys (3-C; 5-E; 7-G), through for example mail, email or by distributing surveys in-store.
Thereby, the customers can express their needs and wants, which facilitates the important
aspect that retailers should be “listening to their customers” (3-C). Creating a discussion with
the customers and reaching out to them (12-L) is also a way of understanding what the
customers require in order to stay satisfied.

6.1.2 Forewarning

In some cases, giving someone a heads up could help save you from an unwanted reaction.
Accordingly, a pattern was noticed in the findings, which suggests that customers would
appreciate some sort of forewarning when a change is going to happen. Some respondents (e.g.
3-C; 5-E) mentioned that the changes made in the case of ICA seemed unexpected (Holmberg,
2020; ICA, 2020a). As explained by 5-E and 3-C:

“I did not know they were going to make that change until it became an
uproar surrounding it. I cannot remember if one got an email, but they
presented it as if it would be very positive, which it turned out not to be for
many [customers]” (5-E) ... “It came from one day to another, and suddenly
if one did not shop for a certain amount, they would withdraw the magazine.
There were many such things in that [change] that they had to back on as
well” (3-C).

The changes made by ICA (ICA, 2020a), came as a surprise for their customers as respondents
5-E and 3-C explained above. This element of surprise created dissatisfaction which further
caused the extreme backlash of the ICA case (Holmberg, 2020; Peterson, 2020). Retailers
should instead make the customers become a part of the change process itself, and not just
introduce the end result. To avoid making the customers feel overruled and neglected, it is vital
that the customers should be a part of the whole change process and involved in the
transformation. Therefore, clear communication with the customers and considering their
needs is suggested. If the managers want loyal customers, they need to work for the customers
and let their voice be heard.

6.1.3 Transparency

Taking the customers for granted is not the right way to go, especially as there should be a
partnership between both the customers and the retailer. Therefore, it is important to be
transparent in the whole process, this was expressed by respondent 11-K, “...if you change the
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loyalty program, be clear about that, do not try to do it behind the customers back” (11-K). It
is essential that the retailers especially respect their customers during the change process by
being transparent with them. This can be further demonstrated by 9-1 who expressed the
following in regards to ‘stammis’:

“Where was that information? That was not nicely done, not cool! I have not gotten any paper
or stuff, and I expect to get that. ”...” | want information, because | have not received that. It
should go out to everyone in the agreement, and there should have been an opportunity to
withdraw. And a reasonable time to say no if you wanted too. The agreement is broken if you
make changes ... “Now that I think about it, | have not received checks from ICA in a long
time. Before that, the check came often, but now it has not come” (9-1).

This statement indicates that the respondent felt fooled by ICA, as they were not informed of
the changes when ‘stammis’ was introduced (Holmberg, 2020). The respondent 9-1 expressed
surprise when realizing that the changes had actually affected them as well by not receiving
any bonus checks anymore. If the retailer had been more transparent in the process, the
respondent might not have felt irrelevant and betrayed. In a way, one can argue that the
respondent felt excluded in the relationship, even though the respondent was loyal and a part
of the old loyalty program from ICA (Holmberg, 2020). Although ICA promised “Become a
‘stammis’ at ICA- Get More of the Good Life” (ICA, 2020c), one can argue that the respondents
had an opposite experience as one can identify that customers felt a mix of betrayal,
disappointment and dissatisfaction.

There should have been a partnership between the retailer and the customer. However, there
was no communication in the relationship and customers were not asked if they would agree
to the new conditions of the loyalty program. This view on the customers by ICA (Holmberg;
2020) can be an indicator of how they perceive their loyal customers. It can be claimed that the
relationship is seen as top-down by ICA, which can result in an unequal relationship. By adding
more of a “bottom up” perspective, the relationship can be more equal between the retailer and
the customer and generate stronger relationships.

An additional aspect of transparency identified was the security surrounding the data collection,
which the companies receive through the individual’s membership in the loyalty program.
Respondent 9-1 expressed particular concerns on the matter:

“... now after watching the TV yesterday, which was about data misuse [in
loyalty programs], something I had never thought about... that you do not
have the full picture. How your data is collected and used and shared with
others “...” they leaned out [data], little here and little there. They say it is
anonymous, but it is not...1, as a loyal customer, have not been asked. | have
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not signed on any paper. |, as a loyal customer, should have been asked. | do
not want them to interact without my permission” (9-1).

The respondent is clearly concerned about how companies share personal data, that they gather
from the members of their loyalty programs, with other companies without the consent of the
individual customers. This could be seen as a violation of the customers’ trust and creates a
rather negative experience for the members of the loyalty program, which generates dissatisfied
customers. As respondent 9-1 also mentioned is that computerized programs do not see ethics,
morals, and loyalty the same as humans, as might share more data than required.

Even though many retailers use data that they gathered from their loyalty programs, there is an
urge for transparency when doing so, especially when it involves sharing data with other
companies. The retailers should ask their customers for permission as this creates a trustworthy
relationship and results with satisfied customers.

6.2 Communicating Through all Channels
6.2.1 More Information Through all Channels

Keeping customers informed about ongoing changes and other relevant information was found
to be rather crucial according to the empirical findings. This highlights the need for retailers to
provide more information through all channels. For instance, information could be provided
through events in the store and campaigns (1-A; 2-B). This aspect will be explained further by
respondent 1-A:

“When stores make such a change, I expect it to be informative and good.
With email, TV advertising and that they have a lot of information in the
store” (1-A).

It is apparent that reaching out to the customers and providing the necessary information about
the changes through all accessible channels is essential. The information needs to be available
wherever the customers are, which means that the information should be provided on all
channels that are administered by the retailer. In doing so, the customers will feel that they are
part of the change and also on board with the transformation. In addition, a noticeable trend
was that the information that is being sent out to the customer needs to both be informative and
relevant (2-B; 3-C; 6-F; 7-G; 9-1).
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6.2.2 Clear Communication

Clear communication with the customers should be an essential and obvious point for
companies. Despite it being seemingly obvious, a pattern identified from the respondents (1-
A; 2-B; 4-D; 5-E; 6-F; 11-K) was that a lack of understanding occurred when the changes were
introduced to the loyalty program ‘stammis’ (ICA, 2020a). Especially the name of it, ‘stammis’
was rather misleading for some of the respondents (e.g. 2-B; 6-F). Respondent 2-B further
explains this:

“I do not remember exactly, 1 had looked at the commercials a little,
considering that ICA: s advertising goes on TV every week. You had been
given the term “stammis”, but then you had not really been given the
information about what it really meant” (2-B).

It can be highlighted that even though respondent 2-B has seen various tv commercials from
ICA on a weekly basis for a long time and was familiar with them, the respondent could still
not understand the meaning of the tv commercial that announced the new loyalty program
‘stammis’. This indicates a failure of providing clear communication as the commercial was
not understood. It can be argued that the tv commercial “ICA commercial 2020 week.4 -
Welcome stammis” ‘stammis’ (2020, 00:00:35), core message was simply ‘lost in translation’
as it was not clear to the respondents what it meant.

Another aspect of the word ‘stammis’ was the association made by 6-F in which the respondent
explained that the word ‘stammis’ in the tv commercial “ICA commercial 2020 week.4 -
Welcome stammis” (2020, 00:00:35), was seen as only targeting new customers as the
respondent already identified as a ‘stammis’ and did not see the commercial as targeting them.
This further emphasizes that the target “group”, which includes ICA’s loyal customers, were
unaware that this commercial was meant for them as well as for others. This could indicate that
the overall message of the commercial was weak.

6.2.3 Keep the Sense of Belonging

Out with the old and in with the new, as they say, is often what happens when a change is
introduced. However, keeping some of the old might make customers more content and thus,
more accepting of the changes made. With that in mind, an identified pattern was recognized
in the empirical findings which is the fact that ICA removed a part of their loyalty program that
the customers were already used to and expected (Holmberg, 2020). It was voiced that the
customers generally become familiar with the standard parts of the loyalty program and would
be disappointed if these parts were removed (8-H; 10-J), as further expressed by 10-J:
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“..1f it is something that they have been offering us for a while and then all
of a sudden change it and take it away, | think I would react like many other
people, maybe not complain, but show my protest by going to shop
somewhere else. There are a lot of options and competition, so that is how I
would show my unhappiness” (10-J).

Part of the disappointment concerning the change was that the customers were already
accustomed to the prior conditions. This new introduction of ‘stammis’ was not seen as an
upgrade, but rather a deterioration for the customers. This could be considered a reason why
the case of ICA became as major and chaotic as it did (Holmberg, 2020; Peterson, 2020;
Sundberg, 2020). It could be argued that if the change were made as an addition rather than
eliminating the usual part of the loyalty program, then some customers would probably have
reacted to the change of ‘stammis’ in a more positive way.

To further exemplify, an explanation from respondent 6-F is used to demonstrate their opinion
concerning the change in ICA’s loyalty program:

“I think it was idiotic! It was so good before, that you could take the points
with you and save them for the next month and you could follow it on the bill,
all the way ... It was really stupid, ICA that is rich could have given a little”
(6-F).

This statement can be seen as a good example of the reactions from some of the customers in
the case of ICA, as similar notions were voiced in both media and social media (Holmberg,
2020; Kriisa & Rasper, 2020; Petersson 2020), and in the store (3-C). The promise by ICA was
that the new loyalty program ‘stammis’ would give the customers, “..everything from fine
prices on selected products and discounts from our partners, to smart everyday services that
makes your life a little easier” (ICA, 2020d). However, all these promises were made but not
fulfilled. This aspect could additionally explain the backlash from the customers (Petersson,
2020), which resulted in dissatisfied customers who did not feel rewarded for their loyalty.
Another aspect voiced by some of the respondents (3-C; 6-F) is the fact that ICA is a successful
company with great financial status, and so it seems petty that their changes affected the
segment of their loyal customers that have a tight budget and thus have difficulties of reaching
the bonus that they were usually provided.
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6.2.4 Do not Rush it

Generally, by rushing into things, one does not necessarily acquire the best outcome.
Nonetheless, an additional pattern was identified concerning the concept of not rushing into a
change. As 3-C states, “A4 change needs to be thought through before carrying it out, that you
cannot blame ICA for” (3-C). This statement mentions something that might seem obvious,
‘think before doing’, however, when related to the case of ICA (Holmberg 2020; ICA, 2020a),
it appears not to be that obvious since such a backlash occurred as a response from the
customers (Peterson, 2020). This is a good example of what a retailer should avoid doing as it
IS important not to stress a change.

6.2.5 Strategy for Dealing with Criticism

As a retailer, learning how to deal with criticism could play a vital part in building a strong
relationship with customers. A suggestion by respondent 1-A is to create a strategy on how to
handle criticism from the customers. This was highlighted as an issue in the chosen case of
ICA (Holmberg 2020; Petersson, 2020) as ICA did not respond well to the customers’ strong
reactions at first. As explained by 1-A:

“It is a shame, because I think it makes people break the loyalty program.
For not getting answers to their questions. | almost think that this is
something that you have to include in this transformation plan from the
beginning” (1-A).

The argument emphasizes the consequences a company might face if it does not communicate
well with the customers. By disregarding this aspect, the company might jeopardize their loyal
customers. If a change upsets the customers, it is highly important to respect them and respond
well to them. Nonetheless, this situation needs to be planned for beforehand by the company
in case they were to be put in such a situation.

6.3 Create Long-term Loyalty
6.3.1 Personalize the Experience

In order to create long term loyalty, a more personalized experience should be provided through
the loyalty program. Respondent 8-H mentioned the idea of using logarithms more
resourcefully, to further personalize offers. “I would like their logarithms to be smarter at
seeing what I am actually shopping for and give me extra prices on that” (8-H).
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The respondent suggests that by using these logarithms more, the retailer will be able to
customize offers and discounts after the individual needs and wants of each customer which
will make the offers more personal. By studying customers’ buying patterns and revising the
data gathered on each customer through data drive customization, companies can decide on
suitable and customized individual offers (Clow & Baack, 2016; Grewal, 2019). Even though
many retailers use data that they gathered from their loyalty programs, there is an urge for an
even larger increase of individual offers rather than mass offers.

Another aspect that was mentioned in relation to the personal experience was customers’
expectations on the management of the store and that they need to focus more overall on the
customers and what they need in order to be satisfied. 8-H demonstrated this point further by
saying that:

“As a customer, I expect the management of all chains to have a customer
focus and understand their customer groups and how they act and they have
thoughts about the customer’s interest in general because it can give a lot of
info of how to consume and understand their customer ... As in Stockholm
single households, packing goods in a [certain] way” (8-H).

The respondent explains the expectations on the management and that they should see to the
local customers’ needs and interests. For example, the area in which the store is placed should
be taken into consideration as customer behavior might be different depending on the location.
For instance, if there are more single households than the food should be packed in another
way that suits the needs of those customers. This goes in line with Grewal (2019), argument
that international chains such as ICA should create a store that feels like home’, which can be
achieved if the retailers start to think less standardized and more personalized.

6.3.2 Positivity in Change

As previously mentioned, change is inevitable (Gross, 1994), but not necessarily preferred as
some respondents mentioned (1-A; 2-B). Therefore, retailers should attempt to make changes
that will satisfy the customers and make things more convenient for them. Moreover,
respondent 5-E highlighted that change should not make matters worse for the customers.
However, other respondents suggested that if negative changes are to be introduced there are
other expectations on the management (8-H; 10-J). This concept was further explained by 10-
J as they emphasized that some form of compensation could be provided:
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“...if it is a change that maybe is more beneficial to them or at least seems
more beneficial to them, and not me, | would expect them to motivate
somehow [to me] as a customer, how | am compensated or what | would get
out of it instead...it would be easier to accept a change if I can understand
why they are doing it” (10-J).

Thus, if changes have been made by the retailer that customers might perceive as negative
should be compensated for. According to the respondents, this could keep them satisfied in
spite of the change. Also, what is evident here is that there is a need for the customers to
understand why the change is occurring. Therefore, if an explanation is provided, it can be
easier for the customers to accept the change.

Furthermore, another aspect was emphasized with regards to change by 9-1 which is that the
retailer should not do a change if it is not done as a form of correction. 9-1 further explains that,
“Very rarely a change becomes better for the customer. So why should they do that?” (9-1).
This argument can be seen as the customer being happy with the conditions as they are and
does not see the need for changes. However, it can be argued that this critical viewpoint on a
change can be associated with the fact that humans tend to be resistant to change overall, which
highlights the importance to include the customers when making any changes in order to make
it as positive as possible for them.

6.4 Conclusion of the Change Process

Firstly, providing clear information is a must. In the case of ICA (Holmberg, 2020; ICA,
2020a), many customers did not understand what was happening due to unclear
communication. Besides, the information from ICA’s tv commercial “ICA commercial 2020
week.4 - Welcome stammis”, did not clarify what “stammis” meant (2020, 00:00:35), thus
causing further confusion for the customers. Therefore, ICA should not have assumed that the
customers understand the association made to the name “stammis” as it is very individual.
Secondly, keeping the customers on board with the decisions and changes that are made, by
giving some form of forewarning is essential. The change made by ICA (Holmberg, 2020; ICA,
2020a) was seen as an occasion that happened overnight and took the customers by surprise,
which caused chaos.

Lastly, the retailers should reach out to their most valuable asset, their loyal customers, in a
personal way. A metaphor that can be used to describe the customer’s feelings in the situation
of the ICA case is that it can be seen as a rollercoaster ride. They got through it somewhat
safely in the end, but the conditions that the customers were put through caused a variety of
effects. Some felt that it all went fine, others were torn, some felt bruised and out of shape and
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others thought that they would never do it again. However, by following the provided guideline
with the three steps, the rollercoaster ride might become more of a smooth transition phase with
the aim of keeping customers satisfied even while undergoing changes in loyalty programs.

During step one of the process, involving the customers in the decision making is vital.
Interacting with the customers, keeping them in the loop, and studying their needs and wants
can definitely prevent retailers or companies from making decisions or changes that will have
a major negative reaction from their customers. Also, being transparent with the customers
helps the retailer become more trusted and thus, customers will become more loyal.

In step two, communication is the main focus. After observing the empirical findings, it was
realized that communicating with customers through all accessible channels is an important
part of creating loyal and satisfied customers. The information should be clear in order to avoid
confusion and misunderstandings that might destroy the customers’ trust. Also, people tend to
feel more secure if they feel some sort of familiarity when they are exposed to new things.
Thus, when changes are made, the retailers should make sure to keep some of the main and
standard parts of the loyalty program in order to let the customers have a sense of belonging.
Nonetheless, rushing into a change can lead to unwanted consequences since the idea or the
plan might not be well thought through. Nonetheless, an important part of any change process
IS to have a strategy to cope with criticism. There will always be customers that are unhappy
with the outcome of a change and will most likely start criticizing it. However, that does not
mean that they should be ignored, but rather that the retailer communicates with them and tries
to reach an understanding.

The third and last step is to create long term loyalty. This could be considered one of the main
goals of any retailer or company. Moreover, in order to reach this type of loyalty from the
customers, retailers need to step up their game even further. After following the first two steps,
retailers must understand that in order for customers to stay satisfied in the long run, they need
to make changes seem as positive as possible for the customer. That is why it is recommended
that compensations should be provided to the customers in case a change is made that might
be perceived as negative. Also, making changes in general should not be considered often if
they are not mainly corrections of the standard loyalty program. However, another aspect that
could create long-term loyalty is personalized offers. By using logarithms more efficiently,
retailers can create more personalized offers for each individual, which is appreciated by the
customers (see Image 10: Own Model - Managing Customers Expectations in a Change
Process).

Nonetheless, the retailer should also take into consideration which area the store is located in
since customers in some areas require different products and offers in order to be fully content.
If customers are satisfied with the services that they are provided with, there is a much higher
chance of them accepting further changes that might be presented by the retailer. Thus, in
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accordance with the previously mentioned theory, the discoveries made throughout this

research could support the retailer while introducing changes in their loyalty program.

In accordance with the theoretical aspect of this research, by following this provided guideline,
a retailer would confidently be able to lessen the chaos phase, decrease the downward slope
and start to flatten out the curve and move smoothly through the transformation and integration
phase and reach the new status quo. By doing this, the retailers will end up having a smooth
transition together with satisfied and loyal customers.

Managing Customer Expectations

in a Change Process

Interact with the
Customers

Step 1: Involving the
Customers in the

Decision-making Process

Forewarning

Transparency

More Information
Through all Channels

Step 2: Communicating

Through all Channels

Clear Communication

(Image 9: Own Model - Managing Customers Expectations in a Change Process)

Keep the Sense of
Belonging

Do not Rush it

Strategy for Dealing
with Criticism

Step 3: Create Long-
term Loyalty

Personalize the
Experience
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7. Conclusion and Recommendations

In this section, a summary of the research is provided as well as a demonstration of the
theoretical and managerial implications. Furthermore, recommendations for future research
are provided.

This study aims to answer the research question of how changes in loyalty programs affect
customer expectations and loyalty. For this purpose, relevant literature was chosen in order to
get an overview of the previous conducted research. This literature consists of topics such as
customer loyalty, customer expectations, expectation management and engagement.

In order to proceed with the study, theory was applied. For this particular study, the theory
chosen is the Satir Change Process Model as portrayed by Banmen (1998). This model consists
of seven different steps starting from the status quo, foreign element, chaos, transformation,
integration, practice and new status quo (Banmen, 1998; Satir, Banmen, Gerber & Gamori,
1991; Sayles 2002). This model assists in understanding how individuals react to change and
the phases that they go through in the process and was used as a tool to further understand the
effect of changes on customers and how it can affect their expectations and loyalty.

Moreover, this study has used a qualitative method and a combination of both a case study and
interviews. The chosen case study is the food retailer ICA who in 2020 launched their new
loyalty program ‘stammis’ (Holmberg, 2020, ICA, 2020a). In addition, twelve interviews in
total were conducted. The chosen sampling method was a mix of purposive - and convenience
sampling (Easterby-Smith et al., 2018).

By studying the case of ICA in relation to the theory and the empirical findings, a guideline
was created. This guideline works as a tool for retailers to use when making changes in their
loyalty program and is divided into three main steps.

The first step is: involving the customer in the decision making, which includes interacting
with the customers, giving them a fair warning before any changes occur and always being
transparent with them.

The second step is: communicating with the customers through all accessible channels.
According to the findings, communication with the customers is essential for a company. Thus,
if a retailer wants to make a change in their loyalty program, they should consider providing
more information to their customers through all available channels and being very clear when
communicating with them. Also, when making changes, a retailer should make sure to keep
some of the old standard parts of the loyalty program as customers wish to feel a sense of
belonging. Moreover, a change should not be rushed since it can result in chaos. Additionally,
any retailer needs to have a strategy for dealing with criticism in case a situation calls for it,
since being prepared could make a big difference for a company.
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Lastly, the third step is: creating long term loyalty with the customers. By personalizing offers
and making the customers feel special, they will most likely become loyal towards the retailer.
Moreover, if a retailer is going to make a change, they should form it to be as positive as
possible in the minds of the customers in order for them to stay loyal.

These guidelines could be used by retailers as well as managers and could help them change
their view on how loyalty programs should be handled. In conclusion, this research has
provided a suggested solution and guideline for retailers in order for them to make changes in
loyalty programs without creating chaos and losing their loyal customers, which facilitate an
answer to the research question.

7.1 Theoretical Implications

From a theoretical point of view the results of this study contributed to the academic research
as there is a research gap surrounding customers’ expectations when a change is made in a
loyalty program. The result can for example contribute regarding the relationship between
dissatisfaction and customer engagement in relation to customer loyalty in the context of a
loyalty program from a food retailer. Another noticeable gap was the aspect of other customers
influencing each other through their dissatisfaction in relation to loyalty in a loyalty program.
Through the results of this study it can lead to a contribution to the conceptual model of
Customer Engagement into Value Creation and Customer Loyalty (Auh et al., 2007; Egan,
2011; Rajah, Marshall & Nam, 2008: Grissemann & Stockburger-Sauer, 2012 cited in Banyte
& Dovaliene, 2014), through the relation of dissatisfaction and other customers dissatisfaction.

Another visible gap is that customers collectively felt that they had the power to change a
loyalty program. This contradicts with Cova (1997), who claims that individuals in a
postmodern society tend to free themselves from collective ideals and rather express
individualism. The findings of this research have shed light on that loyal customers tend to
build a sense of belonging to the retailer and feel emotionally connected through consumption
and thus will find their power together collectively. This collectivist ideal creates a sense of
solidarity between consumers which is a rather unusual thing in today's individualistic society.
This finding can contribute to consumer culture theory (CCT) research. From a theoretical
point of view the provided guideline can be seen as a general principle which result in a
theoretical contribution.

7.2 Managerial Implications

Firstly, this study resulted in a guideline with several steps which can be helpful for retailers in
general, as well as for managers when carrying out a change in a loyalty program and at the
same time keep the loyal customers satisfied in a the change process. The guideline can be
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helpful in various forms of loyalty programs such as paid membership programs and also for
the loyalty programs that are a mix of both membership - and loyalty programs. The result can
also be helpful in other settings and sectors that use loyalty programs, such as the travel industry
and in the financial sector.

Furthermore, the results from this study can be useful for various types of organizations when
making a change in their company in which individuals are a part of the equation, for example
when making changes in the healthcare system, governmental changes or when reorganizing a
company internally.

7.3 Future Research

The findings of the study can be seen as shedding light on how retail managers should manage
a change in a loyalty program and at the same time, fulfill the expectations of the customers.
Moreover, this study can be a starting point for future research on loyalty programs and also
for continuing this research on a change in a loyalty program and customers’ expectations.

Firstly, a more extensive study can be conducted with more respondents involved, as this study
has a smaller number of respondents. A suggestion would be to do a mix of two qualitative
methods together, such as interviews and netnography. This case of ICA had much engagement
online, and it would be interesting to add another perspective on this phenomenon.
Furthermore, a mix method study of both qualitative and quantitative methods could be a
suggestion to get an even more broad picture of the chosen phenomenon.

Other aspects that could be interesting to research further which were found in the study is the
use of data when it comes to loyalty programs and the need for transparency. This could be a
suggestion for further research in relation to for example GDPR (The General Data Protection
Regulation) a regulation from the European Union for protection of the personal data
(Datainspektionen, 2020). The next aspect worth mentioning is the view that managers have
on the loyalty program, which was introduced as a top-down view and a suggestion is to include
a more bottom-up perspective as more research could be done about this concept.

57



Reference

Alvesson, M. (2013). Beyond Neopositivists, Romantic and Localist: A Reflexive Approach
to Interviews in Organizational Research, Academy of Management Review, vol. 28, no. 1,
pp. 13-33, Available online:
https://www.jstor.org/stable/pdf/30040687.pdf?casa_token=PUhROtBJWAWAAAAA:NZH
ZUizGCPwnR9C3-m3eipxF4W5a_5KIWKDIILLtONNCply
mBezN_ZH8dtKWzpGQZmknneCY c-aBi9paO8pWeZaafkugYlrj9luy7Z1E1aOTNIRZHc
[Accessed 14 March 2020]

Anderson, L. (2008). Reflexivity in R Thorpe & R, Holt. The SAGE Dictionary of
Qualitative Management Research London: Sage

Armantier, O., Topa, G., van der Klaauw, W. & Zafar, B. (2017). An Overview of the Survey
of Consumer Expectations, Federal Reserve Bank of New York Economic Policy Review, vol.
23, no. 2, Available through: LUSEM Library website
https://eds.b.ebscohost.com/eds/detail/detail?vid=2&sid=33589b27-c0ce-4009-9949-
61192a4a72b7%40pdc-v-
sessmgr01&bdata=JnNpdGU9ZWRzLWxpdmUmc2NvecGU9c210ZQ%3d%3d#AN=1698363
&db=ecn [Accessed 5 May 2020]

Backman, Y., Gardelli, T., Gardelli, V. & Persson, A. (2012). Vetenskapliga tankeverktyg,
Lund: Studentlitteratur

Banmen, J. (1998). Stages of Change. Presented at the Advanced Intensive Residential
Training Program. Federal Way

Bansal, R. & Chaudhary, K. (2016). Customer Engagement — A Literature Review, vol. 2, no.
1, pp. 15-20, Available online:

https://www.researchgate.net/publication/318224473 CUSTOMER_ENGAGEMENT _-
_A_LITERATURE_REVIEW [Accessed 5 May 2020]

Banyte, J. & Dovaliene, A. (2014). Relations between Customer Engagement into Value
Creation and Customer Loyalty, Procedia - Social and Behavioral Sciences, [e-journal] vol.
156, Available through: LUSEM Library website https://www-sciencedirect-
com.ludwig.lub.lu.se/science/article/pii/S1877042814060467 [Accessed 14 April 2020]

Barrett, A., Kajamaa, A., & Johnston, J. (2020). How to ... be reflexive when conducting
qualitative research, The clinical teacher, [e-journal] vol. 17, Available through: LUSEM
Library website https://onlinelibrary-wileycom.ludwig.lub.lu.se/doi/epdf/10.1111/tct.13133
[Accessed 14 March 2020]

58


https://www.jstor.org/stable/pdf/30040687.pdf?casa_token=PUhR0tBJWAwAAAAA:NZHZUizGCPwnR9C3-m3eipxF4W5a_5KlWKDliLLt0nNCply%20mBezN_ZH8dtKWzpGQZmknneCYc-aBi9paO8pWeZaafkugYlrj9Iuy7Z1E1aOTNIRZHc
https://www.jstor.org/stable/pdf/30040687.pdf?casa_token=PUhR0tBJWAwAAAAA:NZHZUizGCPwnR9C3-m3eipxF4W5a_5KlWKDliLLt0nNCply%20mBezN_ZH8dtKWzpGQZmknneCYc-aBi9paO8pWeZaafkugYlrj9Iuy7Z1E1aOTNIRZHc
https://www.jstor.org/stable/pdf/30040687.pdf?casa_token=PUhR0tBJWAwAAAAA:NZHZUizGCPwnR9C3-m3eipxF4W5a_5KlWKDliLLt0nNCply%20mBezN_ZH8dtKWzpGQZmknneCYc-aBi9paO8pWeZaafkugYlrj9Iuy7Z1E1aOTNIRZHc
https://eds.b.ebscohost.com/eds/detail/detail?vid=2&sid=33589b27-c0ce-4009-9949-61192a4a72b7%40pdc-v-sessmgr01&bdata=JnNpdGU9ZWRzLWxpdmUmc2NvcGU9c2l0ZQ%3d%3d#AN=1698363&db=ecn
https://eds.b.ebscohost.com/eds/detail/detail?vid=2&sid=33589b27-c0ce-4009-9949-61192a4a72b7%40pdc-v-sessmgr01&bdata=JnNpdGU9ZWRzLWxpdmUmc2NvcGU9c2l0ZQ%3d%3d#AN=1698363&db=ecn
https://eds.b.ebscohost.com/eds/detail/detail?vid=2&sid=33589b27-c0ce-4009-9949-61192a4a72b7%40pdc-v-sessmgr01&bdata=JnNpdGU9ZWRzLWxpdmUmc2NvcGU9c2l0ZQ%3d%3d#AN=1698363&db=ecn
https://eds.b.ebscohost.com/eds/detail/detail?vid=2&sid=33589b27-c0ce-4009-9949-61192a4a72b7%40pdc-v-sessmgr01&bdata=JnNpdGU9ZWRzLWxpdmUmc2NvcGU9c2l0ZQ%3d%3d#AN=1698363&db=ecn
https://www-sciencedirect-com.ludwig.lub.lu.se/science/article/pii/S1877042814060467
https://www-sciencedirect-com.ludwig.lub.lu.se/science/article/pii/S1877042814060467
https://onlinelibrary-wiley-com.ludwig.lub.lu.se/doi/epdf/10.1111/tct.13133

Beckers, S. F. M., van Doorn, J. & Verhoef, P. C. (2018). Good, Better, Engaged? The Effect
of Company-Initiated Customer Engagement Behavior on Shareholder Value, Journal of the
Academy of Marketing Science, [e-journal] vol. 46, no. 3, Available through: LUSEM
Library website https://link-springer-com.ludwig.lub.lu.se/article/10.1007/s11747-017-0539-
4 [Accessed 3 March 2020]

Biron, B. (2019). From 3D Printing To AR Apps, These 12 Pieces Of Shopping Tech Have
Changed Retail As We Know It Over The Last Decade, Available online:
https://www.businessinsider.com/shopping-tech-changed-stores-shopping-last-10-years-
2019-12?2r=US&IR=T [Accessed 26 January 2020]

Bond, M. (2004). Culture and Aggression - From Context to Coercion, Personality and
Social Psychology Review, vol. 8, no.1, pp. 62-78, Available online:
https://journals.sagepub.com/doi/10.1207/s15327957pspr0801_3 [Accessed 5 May 2020]

Bond. (2019). The Loyalty Report 19 REDUX: The new story of loyalty, Available online:
https://cdn2.hubspot.net/hubfs/352767/TLR%202019/Bond_US%20TLR19%20Exec%20S
u mmary%20Launch%?20Edition.pdf [Accessed 8 March 2020]

Brodie, R., Hollebeek, L., Juri¢, B. & Ili¢, A. (2011). Customer Engagement, Journal of
Service Research, [e-journal] vol. 14, no. 3, Available through: LUSEM Library website
https://journals-sagepub-com.ludwig.lub.lu.se/doi/full/10.1177/1094670511411703
[Accessed 3 April 2020]

Bruneau, I., Swaen, V. & Zidda, P. (2018). Are Loyalty Program Members Really
Engaged? Measuring customer engagement with loyalty programs, Journal of Business
Research, [e-journal] vol. 91, Available through: LUSEM Library website
<https://wwwsciencedirectcom.ludwig.lub.lu.se/science/article/pii/S0148296318302893?via
%3Dihub [Accessed 10 March 2020]

Bryman, A. & Bell, E. (2017). Foretagsekonomiska forskningsmetoder, Stockholm: Liber

Bryman, A. (2016). Social Research Methods, Oxford: Oxford University Press

Bryman, A., & Bell, E. (2013). Foretagsekonomiska forskningsmetoder, Johanneshov:
MTM

Bryman, A., & Bell, E. (2015). Business Research Methods, Johanneshov: MTM

59


https://link-springer-com.ludwig.lub.lu.se/article/10.1007/s11747-017-0539-4
https://link-springer-com.ludwig.lub.lu.se/article/10.1007/s11747-017-0539-4
https://journals.sagepub.com/doi/10.1207/s15327957pspr0801_3
https://journals-sagepub-com.ludwig.lub.lu.se/doi/full/10.1177/1094670511411703

Carlson, J., Rahman, M., Voola, R. & De Vries, N. (2018). Customer Engagement
Behaviours in Social Media: Capturing Innovation Opportunities, Journal of Services
Marketing, vol. 32, no. 1, pp. 83-94, Available online:
https://pdfs.semanticscholar.org/afa2/ccd0ec508afdb27148d0a857b101f75f00a6.pdf
[Accessed 20 April 2020]

Cheng, S. (2011). Comparisons of Competing Models between Attitudinal Loyalty and
Behavioral Loyalty, International Journal of Business and Social Science, vol. 2, no. 10, pp.
149-166, Available online: http://ijbssnet.com/journals/\VVol._2_No._14; July 2011/18.pdf
[Accessed 8 May 2020]

Clow, K. & Baack, D. (2016). Integrated Advertising, Promotion, and Marketing
Communications, London: Pearson Education

Cova, B. (1997). Community and Consumption: Towards a Definition of the “Linking
Value” of Product or Services, European Journal of Marketing, vol. 31, no. 3/4, pp. 297-316,
Available online: https://www.deepdyve.com/Ip/emerald-publishing/community-and-
consumption-towards-a-definition-of-the-linking-value-of-RvUaGPGotr [Accessed 14 May
2020]

Creswell, W., J. & Poth, N., P. (2018). Qualitative Inquiry & Research Design: Choosing
among five approaches, London: SAGE Publications Ltd

Cunliffe, A., L. (2003). Reflexive Inquiry in Organizational Research: Question and
possibilities, Human Relations, [e-journal] vol. 56, no. 8, Available through: LUSEM
Library website https://journals-sagepub-
com.ludwig.lub.lu.se/doi/10.1177/00187267030568004

[Accessed 3 April 2020]

Datainspektionen. (2020). Dataskyddsfoérordningen (GDPR), Available online:
https://www.datainspektionen.se/lagar--regler/dataskyddsforordningen/ [Accessed 29 May
2020]

De Silva Kanakaratne, M., Bray, J. & Robson, J. (2020). The Influence of National Culture
and Industry Structure on Grocery Retail Customer Loyalty, Journal of Retailing and
Consumer Services, vol. 54, pp. 1-12, Available online:
https://www.sciencedirect.com/science/article/abs/pii/S0969698918311317 [Accessed 12
March 2020]

Decker, D. (2018). Council Post: Expectation Management: The Secret To Happy Customers
And Rapid Growth, Forbes, 18 August, Available Online:
https://www.forbes.com/sites/forbesagencycouncil/2018/09/19/expectation-management-the-
secret-to-happy-customers-and-rapid-growth/#350dba844b29 [Accessed 8 February 2020]

60


https://pdfs.semanticscholar.org/afa2/ccd0ec508afdb27148d0a857b101f75f00a6.pdf
https://www.deepdyve.com/lp/emerald-publishing/community-and-consumption-towards-a-definition-of-the-linking-value-of-RvUaGPGotr
https://www.deepdyve.com/lp/emerald-publishing/community-and-consumption-towards-a-definition-of-the-linking-value-of-RvUaGPGotr
https://journals-sagepub-com.ludwig.lub.lu.se/doi/10.1177/00187267030568004
https://journals-sagepub-com.ludwig.lub.lu.se/doi/10.1177/00187267030568004
https://www.datainspektionen.se/lagar--regler/dataskyddsforordningen/
https://www.sciencedirect.com/science/article/abs/pii/S0969698918311317
https://www.forbes.com/sites/forbesagencycouncil/2018/09/19/expectation-management-the-secret-to-happy-customers-and-rapid-growth/#350dba844b29
https://www.forbes.com/sites/forbesagencycouncil/2018/09/19/expectation-management-the-secret-to-happy-customers-and-rapid-growth/#350dba844b29

Denscobe, M. (2016). Forskningsboken, Lund: studentlitteratur AB

Dubois, A. & Gadde, L., E. (2002). Systematic Combining: An abductive approach to case
research, Journal of Business Research, vol. 55, no. 7, pp. 553-560, Available online:
http://lwww.pm.lth.se/fileadmin/_migrated/content_uploads/6._Dubois_Gadde_Systematic_
Combining.pdf [Accessed 28 March 2020]

Easterby-Smith, M., Thorpe, R., Jackson, P. & Jaspersen, L. (2018). Management &
Business Research, London: SAGE Publications Ltd

Eliasson, A. (2013). Kvantiative metod fran borjan, Lund: Studentlitteratur

Fejes, A. & Thornberg, R. (2015). Handbok i kvalitativ analys, Stockholm: Liber

Ghauri, P. & Cateora, P. (2014). International Marketing. London: McGraw-Hill

Graziano, A & Raulin, M. (2013). International Edition Research Methods — A process of
Inquiry, Boston: Pearson

Grewal, D. (2019). Retail Marketing Management The 5 Es of Retailing, London: SAGE
Publications Ltd

Gross, S. J. (1994). THE PROCESS OF CHANGE: Variations on a Theme by Virginia Satir,
Journal of Humanistic Psychology, [e-journal] vol. 34, no. 3, Available through: LUSEM
Library website https://journals-sagepub-
com.ludwig.lub.lu.se/d0i/10.1177/00221678940343007 [Accessed 7 May 2020]

Gummesson, E. (2000). Qualitative Methods in Management Research, Thousand Oaks:
SAGE Publications Ltd

Gupta, S., Pansari, A. & Kumar, V. (2018). Global Customer Engagement, Journal

of International Marketing, [e-journal] vol. 1, no. 26, Available through: LUSEM Library
website https://journals-sagepub-com.ludwig.lub.lu.se/doi/full/10.1509/jim.17.0091
[Accessed 29 March 2020]

Hall-Phillips, A., Park, J., Chung, T.-L., Anaza, N. A. & Rathod, S. R. (2016). I (Heart)
Social Ventures: Identification and Social Media Engagement, Journal of Business Research,
[e-journal] vol. 69, no. 2, Available through: LUSEM Library website https://www-
sciencedirect-
com.ludwig.lub.lu.se/science/article/pii/S0148296315001940?casa_token=ADuaPNRXmpsA
AAAA:gXx3ERMmI2CRjZuacCa6EFxSulmux109Rhdzn3-RH4CR-KjX4pPnY A6 XTDuch88-
ve2AspIxRvg [Accessed 13 April 2020]

61


http://www.pm.lth.se/fileadmin/_migrated/content_uploads/6._Dubois_Gadde_Systematic_Combining.pdf
http://www.pm.lth.se/fileadmin/_migrated/content_uploads/6._Dubois_Gadde_Systematic_Combining.pdf
https://journals-sagepub-com.ludwig.lub.lu.se/doi/10.1177/00221678940343007
https://journals-sagepub-com.ludwig.lub.lu.se/doi/10.1177/00221678940343007
https://journals-sagepub-com.ludwig.lub.lu.se/doi/full/10.1509/jim.17.0091
https://www-sciencedirect-com.ludwig.lub.lu.se/science/article/pii/S0148296315001940?casa_token=ADuaPNRXmpsAAAAA:qx3ERMml2CRjZuacCa6EFxSulmux109Rhdzn3-RH4CR-KjX4pPnYA6XTDuch88-ve2AspIxRvg
https://www-sciencedirect-com.ludwig.lub.lu.se/science/article/pii/S0148296315001940?casa_token=ADuaPNRXmpsAAAAA:qx3ERMml2CRjZuacCa6EFxSulmux109Rhdzn3-RH4CR-KjX4pPnYA6XTDuch88-ve2AspIxRvg
https://www-sciencedirect-com.ludwig.lub.lu.se/science/article/pii/S0148296315001940?casa_token=ADuaPNRXmpsAAAAA:qx3ERMml2CRjZuacCa6EFxSulmux109Rhdzn3-RH4CR-KjX4pPnYA6XTDuch88-ve2AspIxRvg
https://www-sciencedirect-com.ludwig.lub.lu.se/science/article/pii/S0148296315001940?casa_token=ADuaPNRXmpsAAAAA:qx3ERMml2CRjZuacCa6EFxSulmux109Rhdzn3-RH4CR-KjX4pPnYA6XTDuch88-ve2AspIxRvg
https://www-sciencedirect-com.ludwig.lub.lu.se/science/article/pii/S0148296315001940?casa_token=ADuaPNRXmpsAAAAA:qx3ERMml2CRjZuacCa6EFxSulmux109Rhdzn3-RH4CR-KjX4pPnYA6XTDuch88-ve2AspIxRvg

Hedin, A. (1996). En liten lathund om kvalitativ metod med tonvikt pa intervju, Avaliable
online:
file:///C:/Users/Sofia/Downloads/Liten%20lathund%200m%?20kvalitativ%20metod%20med
%20tonvikt%20p%C3%A5%20intervju%2011-08-25%20(4).pdf [Accessed 10 May 2020]

Hibbert P. (2010). Reflexivity: recursion and relationality in organizational research
processes, Qualitative Research in Organizations and Management An International Journal,
vol. 5, no. 1, pp. 47-62, Available online:
https://www.researchgate.net/publication/235268712_Reflexivity Recursion_and_relationalit
y_in_organizational_research_processes [Accessed 14 March 2020]

Hofman-Kohlmeyer, M. (2016). Customer Loyalty Program as a Tool of Customer
Retention: Literature Review, CBU International Conference Proceedings, vol. 4, p. 199-
203, Available online:
https://scholar.google.com/scholar_url?url=https://ojs.journals.cz/index.php/CBUIC/article/d
ownload/762/pdf_44&hl=sv&sa=T&oi=gsb-
gga&ct=res&cd=0&d=11305126008728182713&ei=SjziXpvyA46CywSjmbK4BA&scisig=
AAGBfmMOUTXk9gl1D-jsr8G2xsAGMSsIOFY A [Accessed 2 March]

Hollebeek, L. (2011). Exploring customer brand engagement: definition and themes, Journal
of Strategic Marketing, [e-journal] vol. 19, no. 7, Available through: LUSEM Library
website https://www-tandfonline-
com.ludwig.lub.lu.se/doi/full/10.1080/0965254X.2011.599493 [Accessed 5 May 2020]

Holmberg, K. (2020). Nollad bonus vid varje manadsskifte retar upp Ica-kunder, Dagens
Nyheter, 22 January, Available Online: https://www.dn.se/ekonomi/nollad-bonus-vid-
varjemanadsskifte-retar-upp-ica-kunder/ [Accessed 1 March 2020]

Hultman, J. (2019). Lecture 2: Retail Sector, BUSP36, powerpoint presentation, LUSEM
Lund, 31 Oktober 2019

ICA Gruppen. (2020). ICA Gruppen Annual Report 2019, Available online:
https://www.icagruppen.se/globalassets/3.-investerare/5.-rapporter/arkiv---
finansiellt/engelska/2020/02.-annual-report-2019/icagruppen-annual-report-2019.pdf
[Accessed 27 May 2020]

ICA historien. (2017). ICA historien: Den oméjliga idén blir aldrig gammal, Available
online: https://www.ica-historien.se/ [Accessed 27 May 2020]

ICA. (2020a). Samla stammispoang och fa bonus, Avaliable online:
https://www.ica.se/stammis-pa-ica/samla-stammispoang/ [Accessed 27 May 2020]

62


file:///C:/Users/Sofia/Downloads/Liten%20lathund%20om%20kvalitativ%20metod%20med%20tonvikt%20pÃ¥%20intervju%2011-08-25%20(4).pdf
file:///C:/Users/Sofia/Downloads/Liten%20lathund%20om%20kvalitativ%20metod%20med%20tonvikt%20pÃ¥%20intervju%2011-08-25%20(4).pdf
https://www.researchgate.net/publication/235268712_Reflexivity_Recursion_and_relationality_in_organizational_research_processes
https://www.researchgate.net/publication/235268712_Reflexivity_Recursion_and_relationality_in_organizational_research_processes
https://www.researchgate.net/publication/235268712_Reflexivity_Recursion_and_relationality_in_organizational_research_processes
https://scholar.google.com/scholar_url?url=https://ojs.journals.cz/index.php/CBUIC/article/download/762/pdf_44&hl=sv&sa=T&oi=gsb-gga&ct=res&cd=0&d=11305126008728182713&ei=SjziXpvyA46CywSjmbK4BA&scisig=AAGBfm0UfXk9gl1D-jsr8G2xsAGMsi0FYA
https://scholar.google.com/scholar_url?url=https://ojs.journals.cz/index.php/CBUIC/article/download/762/pdf_44&hl=sv&sa=T&oi=gsb-gga&ct=res&cd=0&d=11305126008728182713&ei=SjziXpvyA46CywSjmbK4BA&scisig=AAGBfm0UfXk9gl1D-jsr8G2xsAGMsi0FYA
https://scholar.google.com/scholar_url?url=https://ojs.journals.cz/index.php/CBUIC/article/download/762/pdf_44&hl=sv&sa=T&oi=gsb-gga&ct=res&cd=0&d=11305126008728182713&ei=SjziXpvyA46CywSjmbK4BA&scisig=AAGBfm0UfXk9gl1D-jsr8G2xsAGMsi0FYA
https://scholar.google.com/scholar_url?url=https://ojs.journals.cz/index.php/CBUIC/article/download/762/pdf_44&hl=sv&sa=T&oi=gsb-gga&ct=res&cd=0&d=11305126008728182713&ei=SjziXpvyA46CywSjmbK4BA&scisig=AAGBfm0UfXk9gl1D-jsr8G2xsAGMsi0FYA
https://www-tandfonline-com.ludwig.lub.lu.se/doi/full/10.1080/0965254X.2011.599493
https://www-tandfonline-com.ludwig.lub.lu.se/doi/full/10.1080/0965254X.2011.599493
https://www.icagruppen.se/globalassets/3.-investerare/5.-rapporter/arkiv---finansiellt/engelska/2020/02.-annual-report-2019/icagruppen-annual-report-2019.pdf
https://www.icagruppen.se/globalassets/3.-investerare/5.-rapporter/arkiv---finansiellt/engelska/2020/02.-annual-report-2019/icagruppen-annual-report-2019.pdf
https://www.icagruppen.se/globalassets/3.-investerare/5.-rapporter/arkiv---finansiellt/engelska/2020/02.-annual-report-2019/icagruppen-annual-report-2019.pdf
https://www.ica-historien.se/
https://www.ica.se/stammis-pa-ica/samla-stammispoang/
https://www.ica.se/stammis-pa-ica/samla-stammispoang/

ICA. (2020b). Vara Butiksprofiler, Available online: https://www.ica.se/butiker/vara-
butiksprofiler/ [Accessed 27 May 2020]

ICA. (2020c). Varmt Valkommen! Bli stammis pa ICA — fa ut mer av det goda livet,
Available online: https://www.ica.se/stammis-pa-ica/bli-stammis-pa-ica/ [Accessed 20
March 2020]

ICA. (2020d). Dig ska vi skamma bort!Bonus och formaner for dig som stammis, Avaliable
online: https://www.ica.se/stammis-pa-ica/bonus-och-formaner/ [Accessed 27 May 2020]

Industri vérden. (2019). Industri varden - Annual Report, Available online:
https://www.industrivarden.se/globalassets/arsredovisningar/engelska/2018.pdf [Accessed
27 February 2020]

Jayasingh, S. (2019). Consumer Brand Engagement in Social Networking Sites and Its Effect
on Brand Loyalty, Cogent Business & Management, [e-journal] vol. 6, no. 1, Available
through: LUSEM Library website https://www-tandfonline-
com.ludwig.lub.lu.se/doi/full/10.1080/23311975.2019.1698793 [Accessed 30 March 2020]

Johansson, U. (2019). Master Thesis Spring 2020, BUSP36, powerpoint presentation,
LUSEM Lund, 13 December 2019

Kamann, M. (2017). How to be Swedish: A Quick Guide to Swedishness - in 55 Steps,
Vaxjo: Mattias Kamann

Kopalle, P. K., Lehmann, D. R. & Farley, J. U. (2010). Consumer Expectations and Culture:
The Effect of Belief in Karma in India, Journal of Consumer Research, vol. 37, no. 2, pp.
251-263, Available

online: https://www.jstor.org/stable/10.1086/651939?seq=1#metadata_info_tab_contents
[Accessed 17 April 2020]

Kotter, J. (2014). Accelerate (XLR8): Harvard Business Review Press.

Kraljevi¢, R., Filipovi¢, Z. & Zuber, M. (2017). Customer Satisfaction with the Loyalty
Programs in Retail, Acta Economica Et Turistica, vol. 3, no. 2, pp. 147-159, Available online:
https://www.researchgate.net/publication/321417359 Customer_Satisfaction_with_the_Loya
I ty_Programs_in_Retail [Accessed 10 March 2020]

Kriisa, A. & Rasper, R. (2020). Trots Kritikstormen — Ica férsvarar nya bonussystemet,
Goteborgs Posten, 30 January, Available Online:

63


https://www.ica.se/butiker/vara-butiksprofiler/
https://www.ica.se/butiker/vara-butiksprofiler/
https://www.ica.se/stammis-pa-ica/bli-stammis-pa-ica/
https://www.ica.se/stammis-pa-ica/bonus-och-formaner/
https://www.industrivarden.se/globalassets/arsredovisningar/engelska/2018.pdf
https://www-tandfonline-com.ludwig.lub.lu.se/doi/full/10.1080/23311975.2019.1698793
https://www-tandfonline-com.ludwig.lub.lu.se/doi/full/10.1080/23311975.2019.1698793
https://www.jstor.org/stable/10.1086/651939?seq=1#metadata_info_tab_contents
https://www.researchgate.net/publication/321417359_Customer_Satisfaction_with_the_Loyal%20ty_Programs_in_Retail
https://www.researchgate.net/publication/321417359_Customer_Satisfaction_with_the_Loyal%20ty_Programs_in_Retail

https://www.gp.se/ekonomi/trotskritikstormen-ica-f%C3%B6rsvarar-nya-bonussystemet-
1.23272649 [Accessed 15 March 2020]

Kvale, S & Brinkmann, S. (2009), InterViews: Learning the Craft of Qualitative Research
Interviewing, Los Angeles: SAGE Publications Ltd

Kvale, S & Brinkmann, S. (2014). Den kvalitativa forskningsintervjun, Lund:
Studentlitteratur AB.

Kvale, S. (1996). InterViews: An Introduction to Qualitative Research Interviewing,
Thousand Oaks: SAGE Publications Ltd

Larsen, A., Kérnekull, B. & Kérnekull, E. (2014). Metod helt enkelt, Malma: Glreerup

Lee Yohn, D. (2018). 6 Ways To Build A Customer-Centric Culture, Harvard Business
Review, 2 October, 2018, Available Online: https://hbr.org/2018/10/6-ways-to-build-a-
customer-centric-culture [Accessed 3 February 2020]

Lund University. (2020). Informerat Samtycke. [online] Available online:
https://www.forskningsetik.lu.se/forskningsetisk-information/informerat-samtycke [Accessed
29 May 2020]

Magatef, G., S. & Tomalieh, F. (2015). The Impact of Customer Loyalty Programs on
Customer Retention, International Journal of Business and Social Science, vol. 6, no. 8, pp.
78-93, Available online:
https://www.researchgate.net/publication/331833326_The_Impact_of Customer_Loyalty Pr
ograms_on_Customer_Retention [Accessed 28 April 2020]

Markey, R. (2020). The Loyalty Economy, Harvard Business Review. Available online:
https://hbr.org/2020/01/the-loyalty-economy [Accessed 4 March 2020]

Marr, B. (2019). The Top 10 Technology Trends in Retail: How tech will transform shopping
in 2020, Forbes, 25 November, Available Online:
https://www.forbes.com/sites/bernardmarr/2019/11/25/the-top-10-technology-trends-in-retail-
how-tech-will-transform-shopping-in-2020/#f4bbd0b4e039 [Accessed 26 January 2020]

64


https://hbr.org/2018/10/6-ways-to-build-a-customer-centric-culture
https://hbr.org/2018/10/6-ways-to-build-a-customer-centric-culture
https://www.researchgate.net/publication/331833326_The_Impact_of_Customer_Loyalty_Programs_on_Customer_Retention
https://www.researchgate.net/publication/331833326_The_Impact_of_Customer_Loyalty_Programs_on_Customer_Retention

Meirovich, G. & Little, L. (2013). The Delineation and Interactions of Normative and
Predictive Expectations in Customer Satisfaction and Emotions, Journal of Consumer
Satisfaction, Dissatisfaction & Complaining Behavior, vol. 26, pp. 40-54, Available online:
https://www.researchgate.net/publication/263339518 Meirovich_G_Little L 2013 _The Del
ineation_and_Interactions_of Normative_and_Predictive_Expectations_in_Customer_Satisfa
ction_and_Emotions_Journal_of_Consumer_Satisfaction_Dissatisfaction_and_Complaini
[Accessed 9 May 2020]

Moliner, M. A., Monferrer-Tirado, D. & Estrada-Guillén, M. (2018). Consequences of
Customer Engagement and Customer Self-Brand Connection, Journal of Services Marketing,
vol. 32, no. 4, pp. 387-399, Available online:
https://www.emerald.com/insight/content/doi/10.1108/JSM-08-2016-
0320/full/ntmI?skipTracking=true [Accessed 6 April 2020]

Morrow, L., S. (2005). Quality and Trustworthiness in Qualitative Research in Counseling
Psychology, Journal of Counseling Psychology, [e-journal] vol. 52, no. 2, Available through:
LUSEM Library website https://eds-b-ebscohost
com.ludwig.lub.lu.se/eds/pdfviewer/pdfviewer?vid=2&sid=0d1afcf6-d5e6-4973-b051-
cbc1b99d2cb6%40pdc-v-sessmgr03 [Accessed 29 May 2020]

Moslehpour, M., Wong, W.-K_, Lin, Y. H. & Le Huyen Nguyen, T. (2018). Top Purchase
Intention Priorities of Vietnamese Low Cost Carrier Passengers: Expectations and
Satisfaction, Eurasian Business Review, vol. 8, no. 4, pp. 371-389, Available online:
https://pdfs.semanticscholar.org/790a/ef043ca243d427e330aa8242851124846717.pdf?_ga=2.
71927824.2085103093.1591885458-819479086.1569702149 [Accessed 1 May 2020]

Nicolae, L. I., Tanasescu, D. & Popa, V. (2013). Customer Expectations Management,
Valahian Journal of Economic Studies, [e-journal] vol. 4, no. 3, Available through: LUSEM
Library website https://eds-a-ebscohost-
com.ludwig.lub.lu.se/eds/pdfviewer/pdfviewer?vid=3&sid=80080598-4530-4b36-b6c2-
€118d6600468%40sessionmgr4006 [Accessed 9 May 2020]

Office of Behavioral & Social Sciences Research. (2020). Social and Behavioral Theories: 3.
Theory and Why it is Important, Available online:
http://www.esourceresearch.org/eSourceBook/SocialandBehavioral Theories/3TheoryandWhy
Itisimportant/tabid/727/Default.aspx [Accessed 3 March 2020]

Ofir, C. & Simonson, 1. (2007). The Effect of Stating Expectations on Customer Satisfaction
and Shopping Experience, Journal of Marketing Research, vol. 44, no. 1, pp. 164-174,
Available online: https://journals.sagepub.com/doi/full/10.1509/jmkr.44.1.164 [Accessed 3
May 2020]

65


https://www.researchgate.net/publication/263339518_Meirovich_G_Little_L_2013_The_Delineation_and_Interactions_of_Normative_and_Predictive_Expectations_in_Customer_Satisfaction_and_Emotions_Journal_of_Consumer_Satisfaction_Dissatisfaction_and_Complaini
https://www.researchgate.net/publication/263339518_Meirovich_G_Little_L_2013_The_Delineation_and_Interactions_of_Normative_and_Predictive_Expectations_in_Customer_Satisfaction_and_Emotions_Journal_of_Consumer_Satisfaction_Dissatisfaction_and_Complaini
https://www.researchgate.net/publication/263339518_Meirovich_G_Little_L_2013_The_Delineation_and_Interactions_of_Normative_and_Predictive_Expectations_in_Customer_Satisfaction_and_Emotions_Journal_of_Consumer_Satisfaction_Dissatisfaction_and_Complaini
https://www.emerald.com/insight/content/doi/10.1108/JSM-08-2016-0320/full/html?skipTracking=true
https://www.emerald.com/insight/content/doi/10.1108/JSM-08-2016-0320/full/html?skipTracking=true
https://pdfs.semanticscholar.org/790a/ef043ca243d427e330aa8242851124846717.pdf?_ga=2.71927824.2085103093.1591885458-819479086.1569702149
https://pdfs.semanticscholar.org/790a/ef043ca243d427e330aa8242851124846717.pdf?_ga=2.71927824.2085103093.1591885458-819479086.1569702149
https://eds-a-ebscohost-com.ludwig.lub.lu.se/eds/pdfviewer/pdfviewer?vid=3&sid=80080598-4530-4b36-b6c2-c118d6600468%40sessionmgr4006
https://eds-a-ebscohost-com.ludwig.lub.lu.se/eds/pdfviewer/pdfviewer?vid=3&sid=80080598-4530-4b36-b6c2-c118d6600468%40sessionmgr4006
https://eds-a-ebscohost-com.ludwig.lub.lu.se/eds/pdfviewer/pdfviewer?vid=3&sid=80080598-4530-4b36-b6c2-c118d6600468%40sessionmgr4006
http://www.esourceresearch.org/eSourceBook/SocialandBehavioralTheories/3TheoryandWhyItisImportant/tabid/727/Default.aspx
http://www.esourceresearch.org/eSourceBook/SocialandBehavioralTheories/3TheoryandWhyItisImportant/tabid/727/Default.aspx
https://journals.sagepub.com/doi/full/10.1509/jmkr.44.1.164

Oliver, R. (1981). Measurement and Evaluation of Satisfaction Processes in Retail Settings,
Journal of Retailing, vol. 57, no.3, pp. 25-48, Available online:
https://psycnet.apa.org/record/1984-10995-001 [Accessed 28 April 2020]

Palmatier, R., Jarvis, C., Bechkoff, J. & Kardes, F. (2009). The Role of Customer Gratitude
in Relationship Marketing, Journal of Marketing, [e-journal] vol. 73, no. 5, Available
through: LUSEM Library website https://journals-sagepub-
com.ludwig.lub.lu.se/doi/full/10.1509/jmkg.73.5.1 [Accessed 6 April 2020]

Patel, R. & Davidson, B. (2011). Forskningsmetodikens grunder, Lund: Studentlittaretur

Pathak, B. (2019). Change Management Models— The Satir Change Model, Medium. 3
January, Available Online: https://medium.com/@bhaskarpathak007/change-management-
models-the-satir-change-model-9d25f4937fb1 [Accessed 14 May 2020]

Patton, M. (2002). Qualitative Research & Evaluation Methods, Thousand Oaks: SAGE
Publications Inc

Peacock, L. (2018). 10 Examples of Innovative Customer Loyalty Programs, Shopify, 4
September, Available Online: https://www.shopify.com/blog/loyalty-program [Accessed 7
March 2020]

Peterson, D. (2020). Ica-handlarnas kritik mot nya systemet, Aftonbladet, 24 January,
Available Online: https://www.aftonbladet.se/minekonomi/a/OpBa8V/ica-handlarnas-
kritikmot-nya-systemet [Accessed 25 February 2020]

Quinlan, C. (2011). Business Research Methods, Hampshire: Cengage Learning EMA

Rennstam, J & Wasterfors, D. (2018). ANALYSE! Crafting Your Data in Qualitative
Research, Lund: Studentlitteratur AB

Rigby, D. (2011). The Future of Shopping, Harvard Business Review, vol. 89, no. 12, pp. 64-
75, Available online: https://hbr.org/2011/12/thefuture-of-shopping [Accessed 24 November
2019]

Rowley, J. (2005). Building Brand Webs: Customer Relationship Management Through the
Tesco Clubcard Loyalty Scheme, International Journal of Retail & Distribution
Management, vol. 33, no. 3, pp. 194-206, Available online:
https://www.emerald.com/insight/content/doi/10.1108/09590550510588361/full/html
[Accessed 28 April 2020]

66


https://medium.com/@bhaskarpathak007/change-management-models-the-satir-change-model-9d25f4937fb1
https://medium.com/@bhaskarpathak007/change-management-models-the-satir-change-model-9d25f4937fb1

Satir, V, Banmen, J., Gerber, J., & Gamori, M. (1991). The Satir Model: Family Therapy and
Beyond, Palo Alto: Science and Behavior Books

Satir, V., & Baldwin, M (1983). Satir Step by Step: A guide to Creating Change in Families.
Palo Alto: Science and Behavior Books

Sayles, C. (2002). Transformational Change—Based on the Model of Virginia Satir,
Contemporary Family Therapy: An International Journal, [e-journal] vol. 24, no. 1,
Available through: LUSEM Library website: https://link-springer-
com.ludwig.lub.lu.se/article/10.1023/A:1014325722738

Schulz, K.,P., Kajamaa, A. & Kersou, H. (2015). Creating Innovative Work Practices
Through Reflexive Interventions, International Journal of Work Innovation, vol. 1, no.2, pp.
143-160, Available online:

https://www.researchgate.net/publication/281584048 Creating_innovative_work_practices_t
hrough_reflexive_interventions [Accessed 14 March 2020]

Seale, C., Gobo, G., Gubrium, J & Silverman, D. (2007). The Quality of Qualitative
Research, Los Angeles: SAGE Publication Ltd

Stein, A. & Ramaseshan, B. (2016). Towards the Identification of Customer Experience
Touch Point Elements, Journal of Retailing and Consumer Services, vol. 30, pp. 8-19,
Available online:
https://espace.curtin.edu.au/bitstream/handle/20.500.11937/26312/247889.pdf?sequence=2&i
sAllowed=y [Accessed 25 November 2019]

Sundberg, M. (2020). Poang och erbjudanden — sa olika ar matjattarnas bonussystem,
Dagens Nyheter, 23 January, Available Online: https://www.dn.se/ekonomi/poang-och-
erbjudanden-saolika-ar-matjattarnas-
bonussystem/?forceScript=1&variantType=large#receipt-page [Accessed 24 Feb. 2020]

Swan, J., E. & Trawick, I., F. (1981). Disconfirmation of Expectations and Satisfaction with
a Retail Service, Journal of Retailing, vol. 51, no.3, pp. 49-61. Available online:
<https://scinapse.io/papers/1757770768> [Accessed 29 May 2020]

Valkommen Stammis. (2002). Youtube video, added by ICA [Online] Available at:
https://www.youtube.com/watch?v=KLxnxFCCuzo [Accessed 15 February, 2020]

67


https://link-springer-com.ludwig.lub.lu.se/article/10.1023/A:1014325722738
https://link-springer-com.ludwig.lub.lu.se/article/10.1023/A:1014325722738
https://www.researchgate.net/publication/281584048_Creating_innovative_work_practices_through_reflexive_interventions
https://www.researchgate.net/publication/281584048_Creating_innovative_work_practices_through_reflexive_interventions
https://www.researchgate.net/publication/281584048_Creating_innovative_work_practices_through_reflexive_interventions
https://www.youtube.com/watch?v=KLxnxFCCuzo

Van Doorn, J., Lemon, K., N., Mittal, V., Nass, S., Pick, D., Pirner, P. & Verhoef, P., C.
(2010). Customer Engagement Behavior: Theoretical Foundations and Research Directions,
Journal of Service Research, [e-journal] vol. 13, no. 3, Available through https://journals-
sagepub-
com.ludwig.lub.lu.se/doi/pdf/10.1177/1094670510375599?casa_token=ulggDAPXbO0AAA
AA:G1ds86aTLSv3cyTfZ7CkeGNemewl4k-ntJ6dM-
QTEHAN13tkIHfb8nyoKlerVKF3qFn1umPcXO4R [Accessed 20 February 2020]

Verdonk, P. (2015). When I Say...Reflexivity, Medical Education, vol. 49, no. 2, Available
through: LUSEM Library website https://onlinelibrary-wiley-
com.ludwig.lub.lu.se/d0i/10.1111/medu.12534 [Accessed 14 March 2020]

Vinod, B. (2020). Unleashing the Power of Loyalty Programs — The Next 30 Years, Journal
of Revenue and Pricing Management, vol. 10, pp. 471-476, Available online:
https://link.springer.com/article/10.1057%2Frpm.2011.11 [Accessed 11 May 2020]

Wallén, G. (1996). Vetenskapsteori och forskningsmetodik, Lund: Studenlitteratur
Yin, R., K. (2003). Case Study Research, London: SAGE Publications

Yin, R., K. (2009). Case Study Research, Thousand Oaks: SAGE Publications

Yin, R., K. (2018). Case Study Research an Applications, Design and Method, SAGE
Publications Inc

Zakaria, 1., Rahman, B. Ab., Othman, A. K., Yunus, N. A. M., Dzulkipli, M. R. & Osman.,
M. A. F. (2014). The Relationship between Loyalty Program, Customer Satisfaction and
Customer Loyalty in Retail Industry: A Case Study, Procedia - Social and Behavioral
Sciences, vol. 129, pp. 23-30. Available online:
https://www.researchgate.net/profile/Noor_Azlina2/publication/298715313_The_Relationshi
p_between_Loyalty Program_Customer_Satisfaction_and_Customer_Loyalty in_Retail _Ind
ustry_A_Case_Study/links/56ea767d08ae3a5b48cd64d0/The-Relationship-between-Loyalty-
Program-Customer-Satisfaction-and-Customer-Loyalty-in-Retail-Industry-A-Case-Study.pdf

Zikmund, W., Gilbert, F. & McLeod, R. (2003). Customer Relationship Management,
Hoboken.: Wiley

68


https://journals-sagepub-com.ludwig.lub.lu.se/doi/pdf/10.1177/1094670510375599?casa_token=uIggDAPXbO0AAAAA:G1ds86aTLSv3cyTfZ7CkeGNemewI4k-ntJ6dM-QTEHAN13tkIHfb8nyoKIerVKF3qFn1umPcXO4R
https://journals-sagepub-com.ludwig.lub.lu.se/doi/pdf/10.1177/1094670510375599?casa_token=uIggDAPXbO0AAAAA:G1ds86aTLSv3cyTfZ7CkeGNemewI4k-ntJ6dM-QTEHAN13tkIHfb8nyoKIerVKF3qFn1umPcXO4R
https://journals-sagepub-com.ludwig.lub.lu.se/doi/pdf/10.1177/1094670510375599?casa_token=uIggDAPXbO0AAAAA:G1ds86aTLSv3cyTfZ7CkeGNemewI4k-ntJ6dM-QTEHAN13tkIHfb8nyoKIerVKF3qFn1umPcXO4R
https://journals-sagepub-com.ludwig.lub.lu.se/doi/pdf/10.1177/1094670510375599?casa_token=uIggDAPXbO0AAAAA:G1ds86aTLSv3cyTfZ7CkeGNemewI4k-ntJ6dM-QTEHAN13tkIHfb8nyoKIerVKF3qFn1umPcXO4R
https://journals-sagepub-com.ludwig.lub.lu.se/doi/pdf/10.1177/1094670510375599?casa_token=uIggDAPXbO0AAAAA:G1ds86aTLSv3cyTfZ7CkeGNemewI4k-ntJ6dM-QTEHAN13tkIHfb8nyoKIerVKF3qFn1umPcXO4R
https://onlinelibrary-wiley-com.ludwig.lub.lu.se/doi/10.1111/medu.12534
https://onlinelibrary-wiley-com.ludwig.lub.lu.se/doi/10.1111/medu.12534
https://www.researchgate.net/profile/Noor_Azlina2/publication/298715313_The_Relationship_between_Loyalty_Program_Customer_Satisfaction_and_Customer_Loyalty_in_Retail_Industry_A_Case_Study/links/56ea767d08ae3a5b48cd64d0/The-Relationship-between-Loyalty-Program-Customer-Satisfaction-and-Customer-Loyalty-in-Retail-Industry-A-Case-Study.pdf
https://www.researchgate.net/profile/Noor_Azlina2/publication/298715313_The_Relationship_between_Loyalty_Program_Customer_Satisfaction_and_Customer_Loyalty_in_Retail_Industry_A_Case_Study/links/56ea767d08ae3a5b48cd64d0/The-Relationship-between-Loyalty-Program-Customer-Satisfaction-and-Customer-Loyalty-in-Retail-Industry-A-Case-Study.pdf
https://www.researchgate.net/profile/Noor_Azlina2/publication/298715313_The_Relationship_between_Loyalty_Program_Customer_Satisfaction_and_Customer_Loyalty_in_Retail_Industry_A_Case_Study/links/56ea767d08ae3a5b48cd64d0/The-Relationship-between-Loyalty-Program-Customer-Satisfaction-and-Customer-Loyalty-in-Retail-Industry-A-Case-Study.pdf
https://www.researchgate.net/profile/Noor_Azlina2/publication/298715313_The_Relationship_between_Loyalty_Program_Customer_Satisfaction_and_Customer_Loyalty_in_Retail_Industry_A_Case_Study/links/56ea767d08ae3a5b48cd64d0/The-Relationship-between-Loyalty-Program-Customer-Satisfaction-and-Customer-Loyalty-in-Retail-Industry-A-Case-Study.pdf

Appendix

1. Interview Guide

Themes: Loyalty programs, Customer Loyalty, Customer Engagement/involvement,
Expectation Management

Loyalty Programs

How many loyalty programs are you members of? Of these, how many are food
retailers?

How would you describe an ideal loyalty program? And what factors are needed for
you in a loyalty program?

How you experienced a change of conditions in a loyalty program? How was that
perceived by you?

Does the loyalty program make you loyal towards the food retailer?

Who do you think the loyalty program is for?

Have you ever felt /experienced that a company is not loyal, how did that affect your
view of the loyalty program?

Or

What if a company is not loyal, what does that do with the loyalty program? How
does that affect the loyalty program?

What is (the) most important thing in a loyalty program?

Customer Loyalty

What makes you want to become loyal (you can think of 3 value words (vardeord)?
What makes you want to stay loyal?

What happens if a food retailer is more loyal towards themselves then the customer?
What is your reaction/thoughts/opinions?

Have you stopped being loyal towards a food retailer, if so, why?

Customer Engagement

How engaged are you in your loyalty program from a food retailer? Describe your
engagement.

Thinking of the ICA incident, did you become engaged in the discussion (online)
and/or were you affected? How?

What are your thoughts on the reactions from other customers (online)?

Why were you engaged in the discussion of the loyalty program?

Or

What would make you engage in a loyalty program?

What other types of occasions (similar to ICA) have/would make you become
engaged? Specify why.

Thinking of this situation with ICA, do you as a customer feel you have the power to
change a loyalty program?
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Customer Expectation
e What expectation do you have on a loyalty program from food retailers)? What type
of value are you interested in?
« If your expectations are not met, how would you act/react?
o How does/can a change in a loyalty program affect your expectations?
e Who is responsible to fulfil your expectations? You or whom?
« Can loyalty programs create customer expectations? Explain

Expectation Management
e What expectations do you have on the retailer when they make a change in the loyalty
program?

Note: If the interviews are not aware of the ICA:s loyalty programs ‘stammis’, the
case was described. and the following questions were asked.

e When thinking of the ICA case, what is your opinion/reaction of this?

e What attitudes/feelings do you feel angist the change?

o How would you feel if this (change) happend to you? Or, if you already have.

e When thinking of the ICA case, what is your opinion/reaction on this? What
attitudes/feelings do you feel against this change?

e How do you think a change should be made in a loyalty program? (for example in
communication and so on)?

e What is your (last) recommendation for a retailer when they make changes in loyalty
programs
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2. Transcribed Interviews

Interview (1-A*)
Loyalty Programs
FF= Foljdfraga

How many loyalty programs are you members of? Of these, how many are food
retailers? From food retailers it is ICA Maxi, City Gross och Hemkdp. Och ca
15-20 fran ungefar.

How would you describe an ideal loyalty program? And what factors are needed
for you in a loyalty program?

Jag tycker om Kicks program, dér de har olika nivaer som man kommer upp i,
ju hogre niva du &r, desto béattre rabatter far du och dyrare presenter om du
bestaller online nagot. Jag tycker det &r kul nar man far nagot kul, lyxigt, som
man tjanar ihop. Jag tankte pa ICA, men nu har ICA tagit bort det iochforsig .

Det spelar ingen roll

Okej jag tycker det var bra att man samlade poang och sa fick man en
bonuscheck. Det ar manga som gor sa, och det ar sa trevligt nar man kommer
till kassan och de sdger ”jag ser att du har en bonuscheck, vill du handla for
den?”. Ja tack. Det ar alltid trevligt att man spara pengar tycker jag.

Have you experienced a change of conditions in a loyalty program? How was

that perceived by you? Ja det ar ICA, ska jag vara arlig sa forstod jag inte riktigt
forandringen. De sdger att det ska vara ungeféar som vanligt, men samtidigt
skulle de gora om det. Jag har inte satt mig in i det heller sa jattemycket. Jag vet
bara att jag inte far en bonuscheck varje manad. Men sen vet jag inte riktigt om
forandring, inget jag kan komma pa sa. det ar val typ det har att det har tagit
bort korten, vilket jag tycker ar véldigt bra. Da slipper jag springa runt med en
jatteplanbok, utan allt &r kopplat till antingen din mail, personnummer,
telefonnummer. det ar véldigt skont, forut hade man en jattebunt med
medlemskort.

Does loyalty program make you loyal towards the food retailer? Ja det beror
vad jag far for att jag koper saker dar. Jag vet att pa kicks handlar man for en
viss summa far man en bonuscheck. Och du kommer hégre och hogre upp dar
och sa gar jag hellre och koper en produkt dér, &n nagon annanstans, dar jag inte
far nagot alls. Sa ar det om jag tillexempel har en liten summa kvar till en
bonuscheck, sa handlar for att komma upp i den summan.

GOr du samma saker i en matbutik, som ICA (FF)? Nej, det gor jag inte.

71



Vill du forklara mer(FF)? Jag har faktiskt ICA:s App i min telefonen och varje
vecka far man som stammis olika erbjuden, rabatter och kolla vart det &r
extrapris. Jag brukar ga in kolla dar och se att det ar mycket rabatter. Da aker
jag heller till ICA och att handla &n pa hemkop pa vagen hem fran jobbet.

Ar det da rabatter som passar ditt behov eller &r det oavsett vad det ar for rabatter
sa aker du ditt (FF)? Nej, det ska vara rabatter som passar mitt behov. Vad jag
vill ha, vad jag behdver och vad jag ater. Jag tycker ICA &r duktiga att sprida
ut behovet, varje vecka &r det nastan nagonting som passar alla.

Who do you think the loyalty program is for?
menar du fran matbutiker?

Ja, det gor jag. Om det ar matbutikerna tanker jag att det &r till for dem som inte
har s& mycket pengar, pensionarer, student, de som kollar efter bra priser. Eller
barnfamiljer, de som far ut saker utav det. Det &r inte alla som &r i behov av det.
Jag menar, min uppfattning &r att jag har iallafall tankt sa nar jag har pluggat att
jag aker hellre till samma matvarubutik, for da vet jag att nar jag registrera mitt
kort nar jag koper, for da vet jag att jag far poang. Som sen genererar i en
bonuscheck.

Have you ever felt /experienced that a company is not loyal, how does that affect
your view of the loyalty program? Vet inte, tro inte det, har inte tankt pa det.

Om vi tar det mer som en hypotetisk fraga istallet (FF).

What if a company is not loyal, what does that do with the loyalty program?
How does that effect the loyalty program? Grejen ar vél att sjalva funktionen
med ett lojalitetsprogram &r val att man ska vara lojal mot bada hall. Ar inte de
lojala mot mig, da gar jag hellre till en annan butik och handlar. Men det beror
aven helt och hallet vad de gor. Om de skulle slopa massa saker. Jag vet att det
blev en massa tjafs med det har med ICA, men det har inte gjort att jag slutat
handla pa ICA. Som sagt jag har inte riktigt forstatt vad det har varit och jag far
anda min bonuscheck, for jag kommer oftast upp i den summan som kravs varije
manad anda. Men jag forstar de som bojkottat ICA, for det blir
lojalitetsprogram, iochmed att de inte far sin bonus nar de handlar.

Customer Loyalty
What makes you want to become loyal, tips du kan tanka pa tre véardeord?
Du menar varfor jag vill inga i deras lojalitetprogram?
Ja precis, varfor vill du bli medlem?

for det forsta ska det ska vara att jag handlar dar, att de har produkter som jag
vill ha fran borjan. Jag far ofta massmail fran alla, och det &r jag inte intresserad
av fa fran som tex biltema, Det ska finnas saker som ar av intresse for mig. Jag
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ar inte sa krasen, finns det saker som jag kan tanka mig att kopa dar, sa blir jag
oftast medlem. Det blir ofta mer férmaner och jag tycker det ar bra att stétta
foretagen, for det bygger oftast mycket pa lojalitetsprogram, deras kundkrets
och foretagen, det &r nice och det kostar oftast ingenting. Det ska finnas saker
som jag &r intresserad. Sen sa tycker jag att den personliga servicen spelar roll.
Skulle den som fragar mig i kassan vara jatteotrevlig, sa skulle jag inte séga ja.
Men sen ar det alltid trevligt att fa en bonus pa en gang, du vet nar man signar
upp sig nu och far 20% pa forsta kopet. Det &r ocksa en motivationsfaktor att
signa upp sig, for da far man det oftast valdigt billigt.

What makes you want to stay loyal in their program?
Menar du varfor jag handlar? Eller varfor jag ar kvar i deras program?

Jag menar deras program. Ofta ar det sa att de som jag mérker att jag &r medlem
i, de handlar jag oftast av och jag ser att jag far personliga erbjudanden och du
email ibland for dig med erbjudanden , det blir exklusiva erbjudande for dig
som ar medlem och da blir det alltid nagot lyxigt att vara exklusive. Att jag
stannar medlem, i och med att jag inte betalar nagot, det gor inte mig nagot att
jag ar medlem for det kostar ju inte mig nagot, jag far ju erbjudande lite da och
da.

What is most important in a loyalty program? Att jag ska fa nagot av att vara
lojal. Det finns hur mycket andra butiker och butikskedjor. Ska jag vara lojal
och handla pa Maxi. Da tycker jag man nastan kan krava att fa nagot i utbyte.
Jag lika garna kan handla mina varor pa Citygross eller Coop. Det paverkar inte
mig vart jag handlar mina matvaror, men det paverkar min matbutik.

Menar du att det inte paverkar dig lika mycket som matbutiken?Det paverkar ju
inte mig lika mycket som en butiken. Bara jag far min mat sa ar jag nojd, men
vart jag handlar den det ju skitsamma. lochmed att jag vet om jag handlar mat
pa Maxi varje manad sa far jag nagot tillbaka. Jag har personliga erbjudanden
varje vecka, da blir det en motivationsfaktor att ta mig dit ut till och inte aka till
City Gross dar jag inte har de erbjudandena.

What happens if a food retailer is more loyal towards themselves then the
customer? What is your reaction/thoughts/opinions? Jag tror de flesta ar det
egentligen. Jag tror inte det &r manga butiker som bryr sig mer om kunderna
mer an sig sjalva egentligen. Annars hade det ju varit en valdigt dalig affarside
att ha ett sant har lojalitetsprogram. Jag r val nojd bara jag far nagonting, sen
struntar jag om det &r 50kr eller 75 kr i manaden.

Vill du fortydliga lite mer, menar du att de bryr sig mer om sig sjalva er om er
kunder (FF)?

De bryr sig mer om sig sjalva, det &r ju ett foretag sa det maste de val gora. Jag

vet om jag hade haft en matbutik som hade ett lojalitetsprogram sa hade jag sett
det sa att det ar formanligt for kunden, men samtidigt se till att jag inte gar back
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pa det. Utan har en liten vinst. Men sen hur man beraknar den vinsten, det beror
ju pa vad man raknar, lojalitet eller pengar.

Have you stopped being loyal towards a food retailer, why? Nej, det har jag inte.
Jag ar med i flera butikens lojalitetsprogram, men jag &r ju lite lika aktiv i
dem som jag ar pa ICA Maxi. Jag skulle anda inte kunna saga att jag slutat
eftersom jag inte paborjar dem. Jag valde Maxi, sa nej det skulle jag inte séga
att jag gjort.

Customer Engagement/Involvement

How engaged are you in your loyalty program from a food retailer? Describe
your engagement. Nej, det skulle inte sdga. Hur gor man sant?

Om du tanker pa det som hande med ICA, att de gjorde en forandring, sa blev
det en stor diskussion. D& genom att delta i diskussionen, kan man visa sitt
engagemang (FF, men leder in pa fragan under)Nej det har jag inte gjort.

Thinking of the ICA incident, did you become engage in the discussion and/or
was you effected? How? Nar detta hande med ICA, du som ar ICA Maxi kund,
tyckte du att det paverkade dig (FF)? Nej, som sagt det tycker jag inte. det ar
klart jag tyckte det men jag brydde mig inte. Forstar du vad jag menar? Det har
lojalitetsprogrammet , jag kan ga dit och handla mat. Jag bryr mig inte riktigt
om det dar, pa samma satt som vissa andra gor, jag orkar inte bryr mig. Jag
hade sakert kunnat engagera mig, men ja... nej. men jag tror ocksa att nar det
kom som sa fattade jag inte riktigt som sagt vad det skulle innebéara. Det dr6jde
1-2 manader innan egentligen fattade vad det innebar och jag kénde da att jag
oftast kommer upp i min bonus summa anda.

Why are you engaged in the loyalty program? (besvarad genom svaret ovan)

What can make you become engaged in a loyalty program. | do not know. Kan
inte komma pa nagot nu pa rak arm (underliggande attitudes)

What other occasions (similar to ICA) would make you become engaged?
Specify why. Nej, det har jag inte.

Customer Expectation

What expectation do you have on a loyalty program (Food retail)? What type
of value? De forvantningar jag har som ICA har i deras app sa har de
skraddarsydda erbjudanden pa det jag koper ofta. Och det ar valdigt trevligt. Det
ar nagot jag brukar kopa anda och da ser dem de och ger mig rabatt pa det jag
faktiskt koper. Annars kan mycket av rabatterna som man ser i butiker ar
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rabatter pa udda saker som jag anda inte skulle kopa. Jag uppskattar inte rabatt
pa bacon, for jag koper inte bacon. De har fattat att jag ar vegetarian sa jag far
veggo erbjudanden, vilket ar jattetrevligt.

Ja de brukar vara lite dyrare ocksa. Ja de brukar de. Da blir det att det ser en,
men det gor de val egentligen inte, men de kanns sa.

If your expectations are not meet, how would you act? Jag vet inte, ja egentligen
skulle jag saga att da slutar jag att handla dér, men samtidigt skulle jag inte gora
det. De héar forvantningar jag har nu pa maxi, att jag far personliga erbjudanden,
det var ingenting jag hade fran borjan. Utan da tdnkte jag “va kul att {3 lite battre
priser”, och det &r en forvantningen som jag forvéntar mig att ha men sen att
det ar personliga rabatter ar inget jag forvantar mig. Men skulle jag inte fa
rabatterade priser, sa skulle jag nog inte ga dit och handla igen. Da hade jag
kunnat ga till nagon annan som ger mig det. Jag tanker varje, ar pa Coop att jag
ska bli medlem dar. En diskussion om coop och att det kostar. Men gud, da
skulle jag aldrig bli medlem om det kostar.

How does/can a change in loyalty program affect customer expectations? Svar!
Jag tanker inte pa de har forandringarna. Det blir lite sahar, jaha okej. Men det
har att géra med hur stora andringar det blir. Skulle de till exempel slopa allt, sa
skulle jag inte fortsatta att ga dit. Den har forandringen som skedde nu, har inte
paverkade min lojalitet mot ICA. Jag tycker det ar svart med forvantningar, for
jag har egentligen inga forvantningar pa ett lojalitetsprogram hos en matbutik.
Utan jag gar dit och kdper mat och sa far jag personliga erbjudanden som en
bonus. Jag maste ju dnda handla min mat. Jag tror att en san forandring hade
paverkat mer om det hade var ett online foretag,mer, paverkat min syn. Men i
en matbutiken, dar har jag inte det intresset av att fa massa saker.

Sa om kicks hade gjort det har, da hade det varit vérre? Jo men precis, jag vet
det var ndgot foretag som tog bort gratis frakt for medlemmar, da kanner jag att
jag kan lika garna ga till butik, det paverkade mig mer, eftersom jag har ett
intresse dér.

How are to fulfill your expectations? You or whom? Det dr egentligen de som
lovar saker, till exempel sjalva butiken/foretaget. Gar jag med i ett
lojalitetsprogram och jag far att det har ingar och da ar det val klart att det blir
mina forvantningar och da ar det ansvar att se till att de forvantningar uppfylls.
Det ar inget jag kan paverka anda. Som nu med ICA, det star att kommer du upp
i 2000 poang sa far du en bonuscheck pa 25 kr. Det &r klart att det ar en forvantan
jag har om jag kommer upp i 2000 poang. Men skulle jag sen inte fa den dar
bonuschecken sa skulle jag blir... inte besviken, men skulle bli fundersam pa
varfor jag inte far den. Det ar deras ansvar skulle jag séga.

Menar du att du blir fundersam nar du inte nar upp eller menar du om du nar
upp och inte far den? Om jag skulle na upp och inte far den. den férvantan som
jag pa dem dar.
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Har detta hant eller ar det hypotetiskt? Ja hypotetisk
Men om du skulle skulle fa 1999, vad hade du kant da?

Jamen man drar en grans nagonstans och jag vet att gransen ar 1999 poang. Jag
hade ként att det var sugit, men jag hade kunnat handla for en krona mer. Men
de har ju lovat en bonus vid 2000 poéng, da ar det orimligt de ska ge mig den
om jag inte nar upp. Jag kdnner nar jag inte upp, da kan jag inte skylla pa dem.
Det &r orimligt nar jag inte nar upp till det man ska.

Can loyalty in a LP create customer expectations? Ja, det tror jag. Jag forvantar
mig med av mitt medlemskap att jag ska fa mer formaner pd mitt ICA-
medlemskap, &n hemkdps-medlemskapet for att de ar en mindre kedja. Ica ar ju
en jattestor koncern och da tanker jag att jag har hogre forvantningar pa ICA,
att de faktiskt kan gora saker for mig och personliga erbjudande. Medans jag
inte har det pd Hemkop. Jag hade inte det forvantningarna nar jag blev medlem
pa ICA utan det &r nagot som skapats under tiden. det ar nagot jag uppskattar.

Expectation Management

What expectations do you have on the retailer when they make a change in the
loyalty Program? Jag ska var é&rlig, jag brydde mig inte riktigt heller for jag
sOkte inte riktigt den informationen. Jag vet inte vad ICA gjorde i sig. Jag kan
lika garna ha missat det totalt. Nar butiker gor en san har forandring sa forvantar
jag mig att det ska informera mycket och bra. Med email, tv-reklam och att de
har mycket information i butiken. Jag tror kanske att ICA gjorde det men att jag
missade det.

du trycker mer pa att du missat det, inte att de skulle gjort nagot annorlunda?
Nej det vet jag ju inte, for jag var inte uppmarksam pa det. Jag brydde mig inte
riktigt om detta for jag forstod inte vad forandringen gick ut pa. Sa jag vet inte
hur man ska na ut till massa manniskor. Vi fick information, bara att jag inte
tog in den. Jag var medveten om forandringen nar den skedde, men det var bara
det att jag var....

program? Det blev véldigt starka reaktioner och jag kan anda forstar att det blev
starka reaktioner for det var anda en forandring som skedde och gor man
forandringar sa vacker det starka reaktioner. Och vad jag har forstatt s bemotte
inte ICA det har jattebra fran en borjan. och det ar synd, for jag tror att det gor
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att folk bryter lojalitesprogrammet. For att de inte far svar pa sina fragor. Jag
tror nastan att det ar nagot man far ha med i den har forvanldilgsplannen fran
borjan. Lagga upp en strategi for hur vi ska bemota kritik.

Interview (2-B%*)
Loyalty Programs

How many loyalty programs are you members of? Of these, how many are food
retailers? Jag ar bara medlem i ICA. Jag har inget annat kort &n ICA, vilket jag
egentligen inte vet varfor for jag handlar pa andra stillen och det kostar ju inget.
Men det kanske ar for det kostar,

Ja da klassar vi det som medlemskap nér det kostar.

How would you describe the ideal loyalty program? And what factors are needed
for you in a loyalty program to be satisfied? Att det ska gynnar mig sa bra som
mojligt, man vill kunna fa information, erbjudanden, och kénna sig som en
lojalitetskund. Om det ar att de skickar ut info eller erbjudande for att gora det, det
kan sakert goras pa manga satt. Man vill kanna att det gynnar mig, om det inte
gynnar sa vill man inte signa upp, ska inte bara vara en massa reklam skrap.

Have you experienced a change of conditions in a loyalty program? How was that
perceived by you? Ja jag har det jag med ICA. Jag &r inte den mest palésta, men det
lat mycket negativt nar man inte skulle fa spara sina poang. Och att man hela tiden
skulle nollstallas. Det ar ju inte for kundens béasta, for da kan man aldrig komma
upp i hogre. Nollstallning varje manad gor att folk inte kommer upp lika mycket
poang och lar inte fa lika stor checkar. Och checkar &r ju alltid trevligt. Sen dndrade
de ju det, justerade der for att folk reagerade pa det sa starkt. Man vill ju fa det som
gynnsamt som majligt, det &r darfér man ar kvar i systemet, annars kan man lika
garna dra till nagon annan. saga upp sig. (2-B)

Does loyalty program make you loyal towards the food retailer? Ja, det tycker jag.
Vet jag att jag kan samlar podng och pa sa vis kan fa ett tex ett varde, en check eller
att man far information att de har varorna passar bast, da blir det att man kanner,
varfor ska jag byta nar jag far de har fordelarna. Da blir det att man kanner att man
vill vara kvar. Allt annars kanns ju ologiskt. Jag har alltid varit med i ICA, allt ifran
lojalitet, bankkort, scanning kort, smidigt pA manga sétt. (2-B)

Who do you think the loyalty program is for? Egentligen for alla som kdper mat,
for alla kan gynnas. Men séker de som &r mer i behov av det, studenter och aldre,
som kanns som att de ar mer medvetna och koll pa sin budget.

Menar du att de har mer koll for att de har en strikt budget.? Ja Att de har mer koll
for de har mer behov,. (2-B)

Have you ever felt /experienced that a company is not loyal, how does that affect
your view of the loyalty program? ICA, att det skulle bli mer gynnsamt, men folk
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reagerade annorlunda och de tog tillbaka det. Att de togs tillbaka de da kandes det
som att det inte var helt vattentat och bast for kunden. Sa kanske lite dar, men jag
tanker att det gor sa gott de kan. Men med tanke pa att det inte kostar nagot kan man
inte begéra for mycket heller. Coop tror jag har medlemskap och att det kostar men
man far tillbaka aterbaring med det kostar. Jag fick forfragan for ett par ar om att
ga med i Coops. da kande jag nej, 1. jag har redan ett. 2. Det kostar inte, och vad
ska jag fa av detta. Sa for hoga forvantningar kan man inte ha. men man vill att det
ska vara sa bra som majligt. Men jag tanker det finns en anledning till varfor de har
lojalitetsprogram tanker jag for att kunna sékerstélla kunden. (2-B)

Customer Loyalty
What makes you want to become (motives) loyal?
Hmm , vad menar du?

Jag sager fragan igen och trycker pa motivet bakom? Motiven &r att det ska vara
gynnsamma foérhallande som mojligt, rabattcheck eller nedsatt vara som jag far
for att jag har handlar sa har manga ganger, nu &r det billigare pa det har och
har sa de tillgodose en att vilja vara med. sa att de tillgodoser en, det ar ett motiv
till vilja vara med. Att bli informerad och fa information, eventuella fordelar,
gynnsamma forhallanden. Ja det ar de motiven man har. (2-B)

What make you want to stay loyal? Dels for att jag ar vaneméanniska, jag tanker
det har fungerat lange varfor ska jag byta, tva for att det inte kostar nagonting,
sa varfor ska jag byta, varfor ska jag ha flera nar jag har ett som fungerar. Och
jag kanner att jag vet hur det funkar och vet vad jag far, det gor att man behaller
det, varfor byta ut ndgot som fungerar. Det &r den storsta anledningen. (2-B)

What happens if a food retailer is more loyal towards themselves then the
customer? What is your reaction/thoughts/opinions? Ja, det skulle sticka i
ogonen, det skulle man ju inte vilja. Sen vet inte jag om jag hade bytt pa grund
av det eller om jag hade forsoka framféra min asikt pa nagot satt, som manga
gor och lasa debatter och far en anledning till det och faktiskt byte. Med tanke
pa att jag haft det sa lange och den butiken jag handlar mest pa, for att det ar
latt att hitta och bestélla varor och handla osv. Det ska vara mycket innan jag
skulle reagerar, eller, regera gor man ju, men snarare agera. Man ar ju lojal av
en anledning och sa man forsoker ju vara lojal sa langt det gar, tills att det brister.
(2-B)

Have you stopped being loyal towards a food retailer, why? Nej, jag har alltid
handlat pa ICA, sen &r det klart att all handling inte ar dér. Deras dromscenario
ar ju att man bara ska vara pa den butiken. Och sa lojal &r jag inte. Jag &r inte
den mest lojala handlaren.(2-B)
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Men du ar bara med i deras lojalitetsprogram, du &r inte med i ndgon annans?
Nej det ar jag inte s pa sa vis ar jag ju lojal. Sa egentligen ar kanske jag ar, jag
vet inte? Om jag ar den perfekta lojal, for jag inte handla alls. Jag far ju inte alla
fordelar for att jag handlar pa andra stéllen trots att jag har lojalitets, ja jag vet
inte. det sitter inne sa lange, det gar, mina foraldrar, de ar den butiken vi handlar
i. Det hade kanske sett annorlunda ut om fler i var narhet handlade och promota
nagot annat lojalitetsprogram. Da kanske man hade Gvervéaga och sétta sig in
och fa information , men nu &r det inte sa manga sa da har jag bara har ett. (2-
B)

Customer Engagement/Involvement

How engaged are you in your loyalty program from a food retailer? Describe
your engagement. Inte mycket, det bara flyter pa.

Thinking of the ICA stammis change, did you become engage in the discussion
and/or was you effected? How?

Kan du saga den igen?
Jag upprepar fragan

Jag engagerade mig lite och diskuterade det med vénner. For jag ville hora lite
vad de tyckte. Men, jag tyckte anda inte att det paverkade mig, med tanke pa att
de dndrade sina regler ganska snabbt. Jag gjorde ingen mer ’action’, férutom att
sdtta mig in och informera mig, upplysa mig och sen diskutera det och forsoka
forsta, vad galler det mig och i vilken bemarkelse jag kommer bli paverkad av
det har. Sa sa mycket action gjorde jag inte. Men jag tycker det ar bra att de
uppmarksammades for da vet man anda att de lyssnar tanke pa att det blev san
stor grej av det. och att de agerade utefter vad deras kunder tyckte och kénde.
Och det tror jag de vann ganska mycket pa, att inte sta kvar med beslutet.Och
det ocksa en anledning till att man ar kvar i ett lojalitesprogram att de tar till sig
av kritiken och agerar och acceptera att nu kanske vi gick for fort fram har. Sen
kanske de gor den har saken igen. Men da kanske det &r mer accepterat. Men,
gora en san kontrast och att det vackte sa mycket kanslor och att de anda
lyssnade pa det och de gjorde en forandring, gor ju att man anda kanner att de
lyssnar pa sina kunder.

besvarade ovan
What other occasions (similar to ICA) would make you become engaged?
Specify why, Nej tror inte det. Borde jag gjort det?

Jag fragar sa jag inte missar nagot, kan finnas saker som jag inte vet om.
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Thinking of this situation with ICA, do you as a customer feel you have the
power to change a loyalty program? Ja pa satt och vis har de ju makt. De &r klart
de ska “speak their minds”, det ar klart de gor vad de kan for att fa det sa bra
som mojligt. Men samtidigt kan man ju inte satta fér mycket krav heller. Det &r
ju inget som egentligen kostar, att det har varit sa formanligt innan, nagon gang,
jag menar utvecklingen férandras ju och da maste saker och ting forandras. Och
det maste vi ndgonstans acceptera att de gor andringar. Pa satt och vis, bade
och. Alla har ju ratten att uttrycka sig saklart, sen tycker jag inte att man har
superratt att bojkotta av en san anledning. De maste ju som sagt fa gora
andringar, utvecklingen gor ju att det inte kan stanna, bara for att det varit sa for
alltid, sa innebar det inte att det &r det basta. Det ar lite med det har att folk inte
gillar forandring, tror jag med ar bidragade. Man kan aterkoppla till att
uppdatera en telfon. Man hatar att uppdatera, fan kommer det verkligen bli
béattre? Men sen efter ett tag ndr man anpassat sig sa tanker man, “att det har
vart ju béttre”. Men just Overgangsfasen, fordndringsfasen & man ju alltid
skeptiskt till oavsett om det &r nagot som kan gynna en eller inte. Man ar kritisk,
till saker och ting, vilket folk var i detta sammanhang, varfor andra nar det ar sa
bra som det &r nu? Kan det verkligen bli battre? Det har med forandringar har
folk lite svart med. Funkade sa funkade, men saker och ting kan ju ocksa bli
battre.

Customer Expectation

What expectation do you have on a loyalty program (Food retail)? What type of
value? Aterigen, att jag vill &nda far information, och f& eventuellt ta del av
fordelar, om du anda handlar i samma butik, varfor inte vara med i deras
program och fa fordelar once in a while. Det ar ju inget som skadar. Sen skulle
jag som sagt inte ga ur om jag inte far rabatter. Ibland far man ju det, det
behdver inte vara snabba avkastningar.

Menar du da att det ar relationen som ar mer vardefull (FF)?

Ja, med tanke pa att jag handlar dar, sa blir det naturligt tanker jag. Med tanke
pa om man nar lojalitetskund da kanns det som att man kan uttrycka sig, vilket
manga gjorde nar man anda har en relation. Du kan ju inte komma och tycka
saker ar daligt om du inte ar en del av det. Da tycker jag inte att det ar befogat.
Sa nagonstans man kan paverka eller jag hoppas det i alla fall.

If your expectations are not meet, how would you act? Da blir jag
skitforbanad,hahah, Nej det blir jag inte. Om de inte mots sa ja, det vore ju
trakigt, men jag tror fortfarande inte jag skulle byta. Det skulle vara om jag hor
nagot annat som skulle vara betydligt battre. Jag tanker det &r darfor man ar
med. Jag vet inte, svar fraga. Jag forvantar mig inte att jag ska fa en vardecheck
pa 100 kr varje manad. Utan fordelar pa andra satt, som att de upplyser om saker
som man inte tanker pa. Sen ar jag den personen som utgar ifran, att det ska vara
utnyttjar, jag koper saker bara for att nu ar det sa har och har. Jag képer utefter
det jag ké&nner.
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Bara for att fortydliga, du menar att du kdper de det du kénner for, inte for att
det &r nedsatt den har veckan, utan vad du vill? Nej exakt. Sen kan man bli
inspirerad av saker och ting och ibland anpassar jag, men det ar inte s att jag
lever efter det, att nu jag maste handla och nu maste jag &ta det har for att ICA
visar det just nu.

Did the change in ICAs loyalty program affect your expectations? De andras
ganska snabbt, sa det ar klart man reagerade éver det och tankte, hur blir det nu?
Men, sa drabbad blev man inte.

How are to fulfill your expectations? You or whom? Det ar sakert ett samarbete
dar med. De ska ju aterigen gora det sa gynnsamt for mig, med da maste jag
ocksa handla dar. Handlar jag pa flera olika stallen sa da ar det klart jag inte far
lika fordelaktigt aven om jag ar med i deras program. Jag maste ju géra min del
och de sin.

Can loyalty create customer expectations? Ja det tycker jag, for jag forvantar
mig att man ska fa nagot fordelaktigt. Alltid nar man gar med i/ registrera sig i
butiken, s& forvantar man sig att man nagon gang ska fa nagot for det, for att
man visar har gar jag och handlar, for jag kan handla ndgon annanstans. Sa det
tycker jag att man har. Jag tror som sagt att vissa & mer mana om det.

Expectation Management

What expectations do you have on the retailer when they make a change in the
loyalty Program?

Hur menar du da?

Jag ténker att den forandringen som genomfordes innan med ICA, du har sagt
innan om kommunikationen. du pratade om att de lyssnade pa kunderna. var det
en forvantan du hade innan med butiken. Sen upprepar jag fragan igen. Jag
tanker att de ska forsoka tillgodose kundens behov sa bra som moéjligt. anledning
till att man ar med ar att man vill gynnas pa nagot satt. Om det ar i form av
kupong, eller genom ett jippo i butik, eller kampanjer eller sa vidare, det ar sak
samman. man ska ju anda fa nagot for det. De maste var man om sina kunder
att vilja gora det sa bra som majligt for kunden, for att behalla dem. Sen har de
forvantningar pa att kunden ocksa tycker att forandringarna och forvantningarna
ar bra sa att de tillgodoses. Det ar darfor det &r en relation, en kommunikation
aven om vi har lite att séga till om. Man vill att det ska vara sa smidigt och
gynnsamt som majligt. Och sa anpassat till kund som majligt, man vill att det
ska ké&nnas personligt, &ven om man vet att det inte &r det.

Are-you-aware-of the ICA-incident? (indirekt svarat pa)

When you think of the ICA case, what are your opinion/reaction on this? What
attitudes/feelings do you feel against this change? Jag tanker att det kanske blev
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lite for stor reaktionen,pa satt och viss. Samtidigt som jag tanker att det var
véldigt...jag vet inte. Jag tror inte att ICA ténkte sig helt igenom, det var en god
tanke att man skulle bli *stammis’, att det skulle kénnas mer personligt att var
stammis, eller vad det nu kallades innan, formanskund eller vad man nu var, det
skulle bli mer personligt. Jag tror de var lite for snabba, det gick lite fort. En
forandring ar en forandring och det &r ju oftast nagot som folk har svart for, det
kanske hade gatt fran foretagets satt att utvardera och gjort det pa ett annat sétt.
Sen vet jag inte om det blivit bemott annorlunda eller inte. Med det k&ndes som
att det blev en lite for stor krock. Man minns att det pratades en hel del om det,
det vart ju storm kring det.

How do you think a change should be made (Communication and so on?), do
you have any recommendations? Jag minns inte exakt, jag hade sett lite pa
reklamen, med tanke pa att ICA -reklamen gar pa tv varje vecka. Man hade fatt
uttrycket “stammis”, men sen hade man hade inte riktigt fatt informationen om
vad det innebar riktigt. Med tanke pa att motreaktionen blev sa stor, sa kanns
det som att utférandet inte gjordes pa basta satt. Som sagt manniskor och
forandringar, en del klagar ju bara for klagandets skull och andra blev genuint
upprorda och kande att det skulle paverka dem direkt i hur de handlar och vad
de far tillbaka. Svart att vet hur det skulle gjort det pa bésta satt, for reaktion
hade de fatt oavsett med tanke pa att det ar ett sant stort foretag, och att det lange
varit som det varit. Men kanske forsokt informerar lite mer. Gora en
overgangsperiod eller testperiod eller jag vet inte och testat det. Kanske hort
med kunder innan om fordndringar och vad det skulle innebér fa lite mer...det
ar ju anda en relation och de som handlar och nyttjar programmet och héra med
dem om vad de tycker om de tycker det ar en bra grej att implementera och
héra med dem vad de tycker.

Téanker du som en omrdstning da med kunderna eller hur menar du?

Ja lite s, jag tro inte det var en omréstning nu. Utan nu helt plétsligt var det
bara en benamning och sen sd visste man inte riktigt. Det malades upp som att
det skulle vara jattepositivt, men sen nar man laste villkoren sa var det inte helt
sanningsenligt. En omrdstning, 6ver saker och ting hade kanske hade gjort att
folk kunde varit mer beredda pa det, vilket kan gora att de kunde stélla sig in,
med tanke pa forandringen.et kommer komma en forandring och sahar kommer
det att innebdr for mig.

How-weuld-you-feelifthis-happened-te-you (Or if it already have)

pregram? (indirekt besvarade)
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Interview (3-C*)
Loyalty Programs

How many loyalty programs are you members of? Of these, how many are food
retailers? Bara MaxilCA, Hemkop, Coop., det blev 3.

Hur ar det med Coop kostar det?Ja, 100 kr for hundra ar sen.
Och hur manga andra ar du med i?

Lindex, Kappahl, Estrad, Cassels, Arkens Zoo, (5st). Jag &r livradd for sadana
dar saker, det blir for mycket reklam annars.

How would you describe an ideal loyalty program? And what factors are needed
for you in a loyalty program? Relevant information, tycker jag ar viktigt. Det
ar det som jag tycker ar viktigast. Ibland kan jag tycka det ar for mycket
information. Att det &ar relevant information och inte massa lull lull runt
omkring.

How you experienced a change of conditions in a loyalty program? How was
that perceived by you? Det dr i sa fall ICA:s, de andra har inte forandrats. Men
ICA forandrade ju, mig drabbade det inte, men det kan drabba de som handla
for valdigt lite per manad, att de inte fa med sig intjanade poéang. Det ar sa jag
tanker.

Does loyalty program make you loyal towards the food retailer? Nej.
Hur tanker du dar?

Jag tanker att om ICA som till exempel har gatt dver mer och mer till sina egna
varor. Vilket irriterar mig, som lojal kund. Som kanske inte vill ata ICA basic i
allting. Da far jag valja att ga till andra stallen déar det inte &r basic varor.

Who do you think the loyalty program is for? For butiken att locka till sig mer
kunder. Skicka ut sa mycket info, sa man ar tvungen att ga dit och titta, vilket
jag anda inte orkar.

Have you ever felt /experienced that a company is not loyal, how did that affect
your view of the loyalty program? Nej, kommer jag tillbaka med en vara som
jag av nagon anledning klaga pa, sa har jag inte nagonstan blivit illa bemott.
Oavsett om jag skickar efter pa postorder fran Lindex pa postorder, da kan jag
lamna det tillbaka i butiken, Ica likadant, aldrig nagra problem.
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Customer Loyalty

What makes you want to become loyal (tank pa 3 vardeord)? Vissa erbjudanden
och rabatter kan locka in mig, far man 30% pa en vara for att man ar medlem,
da ar det en sjalvklarhet att var det tycker jag.

What make you want to stay loyal? Det &r lathet, nej men, dér jag varit medlem
och fatt for mycket och kant att det inte har varit relevant, dar har jag gatt ur.

Nar du séager, inte relevant, ar det da att du far for mycket information eller? Ja
for mycket information. Jag kanner att en 70 arig inte ska aka skidor, nej tack,
men tack anda.

What is the most important aspect in a loyalty program? Att annonserade varor
finns. det ar en aspekt pa det.

What happens if a food retailer is more loyal towards themselves then the
customer? What is your reaction/thoughts/opinions?

Have you stopped being loyal towards a food retailer, why? Ja, det har jag. (se
ovan)

Customer Engagement/Involvement

How engaged are you in your loyalty program from a food retailer? Describe
your engagement. Det har jag inte gjort, sa aktiv ar jag inte.

Thinking of the ICA incident, did you become engage in the discussion and/or
were you affected? How? Nej, jag laste det som det som kom ut. Stod pa maxi
i informationen och da horde jag pensionarer som nastan stod och vralade ratt
uta att de skulle sluta handla dar for det har var inte ratt, mot pensionarer
framforallt. Da kunde jag, vad &r jag da? Det var galet manga som stod i butiken
och hade asikter och pratade valdigt hogt om vad de tyckte. Jag laste det och
tankte det & synd om dem som inte kanske handlar for mer dn 1000 kr i
manaden och inte har pengarna. Och att man da inte far spara, men sadant kan
inte hetsa upp mig.

What are your thoughts on the reactions (online)? Galet mycket, de andrade
val och gick tillbaka ocksa ICA. Jag laste lite grann och tycker synd om dem
som inte har pengar att handla for, dar 25 kr kanske &r jattemycket for en
pensiondr. Jag kan tycka synd om de som blev drabbade av det. Nar ett sadant
stort foretag sa tycker jag det ar smaaktigt att andra.

Why are you engaged in a loyalty program? (underliggande attitudes)

What other types of occasions (similar to ICA) would make you become
engaged? Specify why. Nej, det har jag inte.
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Thinking of this situation with ICA, do you as a customer feel you have the
power to change a loyalty program? Nej, da far man aktivera sig lite mer &n vad
jag gjort och protestera lite. Det var ju mycket av protesterna i media som
gjorde att de andrade sitt program. Jag aktiverade mig inte dar. Men dar har
media en jattestor funktion, som visade sig tydligt i detta.

Customer Expectation

What expectation do you have on a loyalty program from a food retail)? What
type of value? Soker varde kan jag inte séga att jag gor. Men, jag kanske bitvis
handlar for att nagonting ingar i lojalitetsprogrammet som rabatt. Men kan inte
saga att jag soker, manga soker ju resor, men jag gor inte det. Det kanske kan
vara nagon grej som det &r rabatt pa for att jag ar stammis- kund som det
heter. Jag har inte valt att handla pa hjartat, som ICA ager. S4, sa lojal ar jag
inte. Jag har inte pa de senaste 10 aren handlat sa mycke pa Coop som jag har
gjort sista aret, for att det har blivit battre pa att ha sina inte egna produkter, utan
andra marken. Inte bara Basic produkter som jag inte alltid gillar.

If your expectations are not meet, how would you act? Jag &r inte sa hetsig i det
fallet, sa nej,jag reagerar nog inte. Kanns inte som jag ar sa dar himla lojal.

How does/can a change in a loyalty program affect customer expectations? Nej,
det kan jag saga,det gjorde de ju inte med ICA och de andra lojalitetsprogram
har ju inte gjort nagra férandringar som jag blivit berord av, sa nej.

Who are to fulfill your expectations? You or whom? Foretaget, att det maste ha
relevanta erbjudande att komma med till sina kunder for att man ska vara lojal
mot foretaget.

Can loyalty programs create customer expectations? Explain. Inte for mig
personligen, men det kan gora det for manga. Ekonomin paverkar folk att handla
for att det ar rabatter och billigare. Sa kan jag tanka mig.

Expectation Management

What expectations do you have on the retailer when they make a change in the
loyalty Program? Att det ar val genomténkt, det kan man ju inte beskylla ICA
for, eftersom de fick backa. Jag kanner jag inte har varit utsatt for en forandring.

Om du tidnker pd denna enskilda “incidenten” med ICA, nir de gjorde
forandringen, vad tycker du om sattet de gjorde det pa, hur skulle de gjort
annars?De kunde gjort en form av kundenkat, de har mycket pensiondrer som
handlar. Daligt genomtankt eftersom de fick backa.

Ar det nagot du tanker de skulle gjort i butiken? I din egen narbutik? De kunde
gatt ut till medlemmar, kunder. Sa alla hade en chans att lasa in sig pa det. Det
kanske inte hade blivit en san storm det blev. Det kom kastat fran en dag till en
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annan. Och plétsligt handlade man inte for en viss summa skulle de dra in den
har tidningen. Det var manga sadana saker i den vevan som de fick backa pa
ocksa.

What is your recommendation for a retailer when they make changes in a loyalty
program? Tydlig information.

Interview (4-D*)
Loyalty Programs

How many loyalty programs are you members of? Of these, how many are food
retailers? Valdigt manga lojalitetsprogram, valdigt manga sakert 20 st och i
matbutiker, Hemkop, Coop, ICA City Gross

How would you describe an ideal loyalty program? And what factors are needed
for you in a loyalty program?

Forklara igen, utveckla, jag forstar inte vad du menar?

Vad ar det som gor att du vill vara med i ett lojalitetsprogram, vad ger det for
varde till dig? Det ar att man far pengar tillbaka och extra priser och sant.

How you experienced a change of conditions in a loyalty program? How was
that percived by you? De andrade precis ICA:s, det upplever jag inte att det
kom att forandra sa mycket. For nagra sen andrade de Coop. Det blev en
jattestor skillnad till det s&mre for mig. Dér krévdes att man skulle handla for
mycket mycket mer och de vander sig som de flesta andra, for bara barnfamiljer.
Né&r man storhandlar, for man kommer aldrig upp i de podngen annars.

Ar det bara matbutiker?
Ja, framst, men, har du andra alternativ far du garna séga det med.

Ja, men HM dndrade ju ocksa nyligen och dar vet jag inte om det blev béttre
eller sémre.Jag vet inte hur det blev déar faktiskt. Det jag faktiskt minns &r
Konsum som blev betydligt sémre. Men det jag minns &r att Konsum som blev
betydligt sdamre.
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Does loyalty program make you loyal towards the food retailer? Ja, lite sa
iallafall.

Vill du utveckla ditt svar (FF)? Jag ténker att jag gick till exempel med i
Hunkemoller och da tanker jag faktiskt att om jag ska handla nagot som inte da
ar de har billighets butiker, da tanker jag att jag ska ga ditt. Men nar det géller
mat sa tanker jag inte sa, ddr ar jag istallet med i allting. Men sdg sahar, forut
nar Konsum var bra, eller Coop var bra, da handlade jag bara pa Coop. Men det
har inte blivit sa sen, eftersom man aldrig kom upp i de poangen.

Who do you think the loyalty program is for? Jag tror att det ar skapat for att
butikerna ska sékra sin kundstock. Och for att de tror att man ar mer lojal, vilket
man nog ar ocksa. Sag sahér, jag tror inte de gor det for min skull. Det tror jag
inte.

Have you ever felt /experienced that a company is not loyal, how did that affect
your view of the loyalty program? Ja, da ér det stackars Konsum som aker ditt
nu igen. Nar de slutade ta emot kontanter, da var de inte langre lojala med mig,
eller sina kunder tycker jag och da slutade jag handla. Sa jag handlar inte pa
konsum langre. Det ar ett par ar sen det har.

Ar det s&hér i alla konsum-butiker, eller var det din narbutik?

Nej, med det &r sa i min narbutik. Och det & samma sak med Vero Moda, de tar
ju inte heller kontanter, sa da handlar jag inte dar heller. Det har inte med
lojalitetsprogrammet att gora, men det var en férandring. Men sen ar jag sa dum
om vi sager med Vero Moda, sa jag bestaller jag pa natet istallet. Du vet ingen
rim eller rison nagonstans.

Customer Loyalty

What makes you want to become loyal? Det ar att de har varor anpassad efter mina
behov och att man far en lite grej tillbaka. Hemkdp hade mycket ett tag att man fick
ett paket agg.

What make you want to stay loyal?
Med en butik?

Ja. Det har med servicen i butiken att géra, om jag tycker att det &r schysst personal.
Och det har &ven naturligtvis med varorna att gora, men varorna ar oftast detsamma.
Antingen képer man ICA:s egna varor, eller garant, eller heter det Anglamark eller
Coop. Det spelar egentligen inge roll, utan det & mer om trevliga och om butiken
ar trevlig.

Néar det kommer till ett lojalitetsprogram och anledning till att du stannar dér, hur
tanker du da? Ja da tanker jag att man far bra erbjudanden.
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What is most important in a loyalty program? Det &r bra erbjudanden.

What happens if a food retailer is more loyal towards themselves then the customer?
What is your reaction/thoughts/opinions? Jag skulle vilja svara att da handlar jag
inte dar lika mycket. Och sa dr det nog ocksa. Men man kanske inte slutar att handla
dar helt och hallet. Men under en period undviker man att handla dar da.

Have you stopped being loyal towards a food retailer, why? Ja, stackars konsum
och kanske ICA med ocksa.

Customer Engagement/Involvement

How engaged are you in your loyalty program from a food retailer? Describe your
engagement. Nej jag har inte engagerat mig.

Thinking of the ICA incident, did you become engaged in the discussion and/or
were you affected? How? Nej jag fattade egentligen inte sjalva grejen. Vad ar det
som ar skillnaden, fattade du det?

Ja nu gor jag gjort min research. Jag beskriver caset-

Jaha, men da passade det ju mig! Da ar jag valdigt nojd!. Jag handlar manga ganger
pa en dag. Hahaha, det kan de stora barnfamiljerna ha. Men synd om pensionéarerna.
Men handla manga ganger det gor jag. Det var en riktigt bra forandring.

Du sa att du inte last nagra debatter om detta?

Nej jag kanner att det har ar aldrig bra for mig. Vi far se om jag fa nagon bonus.

What other types of occasions (similar to ICA) would make you become
engaged? Specify why. Nej, det har jag inte. FOr lange sen sa var
Akademibokhandeln, dar man samlade pa Coop, och det ar dar jag vet att det
var en foréndring. Jag tror &ven att Kappahl var kopplat. Man fick mycket
poang, de gick ihop pa nagot satt, detta &r manga ar sen de slutade. Det var ju
trevligt. Det var aven visa butiker pa natet som var kopplat till det har med mera
kortet. Det var trakigt nar det forsvann.

Ja det har du nog rétt i, ar nog inte sa vanligt langre, att de har det kopplade.

Ja, det var ju en stor kooperativ forening.

88



Thinking of this situation with ICA, do you as a customer feel you have the
power to change a loyalty program?

Customer Expectation

What expectation do you have on a loyalty program from a food retail)? What
type of value? Nej, det har jag inte, jag forvantar mig nagot typ av erbjudande
som ska passar alla men anda mest mig. Det &r ju ingen idé att det har en massa
erbjudande pa raklodder Utan dgg och mjolk ar trevligt, sant som alla kan
anvanda.

If your expectations are not meet, how would you act? Jag reagerar nog inte alls,
jag tanker nog inte pa det. I och med att det ar gratis att vara med i de har
lojalitetsprogrammen, sa passar det mig inte sa struntar man i det. de hade de
inget den héar veckan.

Who are to fulfill your expectations? You or whom? Jag tycker att de ar dem,
men i och med att jag betalar med kort idag, sa vet de vad jag handlade sist. S&
da far man erbjudande pa de, de &r ju riktade, sen ar det jobbigt nar det bara
kommer pa choklad och coca cola och sant, haha. Men da beror ju dem
forvantningarna pa mig sjélv.

Can loyalty programs create customer expectations? Explain Ja,

Hur da? Har man valdigt mycket erbjudande, och sen har man inget erbjudande,
da blir man lite besviken. Sa tyckte jag det var med Hemkop nér de var nya stan.
Det var valdigt mycket nar de ville fa igang sin online-butik ocksa. Men det har
blivit mindre och mindre, men det &r ju fullt forstaeligt.

Expectation Management

What expectations do you have on the retailer when they make a change in the
loyalty Program? Jag har inga forvantningar, det sjalv sanerat, gor det inget bra
jobb, sa sluta man att handla.

How do you think a change should be made (Communication and so on)? Nej,
jag har ingen asikt om det.
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What is your recommendation for a retailer when they make changes in a loyalty
program? Nej, det har jag inte.

Interview (5-E)

Loyalty Programs

How many loyalty programs are you members of? Of these, how many are food
retailers? Hm, dar maste man betala om man inte nar upp till en viss summa. Raknas
den som medlemskap eller lojalitetsprogram?

Ja i denna studie, sa ar jag mest intresserad av lojalitesprogram och jag har fatt fragan
innan, sa denna ar lite tveksam.
Ja, men da réknar jag den som lojlitetsprogram. Oj vad svart, man ar med i sa mycket
som man inte har koll pa.
Man kan nastan tanka pa sin mailbox och téanka pa vad man far dar och vilka far jag
veckovis information fran.
Med en gang kan jag séga att jag ar medlem i Ica och willys, sa tva matbutiken. Och
sen kanske typ 8 och nagra som jag inte ar aktiv i, inklusive matbutikerna.
How would you describe an ideal loyalty program? And what factors are needed for
you in a loyalty program? Det ultimata ar att man ska ge nagot, man ska dnda nagon
form av mervérde. Jag vill ha bra erbjudanden och det ska I6na sig att vara medlem,
det som jag spendera vill jag &nda fa tillbaka nagonting. Som nar man ar medlem pa
IKEA family, dar far man ingenting for att man koper hur mycket som helst. Dar
handlade jag hela mitt kok och dar far man ingenting for nagonting, man far bara
erbjudande, eller ja egentligen bara information, det blir lite langtrakigt. Jag ar lite
girig, jag vill ha ndgot, Haha! Ja det &r val sa att bra gynnsamma erbjudande som man
kanske inte far om man inte varit medlem.
How you experienced a change of conditions in a loyalty program? How was that
perceived by you? ICA é&r ju ett valdigt bra exempel. Dar blev man ju faktiskt
besviken. Det kandes som att de havdade att det skulle bli en bra férandring och de
som faktiskt var stammisar, skulle tjana valdigt mycket pa det, &ven om man ar
stamiss, det betyder inte att man har s& mycket pengar att spendera som vissa andra
stammisar gor. Och da blev man helt plotsligt bortsallade och da spelar inte ens
lojalitet ndgon roll kéndes det som. Sa det var de och da kanner man da kan jag lika
garna byta butik, varfor ska jag handla dar. FOr det &r de poangen, bonuschecken som
gor att man faktiskt handlar dar. Ja menar, det finns ju andra bra matbutiker ocksa.
Jag tycker anda att ICA, eller jag upplever det som lite dyrare dar. Sen beror det till
vilken butik man gar till, som ICAmaxi eller snabbképet, men pa supermarketen som
jag handlar pa, och man anda véljer att handla dar, da vill man dnda fa nagot av den
dar extra kronan. Det &r inte mycket men det gor, d4nda att man kanner sig lite mer
uppskattade pa nagot satt. Det var den stora forandringen som jag tankt pa, annars
har jag nog inte riktigt markt nagon annan férandring. Det kanns inte som att en
forandring har paverkat en sa mycket i alla fall. Det skulle vara om man pa nagot sétt
att man maste betal. Det har alltid varit s pA HMs medlemskap att man behover
betala 100 kr om man inte spenderar en viss summa pengar och det kdnns konstigt.
Den typ av medlemskap kanns sa fel.
Jag beréttade om nér jag blev medlem i HM och nér jag var i Australien fick jag betala
medlemskap.
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Det kénns konstigt att det inte &r worldwide. Med tanke pa hur stor kedjan ar sa kanns
det som att det borde kunna fixas. Bara en sadan grej att man inte kan vara medlem,
man blir &ndd bombarderad av deras Nyhetsbrev, det ar ju &nda reklam. Det ska ju
vara tacksamma att skicka ut till en, det ska man ju inte behtva betala for. Det &r ju
ingen forandring, det har ju alltid varit sa. Nej, ICA ar den enda jag kommer pa.
Does the loyalty program make you loyal towards the food retailer? Ja det gor det.
Jag valjer alltid ICA forre Copp, eftersom jag har ett ICA konto.

Who do you think the loyalty program is for?

Hmm, menar du kunden eller foretaget sjalv?

Ja, precis.

Ja rent spontant tanker man att det & kunden, men man vet ocksa att, jag tanker att
varje krona jag spenderar sa har de lagt pa en liten summa for att kunna fa tillbaka.
De kanske har lite hogre pris for att man ska kunna fa tillbaka 50 kr eller bonuscheck.
Sa man kanske inte tjanar nagot pa det. Man vet att det &r marknadsforing egentligen.
Men, pa nagot satt vill man tro att det &r for kunderna dven om man vet om. Den ar
svar. Det ar kart att det inte ar for kunderna utan foretaget sjalvt. Det tanker man inte
pa, forran man satter sig i det, att man borjar reflektera lite mer 6ver det.

Som typ nu, eller?

Ja, men precis, typ nu.

Have you ever felt /experienced that a company is not loyal, how did that affect your
view of the loyalty program?

Menar du pa ICA?

Nja, det kan vara ICA eller nagon annan, det ar upp till dig.

Pa nagot satt upplevde jag att lojaliteten forandrades lite dar (ICA). | och med att de
valde...men sen dndrade de tillbaka. De fordndrade sig faktiskt nar de markte att folk
blev upprorda, da kan man &nda tanka att de tar hansyn till vad folk tycker. Jag kan
inte komma pa nagot annat an det. Kanske som med HM, bara for att man bott
utomlands sa ska man betala for kortet. Det var ju inte sa att du inte var lojal, som
med dig, utan de var inte lojala mot dig. Du fick ingenting for det du spenderade dar,
du fick en straffavgift typ. Det ar ju inte sérskilt lojal mot sin kund (Ar det sa att
lojalitet sags fran ett hal, och inte bada eftersom kunderna aldrig blev involverade?)
Or

What if a company is not loyal, what does that do with the loyalty program? How
does that effect the loyalty program?

Customer Loyalty

What makes you want to become loyal (Ténk pa 3 varde ord)? For det forsta kanns
det som att bra varor, de behdver inte vara hogst kvalité, man ska far lite ”value for
money”. Aterigen, bra erbjudanden.

Vad &r bra erbjudanden for dig?

Ja det beror pa om man tanker pa matbutik eller kladaffar. Men tar vi matbutik att
man far, jag tycker om att de ser vad man faktiskt brukar handla. Sa som nar de kanner
av vad jag brukar handla. Som nér jag fyller ar, hej, hir far du en kladdkaka som du
alltid kdper”. Sant att man far nagot att man blir uppmérksammad &r sé latt for dem
att ha en gdva nagon gang vid hogtider. Att man far nagonting att man blir
uppmarksammad, har far du extrapris pa fetaost, for du képer alltid det. Den typen,
da ar det bra att de foljer ens monster att man ar lite dvervakad. Jag tycker det skillnad
beroende pa vad for butik det faktiskt ar. Jag tycker att bra priser ar ganska lockande
och vi kollar kladbutiker. Jag 4r ganska lojal mot ahlens, men hittar jag ett battre pris,
det kan skilja 200 kr pé natet, da véljer jag ju att inte Ahlens. Priset paverkar véldigt
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mycket. Men sen finns det ocksa en viss typ av expertis som ocksa ar ett viktigt
inslag. Jag tycker det &r en svar balansgang med pris och expertis, man vill kopa sa
billigt som majligt men ocksa ha ratt sak.

What makes you want to stay loyal? Att de uppehaller erbjudande, att de fortsatter,
att det inte blir en engang foreteelser utan att det blir aterkommande erbjudanden.
What is the most important thing in a loyalty program? Erbjudandena att man far
nagot. De ska ge ett mervarde som battre priser. Jag tycker det &r bra att man far ett
email med veckans erbjudande, sa man ser det. Det &r ett litet mervarde, men da ska
det ocksa vara bra saker som kommer dér. Sen kan man tycka att de ska géra mer
undersokningar, att man far svara pa fragan vad man tycker for om deras lojalitets
program, for att vissa att de vill férandras, det har jag inte varit med om att de gjort.
ska se vad vi som kunder tycker om lojalitetsprogramet. (att vilja forandras med sina
kunder, det forandrade for sig sjalva och inte for kunden, men att vilja utvecklas med
kunden vander pa synsattet och vara mer inkluderande)

What happens if a food retailer is more loyal towards themselves then the customer?
What is your reaction/thoughts/opinions?

Kan du saga den igen, jag forstar inte riktigt?

Jag upprepar fragan.

Det kandes som ICA sag ett satt att tjana mer pengar, och det markte man, det kandes
som det blev lite genomskinligt. I grund och botten vet man att alla vet man att alla
lojalitesprogram dr till for att tjdna pengar. Det ska ju vara en balans daremellan.
Have you stopped being loyal towards a food retailer, why? Nej, det har jag inte. Men
just ndr ICA, jag slutade inte handla d&r, men tankar gick att jag lika garna kunde
sluta handla dar. Men sen handlar det lite om ldge ocksa saklart. Det &r ICA jag har
nirmst till. Tankar gick, ”Va fan &r detta!”. Men sen gjorde de om och gjorde rétt
igen och da kandes det ratt okej igen.

Customer Engagement/Involvement

How engaged are you in your loyalty program from a food retailer? Describe your
engagement (tank pa ica online).

Hur menar du med engaegemang?

Just i denna context ar det med ICA i bakgrunden, da det var manga som engagerade
sig online och visade sitt engagemang genom att posta online och ga med i protester
och liknande. Skulle du saga att du ar sa engagerad i ditt lojalitetsprogram? Eller
skulle du kunna tanka dig att engagera dig sa mycket?

Om jag fick en form av undersokning, da hade jag kunnat skriva det dar, men jag
skulle nog inte posta nagot pa Facebook eller nagot sant. Men om de undrade vad jag
tyckte och far mojlighet att besvara den fragan, da hade jag kunnat saga det. (Svensk
kultur?)

Thinking of the ICA “incident”, did you become engaged in the discussion and/or
were you affected? How? Jag blev lite irriterad, det maste jag sdga. Det var mycket
skriverier och folk var upprorda. Det &r Kklart att jag blev allt lite irriterad. Och &ven
fler som jag pratade med var upprdrda, man var ju inte ensam om att vara irriterad,
det var manga som verkade vara irriterade.

Vilka var det du pratade med? Var det familj, vénner eller arbetskamrater? Eller var
det allt? Det var nog lite allt, med familj och pa jobbet.

What are your thoughts on the reactions (online)? Det ledde till nagot bra, att de tog
till sig av kritiken och gjorde ratt for sig. Det visar anda pa nagot positivt.

Why are you engaged in a loyalty program?

What would make you become engaged in an online conversation (underliggande
attitudes).
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Det skulle vara om det var nagot riktigt riktigt illa.

Du menar att man skulle kommentera saker?

Ja, precis.

Jag skulle nog aldrig lagga upp nagonting, det handlar att jag inte skulle gor sant.
Ar det for du inte gor det i vanliga fall menar du? Ja precis, Jag skulle inte gora det.
Om jag skulle det ar om det kommer nagon form av undersokning.

What other types of occasions (similar to ICA) would make you become engaged?
Specify why. Nej, det ar nog det som ar det mest radikala forandringsmassigt som
hént.

Thinking of this situation with ICA, do you as a customer feel you have the power to
change a loyalty program? Inte som ensam individ, men nar det blev nagot som ar sa
uppenbart fel, da kdnns det som att den stora massan har mojligheten att dndra.

Customer Expectation

What expectation do you have on a loyalty program from a food retail)? What type
of value?

What type of value are you looking for in a loyaltyprogram? Mervérde, och bra
erbjudanden, det ska vara lonsamt. Det ar det man &r ute efter, nér man véljer att vara
medlem. Och det kanns som att oftast kommer mervardet att man far ett battre pris.
Det kan vara sa att man far ett nyhetsbrev med bra recept och sa. Men det kanns inte
som att det ger lika mycket mervarde som ett bra pris gor pa en viss vara. Att de
satter bra erbjudanden pa varor som man normalt sétt tycker ar for dyra. De saker
som vanligtvis ar billigt gor inte sa stor skillnad, men om man nagon gang har
mojligheter att kdpa nagonting som ar lite mer exklusivt till ett battre pris. Da kanske
man valjer att testa. Det tycker jag ger mervérde. (underliggade lyx i vardagen/lisstil).
Det &r inte sa att jag blir overlycklig nér de satter ned bonor som kostar 8 till 5 kr.
Det ar inte sa att jag jublar. Det kinns lite som ah ja”. Ibland pasta, det ar ju billigt,
det &r mer nice om de saljer ut dyra pecolion tomater, som kostar 30 spann oh sa far
jag det for 20kr, eller vindruvor, sana saker som ar mer dyrt.

If your expectations are not meet in Ip, how would you act?

Pa lojalitetsprogrammet?

Ja, precis. Det ar om det skulle vara 6ver en langre tid for att tycka det. Nu &r det
erbjudande som kommer veckovis, men om maérket att det skulle ta stop under langre
period, da skulle man kidnna ”gud, vad trakigt”. Da skulle det inte kdnns virt. Men
om det ar en kortare period, sa skulle jag inte reagera sa mycket.

How does/can a change in a loyalty program affect customer expectations? Det beror
pa vad forandringen ar, och hur forandringen skulle paverka mig personligen.

Who are to fulfill your expectations? You or whom? Det ar fran foretagets sida, de
som bestammer vad det &r for erbjudande. Ibland kan det vara lokale erbjuden och att
butiken har sina egna. Ibland far man storpack rabatter och de kan vara i den lokala
butiken. Det kan diffa lite emellan de olika butikerna och jag utgar ifran matbutiker
nu, men annars ar det dem.

Vem bar ansvar att forfylla dina forvantningar. De kér mycket sparningar, med
dagens verktyg, de har ganska mycket metoder for att kunna gora ett bra unikt
erbjudande, egentligen. Det ar fran den sidan de ar.

Ar det mer personliga erbjudande den menar har?

Ja, kanske.

Can loyalty programs create customer expectations? Explain Ja det gor det, man gar
med i nagonting for att man tror det ska ge en nagonting. Om det &r bra erbjudanden
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eller om det bara ir....info om vad som galler. Uppdaterad information, sa jo det gor
det absolut.

Expectation Management

What expectations do you have on the retailer when they make a change in the loyalty
Program ex? Att de inte bara ska se till vinsten. Men de ska ocksa tanka pa hur de
utformar den har forandringen. Det far ju inte gar till det samre, inte att nagra
missgynnas av det. (gor som tilldgg)

When thinking of the ICA case, what are your opinion/reaction on this? What
attitudes/feelings do you feel against this change?

How do you think a change in LP from a retailer should be made (Communication
and so on)? Forst ska de bar for att visa att de lyssnar pa folk, borja med att gora
research. Med kunder som varit lojal men dven nya och fraga vad de skulle uppskatta.
Hur tanker du att det ska gor det da, vilka verktyg for att na dessa kunder?

Antingen att man skickar ut pa email undersokningar eller s3 kan man fylla i
en undersdkning nar man besoker en vis butik eller pa post da. Beroende pa vad man
angett. Det kanske ar en generationsfraga och att man kanske faktisk tar hansyn till
generationsfraga, da folk ar ute efter olika saker.

What is your last recommendation for a retailer when they make changes in a loyalty
program?

Jag forklarade mer da jag marker att personen behdver lite mer information

Tank pa vad som saknades i ICAs forandring, vad upplever du att du haft behov av,
som du hade du velat ha i férandringen? Nagon form av forvarning. Jag tycker det
kom sa plotsligt. Jag visste inte att de skulle gora den forandringen, forran de blev
lite rabalder Gver det hela. Jag kommer inte ihag om man fick ett mail. Men, de la
fram det som att det skulle vara sa himla positivt, vilket det inte visade sig vara for
valdigt véldigt manga. Mer lyhordhet for vad kunden vill ha. Det ar val det som ar
ké&nns som det viktigaste i ett lojalitesprogram for att folk faktiskt ska vélja det. Jag
kan tycka att utan att nagon form av lyhérdhet om vad kunderna vill ha, da kanns det
helt meningslost, da &r det bara en massa skrapmail man far istallet. (Hur lojalitet kan
omvandas om forvantningen inte ar uppfylld. Innan mervérde nu skrép)
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Interview (6-F)
Loyalty Programs

How many loyalty programs are you members of? Of these, how many are food
retailers?

Som ICA?

Ja precis, kan vara annat som Clase Olsson

Apoteket, Lindex, Stadium, Intersport, men ség 5 st och sen da ICA som matbutik.

How would you describe an ideal loyalty program? And what factors are needed for
you in a loyalty program? Vi far Ica reklamblad, dér vi kan ga in och vélja det som
ar bra pris och det passar oss pensionarer att kunna handla billigt ibland. utifran det
som finns, det passar pensionarer att handla lite billig ibland.

How you experienced a change of conditions in a loyalty program? How was that
perceived by you? Jag vet i lojalitesprogramet, men om man ténker i butiken.
Tanker du sa?

Ja butiken kan man ju séga blir en del av lojalitesprogrammet, sa sag det du tankte. Ja
om jag tanker pa ICA sa &r jag stord av att det ar for mycket ICA produkter, och
plockar bort andra varumarken. Jag vill ha utbudet kvar att kunna vélja alla, som Onos
sylt om jag vill hellre ha det eller gelé eller vad det &r for varor. Och inte bara ICAs
varor.

Does the loyalty program make you loyal towards the food retailer? Ja det ar egentligen
det praktiska att vi har ett ICA kundkort, och att man far rabatt pa det kundkortet. Man
far ett utdrag varje manad ocksa hur mycket rabatt man far och hur mycket jag handlat
for. Det kan man se pa aret hur mycket man handlar och det bli manga tusenlappar
om man ar kundtrogen mot den butiken man handlar.

Who do you think the loyalty program is for? Det ar skapat for att binda oss till butiken,
det tror jag.

Have you ever felt /experienced that a company is not loyal, how did that affect your
view of the loyalty program? Vet inte. Inget jag kommer pa nu. Maste varit nagot jag
kommer ihdg och det dnda jag tanker pa ar det om ICA produkter som jag sa.

Customer Loyalty

What makes you want to become loyal? Dels rabatterna man far, sen far man
pensionars rabatter, som inte ingar nu nar man bestaller pa natet, det kan vara en
lojalitets miss.

skriv upp det pa det steget innan om du vill backa pa det.
Aven om jag bestaller pé tisdag nu sa far jag ingen rabatt pé tisdagr pa natet. Annars
far man 7% , och det &r ratt mycket. Sen tycker jag av lojalitesskal kvar var ICA-butik
kvar i stan och den ligger mitt i stan istéllet for att ligga...hér kan vi ga till butiken.
Nérheten or viktigt.

What makes you want to stay loyal? Att de forsoker lyssna in pa ens om man har
onskemal, det gar att bestalla mat som inte finns. Mer begréansat an tidigare nu. Jag
skulle bestélla fisk som jag gjorde 14 dagar innan, men sen kunde jag inte fa det anda
nar jag skulle ha det. Det ar inte sa latt med en lite butik.

Vad var fragan igen?
Jag upprepar fragan
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Man ar kand i butiken och det ar latt att hitta. Att man ar kand i butiken det marks pa
semestrar pa sommaren, nar det ar en massa ungdomar dar. De ar hjalpsamma kan man
séga.

Pa vilket satt menar du med hjadlpsamma? Om jag inte hittar nagot, de moéblerade om
for 3 ar sen, men jag har fortfarande inte vant mig vad de finns.

Sana dar udda saker, om jag vill bestalla, eller Iamna tillbaka, det &r aldrig problem att
de koper tillbaka om det blivit fel. S ar det véldigt hjalpsamma.

What is most important in a loyalty program? Bemotandet ar viktigt, att man blir sedd
i butiken.

What happens if a food retailer is more loyal towards themselves then the customer?
What is your reaction/thoughts/opinions? Jag ar ganska bra pa att genomskada sant,
det &r klart att matbutiker ar till bade for var skull, men aven for deras skull. De som
jobbar i butiken ar ju till for kundernas skull, och det ar viktigt att den som ar chef
trycker pa det att kunderna &r det viktigast de har. Om de inte &r trevliga och lojala
mot kunderna, det marks ocksa. Da skulle jag kanske byta, men hér i Mariefred finns
bara en Coop det bar emot att handla pa Coop.

Have you stopped being loyal towards a food retailer, why? Nej, oavsett var jag ar
Nykvarn, Kalmar, pa drag och handla i Rockneby sa blir det att man handlar jag pa
ICA butiker och har handlar jag pa ICA. Det blir mycket sa, det ar klart skulle butiken
g4 ned sig...jag vet inte riktigt. Men jag kan komplettera i andra affirer, och gérna
kompletterar garna nar det ar frukt och gront pa torget. Jag aker ibland ut och handlar
pa gardar fran gardsforsaljning och fisk ibland fran en fiskbutik. Vi har en som gor
hemstoppade korvar en mil bort. Sa jag kan komplettera nar det passar. Men om jag
ska ha gaster sa kor jag inte flera mil extra for att handla mat.

Customer Engagement/Involvement

How engaged are you in your loyalty program from a food retailer? Describe your
engagement. Nar de kommer med enkater pa natet sa gar jag in och svara och talar
om vad jag tycker.

Hur ofta brukar sana saker handa?

Jag tror det kommer en gang om aret

Thinking of the ICA introduces their new loyalty program “stammis”, did you become
engaged in the discussion and/or were you affected? How? Jag blev inte sa positivt
paverkad, a&ven om jag ar en stammis sa tycker jag att det ar att knyta, jag forstar deras
tanke. Det &r som deras egna varor att de ska knyta en annu hardare till att kopa deras
saker dar. Jag vet inte, jag tycker om rabatterna men inte ordet stammis direkt, jag
forstod tanken, men det & som de egna varor att de ska knyta om en.

Deltog du i nagon diskussion som blev kring dem héar forandringen?

Nej, eller hur menar du?

Till exempel om du pratade om detta med vanner, engagerade dig online, eller om du
pratade i butiken. Nej jag har bara noterat det. Men jag har noterat att vissa varor far
bara vi som ar stammisar rabatt pa. Nar jag &r stammis sa behover jag inte bry mig,
for jag far ju den rabatt anda.

Kan man sdga att du inte kande dig berérd av fordndringen som hande? Nej jag
engagerade mig inte, men noterade det.
What are your thoughts on the reactions (online)? Jag har inte last sa mycket. Jag har
inte Facebook, sa jag har inte bryt mig, tyvarr.

Men har det varit negativet da?
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Om vi sager sahdr, det ar lite grunden for att jag valde detta amne.

Jag kan ha noterat ndgot. Nar hande detta?

| borjan av aret, de hade reklamen pa tv om stammis.

Det fattade inte jag att det var det dem menade.

Why are you engaged in a loyalty program? (underliggande attitudes) , Egentligen,
varfor ska jag ta mig tid till de? Jag har liksom, min tid behdver jag ju inte anvénda
till deras lojalitesprogram, det ar deras sak, inte min sak egentligen.

What other types of occasions (similar to ICA) would make you become engaged?
Specify why. Nej, det vet jag inte, vi var med i NK, de borjade ta betalt sa da tog det
slut, nu &r jag inte med i nagot som kostar pengar, som apoteket att man far mer rabatt
efter ett antal inkop.

Now | know you are not familiar with ICA change in itself, but if you think of the
change, do you think the customer has the power to change a loyalty program? Nej,
det tror jag absolute inte! Sen vet jag inte om de gjorde en kundunderstkning innan,
det vet jag inte om de gjorde, men jag var inte med pa en kundundersokning innan de
genomforde den.

Customer Expectation

What expectation do you have on a loyalty program from a food retail)? What type of
value are looking for? Det viktigaste for mig ar att det finns frascha varor, att de ar
kundvénliga och hjalpsamma och att jag far rabatt om jag handlar mycket dar. Det
tycker jag ar okej.

If your expectations are not meet, how would you act? Daliga varor, och luktar illa i
butiken s& d& ar det inte s& frascht. Maste vara frascht, matvaror méaste vara frascht.
Att man plockar bort sant som &r ruttet och sa.

How does/can a change in a loyalty program affect customer expectations? Ja det kan
det, men eftersom jag inte noterat har noterat det sa mycket utan bara observerat det,
sa ar fragan lite svar. Forvantningar ar att butiken ska var frasch och gora sitt basta pa
kunden.

Om du tanker mer pa sjalva forvantningen pa lojalitetsprogramet, hur tanker du da?
Jag far ju en glad gubbe som sager att detta ar stammis priser och det ar bara for mig
och att jag blir uppmarksammad lite. Jag vet inte om jag skulle vélja att handla i den
butiken bara for det. Utan gor det for narheten, att den &r frasch, att de ar vanliga, det
skulle inte 6vervaga det har. Sen kan jag forsta att ICA vill profilera sig pa det har
sattet.

Who are to fulfill your expectations? You or whom? Det tycker jag butikségaren gor.
Den enskilda butiksagaren.

Can loyalty programs create customer expectations? Explain Ja, eventuellt om jag inte
blir irriterade pa det. Ar man irriterad s blir man bara irriterad pa det. Men ar man
som jag som ér lite, ska vi sdga, ganska neutral, da kan det kanske vacka ett intresse,
”jaha vad har de idag, ar det nagot jag kan ha nytta av?”.

Expectation Management

What expectations do you have on the retailer when they make a change in the loyalty
Program? Ja egentligen sa tanker jag att de kanske kan skicka ut ndgot mer
personligt. Det har kommer ju mer centralt, sen vet jag inte om aven ICA bladet &r
centralt eller lokalt. Tror det kan vara olika. Men att de kan vélja varor utéver ICAs
koncept. Men det maste finnas tillrackligt med varor nar det ar extra pris, och det som
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hénder ibland i en liten butik &r att varorna tar slut och det ar negativt! Att
lojalitetsvaraorna tar slut som de har forsokt lockar med.

When thinking of the ICA case ‘stammis’, what are your opinion/reaction on this?
What attitudes/feelings do you feel against this change?

Jag beskriver caset

Jag tycker det var idiotiskt! Det var sa bra innan, att man fick ta med sig poangen och
sen fick man spara dem till nasta manad och sa kunde man folja det pa sin rakning,
hela vagen.

Hur &r det nu?

Tror det gjort en kombination nu.

Det var detta som de fick san kritik pa, just bonusen. Det var jattedumt, ICA som &r
sa rika de kunde gatt ge lite.

Ni blev aldrig drabbade av nagot?

Vi skulle kunna ha kommit i skarven, men de han aldrig riktigt genomfora den, det
fick ju &andra sig. SA jag market aldrig ndgot for det lever ju pa nu som det ska gora.

How do you think a change should be made (Communication and so on 0)?

Ja antigen var jag slarvig. Jag uppfattar det mest pa ICAbladet eller pa sin rakning,
och sen sa laste jag det inte s& noga om jag tyckte att jag ar berérd mig sa mycket. Jag
kan vara lite slarvig sa ibland. Men jag raknade att jag ar stammis och att det bara
byter namn pa nagot som jag redan ar (folk trorde kanske det var ett namnbyte bara,
ingen forandring) Men sen haller jag med de som tycker att det har med att poangen
inte fick foras med till nasta manad. Det tycker jag ar idiotiskt. Men de tog tillbaka
det efter nagra veckor. Och ibland &r det sana har forandrings konsulter, som lyckas
salja in nagot radikalt och sa gar ICA med pa det. Jag ser de har skickliga sana har
som kan prata ihjél folk och da tror de pa det. De hdga cheferna tror pa det med, sen
tanker de inte pa konsekvenserna ute bland folket sen.

« What is your (last) recommendation for a retailer when they make changes in a loyalty

program? Kanske skrivit ett personligt brev hur just vi skulle bli berorda, och sen
tycker jag inte man ska férandra for forandringens skull.

Interview (7-G)

Loyalty Programs

How many loyalty programs are you members of? Of these, how many are food
retailers? 4 och 2 av dem dr matbutiker, Citygross, och Ica. Sen Coop med.

Sa det blir 5 och 3 matbutik

How would you describe an ideal loyalty program? And what factors are needed for
you in a loyalty program? Utbud av varor och priserna.

Nar du s&ger utbud av varor, ar det specifika varor eller vad menar du?

Nej, i allméanhet.

Och priser vad menar du med det? Vill du utveckla?

Ja det dr extra priser om de har nedsatta varor.

How you experienced a change of conditions in a loyalty program? How was that
perceived by you? Nej, det har jag inte.

Does loyalty program make you loyal towards the food retailer? Ja det kan man séga,
Vill du utveckla?
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« Ja, man handlar dar man har sitt kort. Det blir en slentrian, man aker ditt dar man
brukar handla och dar har man lojalitet till.

* Who do you think the loyalty program is for? Jag tror det &ar skapat for, en form av
marknadsforing som matbutikerna har. De binder upp kunderna med de hér
programmen. Det ar ett konkurrensmedel kan man sdga. Alla foretag har det numera
i sort sett.

» Have you ever felt /experienced that a company is not loyal, how did that affect your

view of the loyalty program? Nej.
Da kan vi fraga mer hyptesiskt istdllet, What if a company is not loyal, what does that
do with the loyalty program? How do you think that it will effect the loyalty program?
Eftersom konkurransen &r sa hard sa skulle man kunna byta foretag/leverantor eller
matgrossit. konkurrensen ar sa hard och skéter de sig inte, sa byter man helt enkelt.

* What is most important in a loyalty program?

Vad menar du?
Vad ar det viktigaste for att du ska vara med?
Service, prissattning och varor naturligtvis.

Customer Loyalty

« What makes you want to become loyal (tank pa 3 vérdeord? Servicen, utbudet av
varor och personalens installnings och vanlighet och engagemang. Fran personalen.

+ What make you want to stay loyal? Servicen de erbjuder.

»  What happens if a food retailer is more loyal towards themselves then the customer?
What is your reaction/thoughts/opinions? Ar det ndgot man marker sa byter man
foretag/matbutik. Det ar inget som jag har markt, det kan jag pasta.

» Have you stopped being loyal towards a food retailer, why? Det har hant, nar de &ndrar
utbud av varor och i samband med ombyggnationer och om nér de &ndrar utbudet av
varor.

Customer Engagement

How engaged are you in your loyalty program from a food retailer? Describe
your engagement.

Mitt engagemang i matbutiken?

Jaeller i lojalitetsprogramet. OBS! jag noterar av tonen och kroppsspraket att det behovs

en forklaring: Denna fraga bygger pa att ICA gjorde en forandring av lojaitesprogram

och det blev en reaktion att manga kunder engagerade sig online

Ja, de andrade vél poangstéllningen pa korten?

Ja precis, sd denna sektion har med det att gora, att man kan engagerade sig och
diskutera amnet, laser kommentarer online. Sa om vi gar tillbaka till fragan, hur
engagerad &r du i ditt lojalitesprogram? Nej, jag har inte engagerat mig sarskilt mycket
eftersom de inte gjorde nagra forandringar. Men jag kan tanka mig att ICAs kunder
engagerade sig mycket eftersom det tog bort kortinstallningarna och ar det sa att det
byter till nagot negativet, da byter man bara foretag.

Du namnde har att ICAs kunder blev nog mer berérda, men samtligt sa du innan att du
ar medlem dar? Jag har ett ICA kort som jag anvander véldigt lite. Sa poangstéllningen
berdérde mig inte ett dugg eftersom jag inte handlar dér.
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» Thinking of the ICA incident, did you become engage in the discussion and/or were
you effected? How?

* What are your thoughts on the reactions (online)? Det ger en negativ image till hela
ICA koncernen, eftersom de gick upp i media sa mycket som de gjorde, da uppfattar
folk det som negativ kritik.

»  Why would you engage in a loyalty program? (underliggande attitudes) Om de andar
forutsattningarna for att anvanda av kort, men far ju en viss kundrabatt, med jamna
mellanrum far man 10% och det &r ett skall till att vara kvar.

» What other types of occasions (similar to ICA) would make you become engaged?
Specify why. Nej, man blev ratt férvanade att de gick ut och andrade sa. Det var val
att de nollstélla efter tva manader, var det inte sa?

Varje manad. Ja jag forstar inte det. Men de backade pa det ju.

Jag vet inte vad som hdnde sen?

Jag tror det & nu att de galler pa tva manader, men vi fokusera mer pa den
forandringen, den stora grejen och inte korrigeringen.

Vad ar skallet till det?

Skallet till?

Nollstallas, att de skulle tjana mer pengar?

Jag vet inte riktigt. Ah ja, men det var ett dumt forslag. Jag har ett Coop kort, som
anvants i 100 ar och det nollstalls aldrig, jag har 6ver 30 000 poang dar nu!

« Thinking of this situation with ICA, do you as a customer feel you have the power to
change a loyalty program? Jag ar inte kunde dér, men de kunderna som ar dar hade
mojlighet att paverka iochmed att de gick ihop, det blev ju en protest. De paverkade
pa sa satt att de forlangde den har tiden med nollstallningen, sa det kan man vél saga.

Customer Expectation

» What expectation do you have on a loyalty program from a food retail)? What type of
value? Extra erbjudande naturligtvis, man kollar ju pa de extra erbjudanden som finns.
Det &r ju det man utnyttjar. (7-G)

 If your expectations are not meet, how would you act? Da byter jag leverantor eller
matbutik. (7-G)

» How does/can a change in a loyalty program affect customer expectations? Ja de kan
de.

Kan du utveckla dar, pa vilket satt? Ja om det tillexempel inte skulle skicka ut
rabattkuponger langre da skulle jag byta affar/matbutik. Konkurrensen ar ju sa hard
sa det ar latt att byta. Utbudet &r ju bra 6verallt. (7-G)

»  Who are responsible to fulfill your expectations? You or whom? Det &r butikens chef
och foretaget naturligtvis (7-G)

» Do you think loyalty programs can create customer expectations? Explain. Ja det kan
det gora.

Pa vilket satt?

Man har ju forvantningar pa utbudet och programmen naturligtvis. Vi gar ju in och
tittar varje vecka som framfor allt citygross har och da tittar man och jamfor priser.
(7-G)
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Expectation Management (det &r forvantningar pa butiken,
butiksdgaren, koncernen)

What expectations do you have on the retailer when they make a change in the loyalty
program?

Vad ska jag svara pa det?

Du kan tanka pa det har med ICA nér de genomforde sin forandring. Nu vet jag att du
sagt att du inte kande dig jattepaverkad.

Nej, jag laste om det, men eftersom vi inte hanlar dér sa struntade jag i det kan man i
princip séga.

Men om du tanker pa sjalva situationen, kan du tdnka pa nagot som saknades nar den
har forandringen genomfdrdes? Ja, de skulle gjort en kundorientering, en kundenkat
och da hade de fatt tummen ner direkt. D& hade de aldrig behovt infor det da.
Kundenkat hade varit viktigt att géra innan de genomforde det. (7-G)

How do you think a change should be made (Communication and so on)? Man borde
gora en markandsanlyas innan av kunderna naturligtvis och hora vad kunderna tycker.
Hur tanker du att man kontaktar kunderna?

De har val ett kundregister, och da far de ga ut med en enkatundersokning alla svara
juinte med det blir ett visst kundunderlag (7-G)

What is your recommendation for a retailer when they make changes in a loyalty
program?

Interview (8-H)

Loyalty Programs

How many loyalty programs are you members of? Of these, how many are food
retailers? 2 st néar det kommer till mat, ICA och Coop. Sen &r jag med i SAS, och var
nyligen med | NK, men sagt upp det nu da det kostar mig.

How would you describe an ideal loyalty program? And what factors are needed for
you in a loyalty program? Jag skulle vilja att deras logaritmer var smartare pa att se
vad jag faktiskt handlar och ge mig extra priser pa det. Pa Coop forslar de saker som
jag inte gillar, det gillar jag inte. Coop kallar det for forslag, oftast ar det saker som
jag inte tycker om. Kanske bara &r en eller tva som jag gillar och ibland inget. Jag far
email, dar jag kan fa 10% pa ett helt kop, men sen finns det inget inlagt i deras system
i butiken att jag ska fa 10%. Vad man skickar ut stammer inte Gverens sen. Pa ICA ar
det mer for att de har sa bra sortiment, har man handlat dér foregaende manad sa far
man 25 till 50 kr rabatt. Sen har ICA ett bredare och mer attraktivt sortiment och béttre
priser & Coop. Det ar hogre kvalité pa ICA vid den jag gar till i sthim an andra ICA
butiker som den vid soderstationen. ICA ar lite battre pd logoritmer, men som
konsument ar jag samre pa att komma ihag vad de har for mig denna manad, jag
undrar om jag nagonsin har lamnat in en kupong. Sa det ar val det, forut, hade de ett
kontokort, vilket &r lite... alla vill ha ett system som vi som kunder skulle delta in, s
da ska vi som konsument ha manga kort men nu kan det kopplas till kérkort eller
kreditkort, vilket ar mycket bra. Hemkop, ar jag medlem i ocksa, &r inte dar sa ofta,
men dit gar jag enstaka ganger, ar en bra butik, men lite langt att ta sig dit. Jag far ett
papper darifran, sist jag var dar sag jag att de har mitt kort kopplat, da det stod
kundkort draget pa kvittot.
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How you experienced a change of conditions in a loyalty program? How was that
perceived by you? Pa ICA, men de tog bort det fort, for det blev ett sant ramaskri, sa
de gick nog tillbaka till samma som innan tror jag. Och pa sas, da de andrade hur
manga poang man fick, sa sas har blivit lite snalare pa sina saker, med det tror jag har
att gora med att SAS ingar i Star alliance, att alla inom det ska ha samma poang.
Does the loyalty program make you loyal towards the food retailer? Inte namnvart,
eftersom alla har lojalitetsprogram idag. Det blir inte sa mycket lojalitet da. Det ar
mer att jag tittat pa vad jag har for behov, ska det vara festligare, da kan jag ga langre
(avstand till butiken), s& det har mer med att gora vilken typ av konsumtion jag har.
Basvaror eller om jag ska laga middag. Basvaror koper jag | den som ligger narmast
for att det & mest bekvamt.

Who do you think the loyalty program is for? Det ar for att vi kunder ska kénna en
community och vilja vara med i den communiten och sen for att binda upp oss lite.
Have you ever felt /experienced that a company is not loyal, how did that affect your
view of the loyalty program?

Or

What if a company is not loyal, what does that do with the loyalty program? How
does that affect the loyalty program? Nej, det har jag ingen upplevelse av nar det
kommer till lojalitetsprogram, men daremot nar de kommer till forsakringar. Bade
ICA och Coop ar flexibla idag. Aven pa sas och euro bonus langre fram.

What is (the) most important thing in a loyalty program? Att algoritmerna ger mig
rabatter pa det jag ar intresserad av.

Customer Loyalty

What makes you want to become loyal (you can think of 3 value words
(vardeord)? Forst delen &r att det ar viktigt med laget av butiken, att det &r néra. Min
narmsta butik & konsum och sen &r det viktigt att personalen &r trevlig och
tillmotesgaende och de &r anledning till varfor och det ar darfor jag valjer Coop. De
kanner en och ser en. Pa ICA &r det inte samma forhallande till personalen, utan dar
ar utbudet av varor som gor att jag blev lojal.

What makes you want to stay loyal? Det har att gora med att uppleva samma sak om
igen. Att det har de varor man vill ha, problemet ar nar jag blev lojal sa hade Coop
ett annat sortiment. Sen de fick en norsk vd och gjorde de sig av med mycket varor,
och mer till en standardbutik, nu valjer jag oftare bort Coop, for allt finns inte langre.
Pa ICA, ar jag mindre lojal, men gar dit oftare nu pa grund av att produktutbudet har
andrats pa Coop. ICA har med gronsaker, farsk fisk och kott, massa olika farska juicer
och laktosfria produkter finns det mer av och dven da en massa bra grejer.

What happens if a food retailer is more loyal towards themselves then the customer?
What is your reaction/thoughts/opinions? Det maste innebara att jag inte i nagon
aspekt som kund inte blir sedd. Ar det inte en trevlig atmosfar, bra priser eller varor
som riktat sig mor mig och da ar hela vitsen med lojalitetsprogrammet forlorad, det
bygger pa att jag ska bli sedd, da finns det ingen anledning att vara med eller stanna
kvar i lojalitetsprogrammet.

Have you stopped being loyal towards a food retailer, if so, why? Nej.

Customer Engagement/Involvement

How engaged are you in your loyalty program from a food retailer? Describe your
engagement. Det bestar endast av att jag laser medlems-tidningarna och recepten och
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sen pa deras extra erbjudande den veckan. Lokalt och dels som kommer hem via
direktreklam

Thinking of the ICA incident, did you become engaged in the discussion (online)
and/or were you affected? How? Nej, jag bara laste att de fick massiv kritik, nagon
som jobbade pa ICA sa till mig att det &r ett beslut som kommit fran huvudkontoret,
nar han sa det sa himlade han med 6gonen samtidigt. Det var bara trams det de
forsokte gora, inte genomténkt.

What are your thoughts on the reactions from other customers (online)? Det &r bra att
det finns ett konsument uppror om man kanner att det ar helt upp at vaggarna. Vi
konsument kan paverka utformningen pa ett lojalitetsprogram, annars hade vi kanske
hade slutat att handla, da kanske det hade varit vért att handla pa till exempel hemkop
aven fast det ar langt dit.

Why were you engage in the discussion of loyalty program? (underliggande attitudes,
follow up from the one before)

What would make you engage in a loyalty program? (underliggande attitudes, follow
up from the one before). vet inte om det skulle engagera mig. handla, mer om handlar
om sync och effekter, men det tror jag inte ett lojalitetsprogram skulle ta upp som
kalorier. Jag letar inte , ibland ekologiskt, jag &r inte logiskt och samma pris, sa tar
jag de ekologiska. Gin och tonic. (OBS! Ej sammanhdngande, men har ingen
inspelning, dock det viktiga om eko)

Customer Expectation

What expectation do you have on a loyalty program from food retailers)? What type
of value are you interested in? det &r att det dr bra erbjudande som &r kopplade till min
konsumtion, varor som &r passar sasongen, bra priser pa vit sparris till jul, finns en
prisbild med det man konsumerar mycket av under en viss period, saker som
dverraskar mig hade ar roligt som pa ICA hade de italienska och franska veckor. Saker
som jag vanligtvis inte hade provat. Coop och ICA har bra tidningar med recept och
det &r en forvantning jag har at jag ska blir intresserad av att laga mat. (8-H)

If your expectations are not met, how would you act/react? Jag koper mindre da och
da kopplas det att det kan finnas pa andra stéllen, da tanker man nog i alternativ
konsumtion. (8-H)

How does/can a change in a loyalty program affect your expectations?

Who is responsible to fulfil your expectations? You or whom? Det ska vara kluriga
marknadsforing manniskor pa kontoret, de har som mycket hjalpomedel, nér de ser
mina varor sa har den en majlighet att skraddarsy om de vill, och kring aktiviteter som
recept, konsum har att man kan ha en gratis dag pa Skansen, sant kan ocksa skapa
lojalitet. Jag kan omvandla mina konsum podang till eurobonus podng. Som biobiljett,
finns som en bank med massa olika saker. ICA har inte alls samma, konsum kom frén
forenings vérld det kooperativa, socialdemokratiska, och det &r att man kan skaffa
formaner pa andra stallen nagon gang per ar som lever kvar. (8-H)

Can loyalty programs create expectations? Explain

Ja absolut, det &r det som ICA é&r ett bevis pa, om man haft en viss niva och forsoka ga
ifran det och det hande ICA, de forsokte dra ned pa sin lojalitets niva, och det funkar
inte eftersom kunderna hade vant sig vid det systemet och den nivan. (8-H)
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Expectation Management

» What expectations do you have on the retailer when they make a change in the loyalty
program? Som kund forvantar jag mig att management delen av alla kedjor har
kundfokus och forstar sina kundgrupper och hur de agerar och de har tankar kring
kundens intresse i vrigt, for det kan ge mycket info av hur man konsumera och forsta
sin kund, en god bild av kunden, sétta kluster runt sina kundgrupper. Som i Stockholm
singelhushall, packa varor pa ett satt, att det finns storpack och att de forstar vad vi
handlar och méangden vi handlar. Jag forvantar mig idag ekologiskt och
forpackningvinkel pa det. For det skapas ocksa lojalitet att de forpackar pa ett satt.
Papper istallet for plats, och manga trycker upp sin logga pa tygkassar och har smarta
forpackningar. Kvalité fore kvantitet. (8-H)

+ How do you think a change should be made in a loyalty program? (for example in
communlICAtion and so on)? Man maste vara otroligt forsiktig om det &r en
forsamring. Gor forandringen da under lang tid och gradvis, och kanske utforma det
sa inte kunderna marker det. ICA gick for fort fram och det straffade sig pa en gang!
Oftast sa galler det att lojalitetsprogram ar genomtéankt innan man genomfor det, sen
ar det svart att andra, da kommer man ha missndjda kunder, genomfér man en
forsamring sa samtligt bér man marknadsfora en forbattring. Om man gor en
forsamring for att kunna genomfora den andra forbattringen, da kanske man kan fa en
forstaelse for en forsamring fran kunderna. (8-H)

« What is your last recommendation for a retailer when they make changes in a loyalty

program? (Think of ICA or other food retailer and what was lacking for you to be

satisfied in their change in the loyalty program)

Jag tycker att matbutikerna &r sa pa tarna nu for tiden, det ar att de sa fall ska skapa
mer kop gladje. Pa Coop, ar det mer som en val tvattad lagerlokal, men behover se
Over sortimentet, kakor och kex som funnits sen 70-talet, koper folk fortfarande det?
Den kanslan har jag inte pa ICA, de ar mer uppdaterade. Forandringsenheten i
sortiment behdver vara storre, med ICA, deras lokaler kan vara roriga/stokiga speciellt
de néra pendelstationen, de har ingen sjalvscanning. Det kan ké&nns lite skitigt i hornet,
kénns inte ren och det &r a och o, och inte ren som pa zinkensdamm. Da faller det pa
det. Sortiment som sorterat efter laget och dar tror jag Coop gjort fel med att
streamlina, det har gjort att min lojalitet har minskat. ICA kan jag tycka att jag
undviker, det blir latt kéer och da ar det rorigt i butikerna och skitigt. (8-H)

Interview (9-1)

Loyalty Programs

* How many loyalty programs are you members of? Of these, how many are food
retailers? 10 st och 3 matbutiker, Willys, coop, ICA

» How would you describe an ideal loyalty program? And what factors are needed for
you in a loyalty program? Nar nagon fragar mig vill du bli medlem, da tanker jag pa
Coop och att man far nagon form av rabatt, oavsett vad jag képer. Det som &r mesigt,
ar att jag far skickar mig en kupong pa en produkt som jag redan kopt. Jag vill kunna
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kopa vad jag vill for mina 25 kr, sa jag inte nichade att kopa vetemjol, utan kan kopa
vad jag vill, det &r det optimala.

How you experienced a change of conditions in a loyalty program? How was that
perceived by you? Nej, det skulle jag inte saga.

Does the loyalty program make you loyal towards the food retailer? Nej, darfor att de
har for daliga rabatter.

Who do you think the loyalty program is for? Lattlurade kunder, som &r kvar aven fast
det ar daliga erbjudanden.

Have you ever felt /experienced that a company is not loyal, how did that affect your
view of the loyalty program? Om man sager vill du bli medlem, da ber de om
mobilnummer och email, och lik foérbannat maste man klicka pa en lank som de
skickar ut pa email eller sms for att bekrafta. De sager en sak forst att det inte behovs
gora nagot mer i kassan, men menar en annan, det kanske kan raknas som ilojlalt?.

What is (the) most important thing in a loyalty program? Innan hade jag sagt bra
rabatter, men nu efter tv inslaget igar, sa & om data misshrukas, pa ett satt som jag inte
har tankt pa. Da gar det fett bort. Att man inte har hela bilden klar for sig. Hur ens
uppgifter samlas och anvands och samkors.

Customer Loyalty

What makes you want to become loyal (you can think of 3 value words (vardeord)?
Rabatt, jag ser det inte som lojalites program, utan som rabattsystem, dar jag tdnker
som en smalanning (de ar kanda for att vara sparsamma “sndla”), ju mer jag kdper ju
mer rabatt far jag. Som pa kicks. S mina vérdeord &r pengar, pengar pengar.

Vill du utveckla vad menar med pengar?

Hur menar du?

Tycker du att du tjanar pengar eller hur tanker du?

Antingen att man dra in pengar, det ar ett smart satt. Att jag tjanar, for att jag far
pengar “checkar”, men jag bortser att jag betalat for att f4 den fjantiga check. Kicks
har ett bra system, de har rabatterade produkter jamnt och sen har de sitt bonussystem,
brons, silver och guld. Jag tycker jag bade spara och tjanar pengar. Om jag tanker pa
kicks sa ar det sa. Men med matbutiken sa tjanar jag pengar, eftersom jag drar mitt
kort. Sa nar de sager i kassan att jag har 25 spann, da kande jag att jag fick de
pengarna.

What makes you want to stay loyal? Det ar for att man ar lat for att ta tag i det, men
egentligen skulle man inte vara med i lojalites programet, lattja och slohet. Jag blir ju
uppmarksam genom denna intervju om mitt beteende.

What happens if a food retailer is more loyal towards themselves then the customer?
What is your reaction/thoughts/opinions? Jag skulle bli lojala om det var mer lojal
mot kunderna &n de sjalva. De maste ju fa, om de ska kunna bedriva en verksamhet
halla igang ekonomi. Man ar lojal mot sig sjalv, (cynism), for de ar inte lojala mot

kunden. Marfdridkafortag-donationer—de-drar-baraav F-deklaratton—be-drarhars

Have you stopped being loyal towards a food retailer, if so, why? Ne;j,... inte dn.
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Customer Engagement/Involvement

» How engaged are you in your loyalty program from a food retailer? Describe your
engagement. Inte alls,

* What are your thoughts on the reactions from other customers (online)? Fullstandigt
ointressant

»  Why were you engage in the discussion of loyalty program? (underliggande attitudes,
follow up from the one before)

What would make you engage in a loyalty program? (underliggande attitudes, follow up
from the one before) Om jag skulle fa jatterabatter

Customer Expectation

»  What expectation do you have on a loyalty program from food retailers)? What type
of value are you interested in? Rabatter, det ar pengarna. Jag sdg pa ett program
haromdagen som har med lojalitets program att gora. Det ar en ren forsamring att de
hantera data. De ska inte samkora. Att de lanar ut lite dér och lite dar (data). Man
séger att det & anonymt, men det ar det inte. Hur Al upplevelser med etik, lojalitet
och moral ar inte detsamma som den manskliga faktorn. FOr datorn &r mer generos
och méanniskan ar mer stram och vill inte lana ut pengar. (9-1)

« If your expectations are not met, how would you act/react? Jag borde géra mig av med
programmet. (9-1)

+ How does/can a change in a loyalty program affect your expectations? Ja, bade positivt
och negativt, ar det beroende pa forandringen. Om jag far 50% rabatt och kdper mer,
och sa kanner man att jag gor ett bra kop, sen nasta vecka har de hojt sa att samma
produkt kan kosta samma nu med rabatten. (9-1)

« Who is responsible to fulfil your expectations? You or whom? En del av ansvaret ar
mitt och jag kan kolla upp. Men tror jag pa dem da kanske jag borde kollat, da kanske
jag var sl6. Men sag sa har det kan vara en kombination, jag sjalv och dem och
tillsammans. (9-1)

» Can loyalty programs create expectations? Explain Ja det ar hela podng med det har,
for de vill de vél, annars har de misslyckat. (9-1)

Expectation Management

» What expectations do you have on the retailer when they make a change in the loyalty
program? Att de inte gor det, om de inte korrigera ett fel. Valdigt séllan en foérandring
bli battre for kunden. Sa varfor ska de gora det?

Jag beskriver caset of ICA
Stammis, da tanker jag pa ndgon som ar alkoliserad, vad tanker du?

(9-1)
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» When thinking of the ICA case, what is your opinion/reaction on this? What
attitudes/feelings do you feel against this change? Vad stod den hér information
nagonstans? Det var ju inte sa snyggt, va fult! Jag har inte fatt nagra papper eller sant
och det forvantar jag mig att fa det (9-1)

» How do you think a change should be made in a loyalty program? (for example, in
communication and so on)? Jag vill ha information, for detta har jag inte fatt. Den ska
ga till alla i avtalet och majlighet att dra sig ur. Och en rimlig tid att tacka nej om man
vill. Avtalet ar ju brutet om man gor forandringar (9-1)

» What is your last recommendation for a retailer when they make changes in a loyalty
program? (Think of ICA or other food retailer and what was lacking for you to be
satisfied in their change in the loyalty program)

Det jag sa innan om det nodvandigtvis ska goras. Nar jag nu tanker efter sa har jag
inte fatt checkar pa lange pa ICA. Innan sa kom en check ofta, men nu kommer den
inte (9-1)

Interview (10-J)

Loyalty Programs

How many loyalty programs are you members of? Of these, how many are food
retailers?
I don’t know the exact number, but a few.
And of these how many are food retailers?
Only one food retailer.
Which one if I may ask?
Willys.

«  How would you describe an ideal loyalty program? And what factors are needed for
you in a loyalty program?
| expect every since in a while to get offers or deals that make it worth the hassle of
signing up for it.

» How you experienced a change of conditions in a loyalty program? How was that
perceived by you?
I think it’s been more or less the same from what I can notice.

» Does the loyalty program make you loyal towards the food retailer?
Both yes and no. I think I would still go there even if I wasn’t a member, but being a
member makes it more of a go to place, yes.

*  Who do you think the loyalty program is for?
I think there’s, or I expect there’s a reason why it’s there, they have to benefit from it
somehow, probably by having more loyal customers and maybe it works better with
some consumers than others, that they stay very loyal to one place and in that case |
think the company benefits quite a bit from it to tie the customer up for only them.
For me I think, maybe I’'m not the most loyal but it probably works.

» Have you ever felt /experienced that a company is not loyal, how did that affect your
view of the loyalty program?
Or
What if a company is not loyal, what does that do with the loyalty program? How
does that affect the loyalty program?
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Personally, I do not expect very much or expect to get very much from it. The way |
see it is that if | can benefit from it every now and then, | see it as a bonus, | do not
really expect anything and | will still be buying probably the same stuff whether they
were giving me a special deal or not. More or less.

What is (the) most important thing in a loyalty program?

I think that from a consumer point of view, you do it to benefit and probably to benefit
economically, so getting good offers continuously otherwise you might as well shop
somewhere else.

Customer Loyalty

»  What makes you want to become loyal (you can think of 3 value words (véardeord)?
I think it is practical, convenient to not really have to think very much on where to go
every time since grocery shopping is something you do on a very regular basis, it’s
nice to just have a go to a place where you can stop by and not have to spend time
looking around and comparing very much.

* What makes you want to stay loyal?
Of course the convenience is a big part of it like we were talking about earlier that |
probably might have gone to the same place still, but of course if the benefits are big
enough then you might be willing to spend a bit more time or going there and shopping
maybe a bit further away, so | think there is a balance between the convenience and
what you get out of it. The more you get, the less convenient it can be.

« What happens if a food retailer is more loyal towards themselves then the customer?
What is your reaction/thoughts/opinions?

» Have you stopped being loyal towards a food retailer, if so, why?
Yes | have, and in my case it was that there was another place, like a competitor that
was located closer to where | live and | felt like their loyalty program was offering
more or less the same, so it wasn’t really worth the extra effort to keep shopping at
that place.

Customer Engagement/Involvement

+ How engaged are you in your loyalty program from a food retailer? Describe your
engagement.
How loyal I am, | would say | go grocery shopping there maybe 8 out of 10 times, so
I would say pretty loyal and it’s been like that for the last ten years maybe so yes.
How engaged | am in which sense?
Like do you maybe get personalized offers online so you maybe go get those?
(Example)
I do get, well they are probably not personalized but they’re sent to my private email
and phone, but I think more of a spontaneous shopper and I don’t really plan my
shopping the way other people do so I think the benefits | get are the ones found in
the store.
Would you for example be engaged as in do you think that you would, if they changed
something in the loyalty program, would you tell them what you think and what you
want?
Yes absolutely.

» Thinking of the ICA incident, did you become engaged in the discussion (online)
and/or were you affected? How?

» What are your thoughts on the reactions from other customers (online)?

108



Why were you engage in the discussion of loyalty program? (underliggande attitudes,
follow up from the one before)

or

What would make you engage in a loyalty program? (underliggande attitudes, follow
up from the one before)

I haven’t really thought about it and I haven’t felt that I am missing anything. I think
that groceries is something we need either way and that we are going to buy probably
whether we like it or not. But of course, maybe if you are offered something outside
of what you usually buy you might add that to your list, but I think when it comes to
groceries, it is quite inelastic and you stick to your list.

What other types of occasions (similar to ICA) have/would make you become
engaged? Specify why.

Thinking of this situation with ICA, do you as a customer feel you have the power to
change a loyalty program?

Customer Expectation

What expectation do you have on a loyalty program from food retailers)? What type
of value are you interested in?

Expectations | have are from what | have seen and | expect it to continue kind of the
way | have always perceived it and that there are always some offers at the store that
are open for everyone and then there are a few that are available and can be benefited
from only for members at that particular store. And also that you have some offers on
things that you usually buy and at the same time maybe a few things that you only
buy every since in a while so that you at least every time you’re there, you can feel
that you get something out of being a member there. (10-J)

If your expectations are not met, how would you act/react?

For me, like | said earlier, | do not expect very much. | see it as more of a bonus and
considering how big the store is and the chain, | do not feel that me complaining to
them would do very much.

Maybe not only to them, but you could complain maybe on facebook etc.?

People talk about everything and the place that | used to shop at before | stopped
shopping at and so did a few people | know as well, so yeah maybe | could comment
it or comment about it when talking to other people, but I would not consider it a
problem somehow. (10-J)

How does/can a change in a loyalty program affect your expectations?

Who is responsible to fulfil your expectations? You or whom?

| feel they have the responsibility to fulfill those expectations. As members we are not
very involved in what we are offered and what we get and we do not get so, I think it
is their responsibility to check with us what we need and what we are interested in
and offer us something that can bring value. (10-J)

Can loyalty programs create customer expectations? Explain
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Yes. Like we said earlier, my expectations are derived from what | see when | am
there, so if | have seen them offering a few things here and there, that is what | expect
the next time 1 go. (10-J)

Expectation Management

What expectations do you have on the retailer when they make a change in the loyalty
program?

When thinking of the ICA case, what is your opinion/reaction on this? What
attitudes/feelings do you feel against this change?

| think that if that would happen, if it is something that they had been offering us for
a while and then all of a sudden change it and take it away, | think | would react like
many other people and maybe not complain, but show my protest by going to shop
somewhere else. There are a lot of options and competition, so that is how | would
show my unhappiness. (10-J)

How do you think a change should be made in a loyalty program? (for example in
communication and so on)?

Well if it is a change to the better, then it is easy, but if it is a change that maybe is more
beneficial to them or at least seems more beneficial to them and not me | would expect
them to motivate somehow what | as a customer or consumer, how | am compensated
or what | would get out of it instead for it to be a complete win for them and loss for, |
do not think it is very easy for them to justify , but maybe they are rearranging the store,
renovating, making it bigger, cleaner, more fresh, better, longer opening hours, then
yeah | get some kind of positive thing out of it, then it would be easier to accept a change
if | can understand why they are doing it. (10-J)

Interview (11-K)
Loyalty Programs

How many loyalty programs are you members of? Of these, how many are food
retailers?

A lot. Thirty maybe?

How many of these are food retailers?

3 of them are food retailers.

Which ones?

ICA, Willys and City Gross

How would you describe an ideal loyalty program? And what factors are needed for
you in a loyalty program?

Of course what they already have, the offers of course.

Is there anything else, like maybe the way they do the offers? Like if you can maybe
differentiate how you feel as a member in ICA for example or in Willys?

For example ICA you feel more special because they have offers for everyone, and
then they have offers for those with the ICA card and then they have offers special for
you, but they also have discount cards, so you actually, if you shop enough every
month, you get a discount code, so lets say if you reach a certain limit you get 25 kr
discount, if you shop more, you get 50kr discount. | think that it is good and a lot of
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time you get mail home with coupons with like 10 percent discount and | think that is
pretty good actually.

* How you experienced a change of conditions in a loyalty program? How was that
perceived by you?
Yes, recently ICA did a big change.
And how would you perceive what happened?
I mean as an ICA customer | was not very happy, but that would not deter me from
going to my own ICA store because it is the one that | always go to. But at the same
time, they did listen to their customers and they changed back. Not to the old one but
they did some kind of compromise which was good of course because otherwise you
would feel like everyone complained but nothing happened but this time something
actually happened. And then changes happened recently as well with the GDPR. So,
for example earlier, 1 had my Willys plus account and my sister could use it by using
my personal number, but now she cannot because you have to show the ID. And for
example, if I am shopping with my boyfriend and | do not have my purse, | cannot
use my discount which I think kind of sucks. But it is GDPR. But the thing is that not
everyone applies it like in ICA you can still just say your personal number, you do
not need to actually show or scan the ID.

And which do you think is better? Would you rather that it is not that way?
I would rather that it is flexible because it is not like it is banking or something.

» Does the loyalty program make you loyal towards the food retailer?
To a certain extent of course, but not completely. So for example let's say if you have
the loyalty program and you get emails or sms or posts or you see that they have, I
don’t know, say an offer on something that you use very often, then of course maybe
I would think maybe, oh 1 would go to let's say in this case ICA because then | might
as well buy this and | might as well buy extra and have it at home because | always
need it. But on the other side, the loyalty program is not the most important factor,
the location is the most important factor for me and honestly the display of the store,
like if | feel that the store is welcoming, so all the factors, the display, the people who
work there, what they offer and so on.

* Who do you think the loyalty program is for?
Of course it is for the retailer, it is marketing.
But, do you think it is more built for the people or just how convenient it is for the
store?
To be honest, | think it is always what is more convenient for the store. It is not a non
profit organization.

» Have you ever felt /experienced that a company is not loyal, how did that affect your
view of the loyalty program?
Or
What if a company is not loyal, what does that do with the loyalty program? How
does that affect the loyalty program?
I would not say that | feel like they are not loyal to me but you do have differences
between the different loyalty programs. Some are more personalized than others. So,
for example some loyalty programs will send you an extra coupon or lets say a free
cake when it is your birthday while others will not and will treat it as usual. That is
the difference, but I do not know if that’s loyalty.

What is (the) most important thing in a loyalty program?
Discounts.

Customer Loyalty
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»  What makes you want to become loyal (you can think of 3 value words (vérdeord)?
Of course what | just mentioned as the most important factor, the discounts, and
something that is quite important to me is how | feel when | enter the store, so let's
say the display, | like the fact that the goods are displayed in a nice way, in an
appealing way, there are actual shelves and it is not let's say like a low cost, where
you have the packages in baskets etc and of course the personnel, especially if you
buy meat from the “delikatess” area, it is always nice when they are nice. It makes
you want to go there, if they are not nice you just skip it. So, that is two things, and
this personalized factor is also quite important | think, it is the small things that make
you feel that you are a valued customer, even though you know that they do it for
everyone, it’s still nice.

+ What makes you want to stay loyal?
| would say the same things as before, but of course location is important, but also
here, | think what plays a big role is habit. If you have a habit of going to that store,
you might move and still go to that store because it is your store. You are used to how
it is displayed, and even though they change the display from time to time, they do it
at every store, but you still feel at home there.

So, would you say that it is more of a habit than loyalty?

Yes, | think so. The thing is, if you move, you will probably have another willys or
ICA close to you because they are so many, and you are still in their loyalty program,
it will not differ from store to store, but you might still go to your old one out of habit
at least for a while.
But kind of as a chain in general, so not necessarily a certain store.
Location. Also, the range of products they offer or variety of products. If you have
specific things that you like from a certain store, then | think that would also be a
factor.

» What happens if a food retailer is more loyal towards themselves then the customer?
What is your reaction/thoughts/opinions?

» Have you stopped being loyal towards a food retailer, if so, why?
No, I haven’t, but I was actually a part of Coop’s loyalty program, but that was just
because | had the coop card since | was small for some reason, | do not remember the
exact reason, but there is no coop close to where | live so | never go there, so | did not
continue my loyalty to them. So, it was just that, because of location | never go there,
so there was no use to have the card.

Customer Engagement/Involvement

» How engaged are you in your loyalty program from a food retailer? Describe your
engagement.
I would say that | am moderately engaged, like I always make sure that if | shop
somewhere often or fairly often, I always make sure to join the loyalty program, |
always make sure to let’s say, If you can match it to your credit card | always do that
because then you never need the actual card, you can just when you pay it
automatically goes to your loyalty program. And, if | see that they have an interesting
offer for me, 1 will think twice before going to another store. And then for example,
at the same time now when ICA changed it’s loyalty program, I wasn’t engaged in
that debate. | did not think that it affected me so much. But, of course | do understand
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that maybe for larger families, people with kids, every discount or every bonus makes
a difference.

» Thinking of the ICA incident, did you become engaged in the discussion (online)
and/or were you affected? How?
Of course I was affected, but I didn’t notice it. It didn’t bother me. I understand that
you have to make your programs more rentable and your company.

»  What are your thoughts on the reactions from other customers (online)?
To be honest,  wasn’t following it that closely, I know what ICA changed, but I didn’t
go online and read people's reactions and so on. Of course | saw in the newspapers
that people went out of their minds, but at the same time, it worked! ICA changed
their point of view, they backed off. Okay, the loyalty program is not exactly the same
anymore, but they made it better for the customers than the plan and I think that was
a good reaction because that means that they actually listened to their customers. |
mean this wouldn’t make me not go to the store that I like.

«  Why were you engage in the discussion of loyalty program? (underliggande attitudes,
follow up from the one before)

or

What would make you engage in a loyalty program? (underliggande attitudes, follow
up from the one before)

Of course, if something would affect me enough. But I don’t think of a specific thing
that could be.

» What other types of occasions (similar to ICA) have/would make you become
engaged? Specify why.

+ Thinking of this situation with ICA, do you as a customer feel you have the power to
change a loyalty program?
I mean [ haven’t really thought about it but now that we are talking about it, yes. You
feel that they listen to their customers and that gives you a sense of security and
appreciation.

Customer Expectation

+ What expectation do you have on a loyalty program from food retailers)? What type
of value are you interested in?
Varied and good discounts and the personalization factor is important as well. (11-K)

« If your expectations are not met, how would you act/react?
I do not think that T would stop going to the store, but maybe let’s say you would
somehow go to another store often if they have better prices. Because | mean ICA is
not the cheapest, everyone knows that, but they have good discounts and that makes
everything balanced. Because yes you pay more for some things and then you pay
less for other things.
But, as an expectation for loyalty programs, you do not feel like they give you better
offers, how do you think you would react? Or maybe you would not?
Maybe in the long run you would go more to another store, but | do not think I would
react, | mean | do not think that I would change my way of shopping that much
because the things that you need to buy, you need to buy anyway. (11-K)

» How does/can a change in a loyalty program affect your expectations?

* Who is responsible to fulfil your expectations? You or whom?
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Of course | expect the retailer to fulfill my expectations, to a certain extent, | mean |
understand that it is a two way process and [ understand that they have let’s say limits,
like if you shop for a certain amount you get this discount, if you shop for more you
get more discount, | understand that, but I would still expect them to give these kinds
of discounts and give these offers in the stores, not only the discounts they send home
to you or the ones you get on your card, but the actual offers in the store are maybe
more important because these are the ones you see when you are walking around and
you think “oh yeah I might as well buy this because I will need it someday”. (11-K)
» Can loyalty programs create customer expectations? Explain

Yes of course, because if you are used to this loyalty program sending you discounts
now and then and sending you let’s say birthday appreciation like an extra discount
for your birthday, then you would probably notice if they stopped doing it. But if they
never did it, then you would just take it for granted or you would just be like
“whatever”, so yes, they do build your expectations. (11-K)

Expectation Management

» What expectations do you have on the retailer when they make a change in the loyalty
program?
I think the most important factor here would be transparency. If you change the loyalty
program, be clear about that, do not try to do it behind the customers back. And, of
course, do not make too big of a change, so for example with ICA they doubled the
limit, maybe that was too much in one go, then they backed off. So, | think these are
quite important. (11-K)

* When thinking of the ICA case, what is your opinion/reaction on this? What
attitudes/feelings do you feel against this change?

How do you think a change should be made in a loyalty program? (for example in
communication and so on)?

As | just said, | think transparency and not making too big of a change is really
important, but then maybe also compensate. Give your loyal customers an extra benefit,
and attract new customers by giving them an extra benefit, so like make it a bit perky.
(11-K)

Interview (12- L)

Loyalty Programs

* How many loyalty programs are you members of? Of these, how many are food
retailers?
3-4. 3 mataffarer — Citygross, hemkop och willys

» How would you describe an ideal loyalty program? And what factors are needed for
you in a loyalty program?
Mycket olika rabatter.

« How you experienced a change of conditions in a loyalty program? How was that
perceived by you?
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En del &ndringar. Mest positiva a&ndringar med nya ideer

Does the loyalty program make you loyal towards the food retailer?
Ja absolut

Who do you think the loyalty program is for?
Upplever att de ar inriktade pa konsumenter

Have you ever felt /experienced that a company is not loyal, how did that affect your
view of the loyalty program?

@)

What if a company is not loyal, what does that do with the loyalty program? How
does that affect the loyalty program?

Nej har inte upplevt det. Tycker det har varit bra for det mesta. Men nar man kommer
pa torsdagen efter att man sett reklamen sa kan det redan vara slut pa de nedsatta
varorna vilket &r irriterande. Ibland sager dem att de inte ens fick leveransen &ven om
de gjort reklam for det. Men da kanske dem fick fel leverans eller felbestallning. Men
detta hander ganska ofta.

What is (the) most important thing in a loyalty program?

Att varje vecka fa deras utbud, utskickat sa att man kan kopa pa sig det som é&r billigt
jus den veckan. Reklam sa man kan se utbudet ar viktigt.

Customer Loyalty

What makes you want to become loyal (you can think of 3 value words (vérdeord)?
Ligger ndra, ldget.. Har ett bra utbud, och bra varor som man kanner sig nojd.. priserna
ligger bra
What makes you want to stay loyal?
Allt ar inte jattebra pa city gross men for mig ar det anda ett bra val.. inte ndjd med
precis allt som bemdétande. Dem kan ju halsa pa kunder dem har sett i tjugo ar.. Dem
har hela tiden uppackningar. Fraga inte mig nanting .. har inte tid.. Willys har ett annat
bemdétande, dem ser kunden, mycket trevligare. City gross har stressigt hela tiden.
Men jag valjer city gross anda for de har annat jag tycker ar bra. City gross saknar
bas varor vilket kanns irriterande.. Har haft tankar pa att byta affar.. Far inte alltid
handlat fardigt vilket &r irriterande.
What happens if a food retailer is more loyal towards themselves then the customer?
What is your reaction/thoughts/opinions?

Svart att komma tillratta med det. Hur ska kunden kunna na fram till dem. Brukade ju
finnas klagomal l1ada men det har tagits bort. Hade det blivit for drastiska beslut och
forsamringar sa hade jag bytt affar helt klart. Finns en gréans och att de borde férlora
lite kunder. Finns andra.

Have you stopped being loyal towards a food retailer, if so, why?

Inte pa manga ar men for langesen sa kanske jag gjorde. Mest for sortimentet, eller
rorigt i affaren, kandes inte seridst och lite smutsigt. Kéndes som att ingen brydde sig
och att inget var frascht. Gick i konkurs (Best, bast?). Men inget i nutid.

Customer Engagement/Involvement
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or

How engaged are you in your loyalty program from a food retailer? Describe your
engagement.

Dem har ju mojlighet for pensiondrer att fA 5 procent rabatt pa tisdagar men det
utnyttjar inte jag. Vi utnyttjar deras rabatter och formaner alltid. Var fjarde vecka sa
far vi 10 procent pa hela kopet . Kollar reklamen pa séndagar innan vi handlar och
forbereder vad vi ska handla och ata. Dem skickar ocksa meddelanden med olika
rabatter som vi utnyttjar. Inte bara en som kan fa rabatten i samma hushall utan alla
kan. (12-L)

Thinking of the ICA incident, did you become engaged in the discussion (online)
and/or were you affected? How?

What are your thoughts on the reactions from other customers (online)?

Why were you engage in the discussion of loyalty program? (underliggande attitudes,
follow up from the one before)

What would make you engage in a loyalty program? (underliggande attitudes, follow

up from the one before)

What other types of occasions (similar to ICA) have/would make you become
engaged? Specify why.

Thinking of this situation with ICA, do you as a customer feel you have the power to

change a loyalty program?

Customer Expectation

What expectation do you have on a loyalty program from food retailers)? What type
of value are you interested in?

Rabatter, att formaner ska fortsétta som det ar. Tycker att dem kunde ge nagot tillbaka
for de stora summor pengar som man handlat for. Att man skulle kunna fa nagon sorts
prioritering for att man &r lojal. Om man handlar 6ver en viss summa per ar. Borde ge
formaner for lojala konsumenter. (12-L)

If your expectations are not met, how would you act/react?

Da hade jag funderat pa att lamna om de hade borjat dra ner pa kvaliteten. Man ska
inte utnyttja sina kunder. Att forsdmra &r ju som att utnyttja sina kunder. Man tycker
ju att dem borde reagera i tid, sjalv. Manga chefer som inte uppehaller. Inte I6nt att
klaga alltid, inte ens med butikschefen for de kan ju inte direkt gora nagonting. Vill
man klaga pa nagot i sjalva affaren sa kan man ju det men annars kanns det inte lont
om det &r nagot storre. (12-L)

How does/can a change in a loyalty program affect your expectations?

Om de hade andrats till det sémre sa hade man ju andrat affar och man hade tankt att
det inte ar 16nt att bli kvar. Mindre férmaner vill man inte acceptera. Ibland dven smyg
forhojningar i pris. Om det hade varit till det battre sa hade det ju varit kul att handla
dar och tyckt att det var valdigt bra. Hade gjort att blir mer lojal och mer ndjd. (12-L)
Who is responsible to fulfil your expectations? You or whom?

Affaren har ansvar for det. (12-L)

Can loyalty programs create customer expectations? Explain

Ja det tycker jag. (12-L)
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Expectation Management

»  What expectations do you have on the retailer when they make a change in the loyalty
program?

- Att fraga vad konsumenterna vill innan dem &ndrar ndgot. Dem borde veta vad
kunderna tycker for att far fler kunder. (12-L)

* When thinking of the ICA case, what is your opinion/reaction on this? What
attitudes/feelings do you feel against this change?

- Att de underskattar sina kunder och kor 6éver dem. De tror att detta ska accepteras
vilket visar att de har en dalig syn pa sina kunder. Forvanar mig att de tycker att kunder
ska bli kvar efter att de gor de sa mycket samre for dem. De forminskar sina kunder,
som ett slag i ansiktet. Mycket daligt. Bra att de tog tillbaka det men tycker det &r
konstigt att de inte markte hur daligt det var fran borjan. Kanns fegt och att de sedan
pa grund av protester tog de tillbaka det. (12-L)

How do you think a change should be made in a loyalty program? (for example in
communication and so on)?

- Dem maste na ut till kunderna pa nagot satt. Ga ut och tala om vad dem tanker gora.
Om de ska gora nagot negativt sa maste dem komma med riktigt bra forklaringar, och
varfor de gor som de gor. Dem kanske kan kommunicera via mejl eller nagot med sina
kunder och fraga dem vad de tycker. Forma en diskussion. (12-L)
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