ISSN 2712-0554
Original Research

Heritage and Sustainable Development
Vol. 3, No. 2, July 2021, pp.130-147
https://doi.org/10.37868/hsd.v3i2.69

The effects of frequent flyer programs in the airline industry on
customer loyalty
Hande Şahin1*, Ali Osman Kuşakcı2, Baboucarr Mbowe3
1

Air Transport Management Program, Ibn Haldun University, Istanbul, Turkey
Management, Ibn Haldun University, Istanbul, Turkey

2, 3

*Corresponding author: baboucarr.mbowe@ibnhaldun.edu.tr
© The Author(s)
Abstract
2021.
Published by ARDA.
Customer Loyalty Programs

are one of the handiest tools to raise brand
awareness, and secure long-term and strong ties between a brand and existing
consumers. Airline companies have been using frequent flyer programs (FFPs) to
retain customers with the expectation of increasing passengers’ loyalty levels.
The purpose of this study was to examine the significance of FFPs for customer
loyalty, which is of great help for customer retention in the civil aviation industry
in the sample of passengers flying from the new Istanbul Airport. Furthermore,
we questioned the effectiveness of various services and products offered within
FFPs for loyalty, which is decomposed into two main components, behavioral,
and attitudinal commitment of loyalty. We evaluated the significance of various
demographic factors on passengers’ perception of FFPs services and privileges,
and customer loyalty. The study confirmed the vital role of FFPs to build up
brand loyalty, where profession, duration of the membership to FFPs, and gender
are essential factors.
Keywords: Civil aviation, Customer, Frequent Flyer Program, Loyalty

1.

Introduction

It is extremely critical for companies to have strong ties with their customers. Customer Relationship
Management (CRM) is seen as the best business strategy for companies that aim to retain customers in the
current dynamic, and constantly changing economic world [1]. This commitment also determines where the
companies will be positioned in the competition. This is why many companies try to weave their customers'
feelings of loyalty and try to persuade them to make the next purchase. This persuasion process is based on
very delicate balances, which may result with a commitment or a separation. Without doubt, the quality of the
product or service is an important determinant of the level of loyalty [2]. However, factors beyond product
and service quality also make an important contribution to the process. This contribution also shows that the
process of creating customer loyalty is a multi-dimensional process.
Customer loyalty programs (CLPs) are one of the most important CRM tools used by companies to brace
loyalty. These programs can be seen as a new roadmap which is common to diverse industries in different
countries for the development of relationships between companies and customers [3]. In CLPs, companies try
to be closer to their customers with mutual moves. Companies offer various benefits to their customers
following their regular purchasing actions. If this purchase-reward relationship continues, customers' loyalty
levels can increase rapidly. Thus, CLPs have become an important customer relationship management tool in
recent years, which support a sustainable business environment.
The civil aviation sector draws attention as one of the sectors where customer loyalty programs are used
extensively. Frequent flyer programs (FFPs), which are an important tool in this industry, are used as a tool
for the sustainable relationship between airlines and passengers. Furthermore, FFPs are seen as a major
This work is licensed under a Creative Commons Attribution License (https://creativecommons.org/licenses/by/4.0/) that allows others
to share and adapt the material for any purpose (even commercially), in any medium with an acknowledgement of the work's
authorship and initial publication in this journal.
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prestige issue, especially for large-scale airlines. Therefore, the value of FFPs has increased even more in the
civil aviation.
This study aims to focus on the importance of FFPs for customer loyalty in civil aviation industry based on a
survey conducted in Istanbul. The contributions of our work can be highlighted as such: Firstly, the services
offered within FFPs and their relevance on building up customer loyalty will be examined, where the loyalty
concept will be investigated under two related sub-constructs, behavioral, and attitudinal loyalty. Furthermore,
the significance of some demographic factors for FFPs and customer loyalty will be evaluated, which will
provide additional insights on the design of FFPs for marketing professionals in aviation sector. Lastly, the
survey data was collected from passengers who have used Istanbul Airport, the new airport of the city.
The rest of the study is organized as follows. In the second section, a literature review is presented, which
questions the relationship between two constructs, FFPs and customer loyalty. The third section addresses the
general concepts of customer loyalty and FFPs, and provides a basis for the discussion of the results. In the
fourth section, the research framework, data, results and managerial remarks are presented, while the last
section is devoted to conclusion
2.

Literature review

The pressure on full-service airline to maintain customers especially business travelers in the airline industry
has been mountain with an increasing competition and innovations in an ever-changing industry. Relationship
marketing especially the use of FFPs has been adopted by airlines widely since its introduction by American
Airlines in 1981 and has been found to increase customer loyalty especially for business as against leisure
fliers [4], and [5]. The effectiveness of this initiative in achieving its intended benefit of enhanced customer
loyalty and securing repeated buying has become a topic of much discussion, debate, and investigation in the
form of research works from various researchers in different markets.
Reference [6] developed a model that classified the benefits of FFPs into the three groups of recognition,
convenience, and exploration. These benefits when achieved are expected to improve the perceived
relationship investment between the airline and its customer which in turn should improve customer
satisfaction and possibly loyalty. In the low-cost carrier market, [7] argued that the FFP is not limited to only
full carriers but are part of the business model of this segment of the industry at list in the case of the
European market. Low-cost carriers possess lower complexities in their implementation as against legacy
carriers and this makes the FFP more than a tool for loyalty purpose but a broader issue of airlines business
model. Reference [8] highlighted the need for low-cost carriers in Europe to do more than just offering fares at
a lower cost. This work highlighted the need for the broadening of the offer by including service features such
as the FFC in enriching their business model.
Reference [9] in their survey of 2000 business travelers of Chinese domestic flight found FFP to be second to
airline reputation in influencing the loyalty of customers. In this work, other important factors were aircraft,
and inflight services. This finding was in support to [10] who based their study on China Airlines and found
the FFP to be an important component in the marketing programs of airlines as it comes with positive effects
on the finances of airlines and their partners. These benefits are as a result of the database the FFP uses to
offer personalized marketing programs [11].
In Turkey [12] found a medium relationship between the adoption of the FFP and customer loyalty. They
highlighted members of this program were more interested in the intangible rewards such as free tickets,
priority in reservation, guarantied reservations, and express check-in that such a program offers to its
members.
In the corporate world, customers travel on cost burnt by their corporation, the relationship mirrors a triangle
with the customer having to consider company policy in choosing an airline. The decision here on joining a
FFP and staying loyal to that airline might not be wholly upon the shoulders on the individual customer.
Reference [13] found the FFP less important to them when choosing an airline as they will have to conform to
the cost reduction policy of their corporation. A similar consideration was echoed by [14] with just above half
of corporate travellers in his survey agreeing to be loyal to their airlines of choice.
In general, the FFP is seen as an essential tool in the airline industry in securing the loyalty of customers.
According to [15], airlines that fail to offer such programs stand at a disadvantage. This programs is believed
to have a long-run positive effect on the loyalty of customers [16]. One main explanation for such an outcome
is the increase in the switching cost that this program brings to its users and as such one would prefer to
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continue in such a scheme and be loyal to that airlines where membership has been maintained for quite some
time [17].
3.

Background

3.1. The concept of customer loyalty
It is noteworthy mentioning that there is no consensus on the concept of customer loyalty in the marketing
literature. An early and widely accepted definition is one provided by [18]. The duo defined brand loyalty as
“… a set of six necessary and collectively sufficient conditions [which are] 1. the biased (i.e. nonrational), 2.
behavioural response (i.e. purchase), 3. expressed overtime 4. by some decision-making unit 5. with one or
more alternative brands out of a set of brands and 6. is a function of psychological (i.e. decision-making,
evaluation process. Subsequent definitions buttressed one or more of these six elements that would necessitate
a customer being identified as loyal to a company, brand, service or product. Reference [19], for example
defined the concept of customer loyalty as purchasing the goods and services that they prefer continuously,
despite the situations that may cause a change in customers' preferences and marketing efforts, and the
commitment of that company to being a customer of that service. In concurrence to [19], [20] emphasized the
necessity of a customer to continue patronizing a company even when the company is making mistakes for
that customer to be known as loyal.
Further definitions of loyalty include those provided by contributors such as [21], which states that customer
loyalty refers to the tendency of customers to become repeat customers based on their past experiences and
future expectations. Reference [22] define the customer loyalty as the desire of a customer to constantly
recommend their company to others, or to maintain their relationship. According to [23], loyalty is the
consumers' positive attitude towards the company and repurchase behavior. Reference [24] argues that loyalty
is the customer's desire to continue their relationship with a company or brand which is an emotional
commitment that does not change against a company, product, brand, or person.
In addition to repeat purchasing behavior, customer loyalty emerges as a concept that leads businesses to sell
at lower costs, the willingness of customers to recommend products or services and to commitment to the
business, thus indicating that businesses can gain competitive advantage against competitors [25]. This is
imperative for companies operating in today’s business; an environment of intense competition. In other
words, establishing customer loyalty is a necessity for today’s companies that are aiming to achieve
sustainable competitive advantage [26].
Looking at these definitions, a conclusion that can be deducted is customer loyalty is a term that explains the
rationale of customers, which is characterized by their willingness to consistently prefer a company, brand,
service or product over its substitutes whenever the need for purchase arises. In general, two dimensions of
loyalty have been studied in the literature; behavioral loyalty, and attitudinal loyalty. The former explains
customer loyalty only with the frequency of purchase. However, some researchers draw attention to the
attitudinal aspect of loyalty, arguing that the behavioral approach is insufficient to explain customer loyalty
alone. The attitudinal loyalty is referred as psychological commitment of the customer to the company's
products and services. A customer with attitudinal loyalty can recommend it to others, even if s/he does not
use the company's products and services regularly[27].
3.2. Concept of FFPs
FFPs aim to protect the loyalty of passengers by giving passengers various rewards. In addition, it can be said
that loyalty programs have two other main benefits. First of all, demographic information is obtained from the
passengers who are members of the program and recorded in the database, and by matching this information
with the flights, they have the opportunity to offer different product packages to different customer segments.
Second, the rewards offered to customers through FFPs make the airline differentiate from other airlines. With
FFPs, the aim is to turn the passengers into loyal passengers depending on the business. These programs also
provide great advantages to businesses [28].
FFPs were implemented for the first time in the USA. The liberalization policy in the USA brought many
airline companies to operate in the aviation sector and the removal of the limit on ticket prices, and the sector
shares of large and small-scale airline companies showed a rapid change. Although many airline companies
did not operate in the American aviation sector at that time, they had trouble reaching the sufficient number of
passengers. Therefore, they have started to develop applications to attract passengers. Although an application
that offers rewards to business travelers by Southwest Airlines with 'Sweetheart Stamp' cards in the early
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1970s laid the foundation of FFPs, the first systematic FFP accepted in the literature was Advantage Program,
which was launched by American Airlines in 1978. One of the main objectives of the program was to provide
the most frequently traveled business passengers with free seats that were already empty, and to facilitate
reuse of the airline’s idle capacity [29].
FFPs provide significant advantages to both members of the program and businesses implementing the
program. Members of the program can benefit from various rewards / services. Free tickets / flights,
discounted car rental, special promotions, discounted hotel accommodation, excess baggage allowance,
reservation priority are some of these rewards / services. Factors such as increase in sales, decrease in costs,
free promotion and advertisement opportunities and increase in business profitability stand out as important
advantages for businesses. Some viewed these programs as a marketing fraud or a bribe to impress the
customer to repurchase them, or as a clever scheme that impacts business travelers by giving empty seats in
the form of free tickets. However, today it is considered as one of the most important competitive tools among
airline companies and it is considered to be the biggest, most successful and most important marketing tool for
business travelers [30].
3.3. Effects of FFPS on customers/passengers
Passengers want to make the most of the opportunities that will be offered to them as customers. Over time,
the level of these expectations has also increased. Faced with these expectations, FFPs are an important
advantage for airlines. Accordingly, airlines use FFPs as a powerful, effective and attractive tool to meet the
different expectations of their customers. The main issue for these programs is free tickets, gifts, etc. are not
issues; The most important issue is the level of value given to customers and the continuity of this value [31].
Generally, customers' processes of choosing a product or service are complex. This complex situation
becomes clearer or even more complicated according to the strategies of the companies. FFPs are an
extremely important help for the civil aviation industry and airline companies since these programs integrate
customers with the services of airline companies according to the services they offer. For some passengers,
the FFP of an airline company is a tool to identify with that airline company. In other words, passengers prefer
to be a part of an airline company, which supports the feeling of being a privileged customer [32].
Airline companies have operated with a small number of passengers in the past years. For this reason,
strategies such as FFPs have not been seen as realistic strategies. However, with the growth of the sector and
the increase in the number of passengers, airlines have sought to establish close relationships with passengers
in order to gain a more advantageous position. FFPs can be viewed as a shortcut for airlines in this regard.
Although this type of practice affects passengers' choice of airlines, passengers must be satisfied for the
sustainability of this effect. FFPs provide this satisfaction to passengers, which convinces them to engage in a
long-term relationship. Tickets, gifts, discounts, privileges, benefits, etc. enhance passengers' sense of material
and moral satisfaction [33].
At the same time, FFPs create a sense of addiction for passengers. Passengers earn mileage points after
purchasing a ticket, and these mileage points accumulate over time. The increase in the number of these
mileage points and the advantages offered by these mileage points encourage passengers to travel with the
same airline once again as the know that they will gain more advantage with more mileage points. In this way,
FFPs strongly guide passengers' airline preferences. The amount of mileage points specifically helps
passengers to focus their ticket purchase planning on a particular airline [34].
FFPs create an extremely critical impact, especially for passengers who travel frequently. Accordingly, the
passengers who travel frequently can find hotels, accommodation, car rental, tour programs, extra menu, etc.
bundled together with the purchase. Such opportunities directly and strongly affect their choices. On the other
hand, the holiday opportunities offered by FFPs indirectly affect the tourism strategies of tourism sector
actors. The shape and content of holiday offers within FFPs help to increase the commercial potential of
national and international tourism organizations. For this reason, FFPs come to the fore as an intermediate
factor for the travel planning of passengers [35].
When viewed from another angle, FFPs also appear to represent a sensitive situation for customers.
Accordingly, all services included in FFPs must be offered for a long time period. The duration factor at this
point determines the sustainability level of the interaction between passengers and airline companies. If an
airline terminates its FFP of its own accord, or if an airline violates passenger rights within a FFP, this will
damage its prestige, which decreases the credibility the airline company [36].
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4.

Scope of the research and results

Considering the strong ties between customer loyalty and FFPs, it is of vital importance to investigate this
relationship in more depth and provide additional insights on the rewards and services offered by FFPs and
their possible effects on loyalty. To this aim, this study was carried out with the customers of companies
operating in the airline industry in order to reveal the relevance of the rewards/services offered within the
scope of the FFP on the level of customer loyalty. Accordingly, the research was applied to 405 people in
Istanbul who fly from Istanbul Airport. The survey was carried out according to the convenience sampling
method. The variables investigated in the study are the scale of the importance of the rewards / services
offered under the FFP and the customer loyalty level of the airline passengers. Accordingly, the model of the
research is presented in Figure 1.
Perception of
Gifts/Services offered
Level of Customer
Loyalty

Other
Awards/Services

Behavioral
Commitment
Services with
Discount Content
Attitudinal
Commitment

Demographic
Features

Figure 1. Research model
4.1. Data collection method and tools
Questionnaire interview method was used as data collection method in the study. In the first part of the
questionnaire, the demographic information of the participants are collected. In the second part, the
expressions to determine the importance given to the rewards/services offered within the scope of FFPs were
questioned based on the data obtained from the official websites of the airline companies and from [30]
doctorate thesis study. On the other hand, the customer loyalty scale, used as the dependent variable of the
study, which is borrowed from [37] and [38].
4.1.1.

Demographic data

The numbers and rates of all demographic variables are given in the Table 1.
Table 1. Distribution of participants by demographic characteristics
Demographic Data
Frequency
Gender
Women
Men
Age
18-25
26-34
35-44
45-54
Educational Level

134

Rate (%)

266
139

65,7
34,3

49
195
135
26

12,1
48,1
33,3
6,5
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High School
Undergraduate
University
Master
PhD
Marital Status
Married
Single
Occupation
Public Sector Employee
Private Sector Employee
Self-Employment/Freelance
Business man
Retired
Student
Monthly Income
2500 TL and less
2501-5000 TL
5001-10.000 TL
10.0001-15.000 TL
15.000 TL and more
Airline Travel Purpose
Business
Touristic
Educational
Visiting
Other
Number of Travels by Airline (Departure / Return)
1-5
6-10
11-20
21-30
31 and more
Duration of Membership to FFPs (Departure / Return)
Less than 1
1-2 years
3-4 years
5-6 years
6 years and more
Membership Card Owned Under FFPs
Basic Card and equivalent (Miles & Smiles Classic etc.)
Intermediate Card and equivalent (Miles And Smiles Elite etc.)
High Level Card and equivalent (Miles And Smiles Platinum etc.)
Other

17
30
229
117
12

4,2
7,4
56,5
28,9
3,0

208
197

51,4
48,6

50
256
33
29
4
33

12,3
63,2
8,1
7,2
1,0
8,1

30
75
152
83
65

7,4
18,5
37,5
20,5
16,0

163
157
18
54
13

40,2
38,8
4,4
13,3
3,2

79
115
74
56
81

19,5
28,4
18,3
13,8
20,0

96
41
66
35
167

23,7
10,2
16,3
8,6
41,2

251
74
32
48

62,0
18,2
7,9
11,9

According to the table, 65,7% of the participants are women, while men constitute 34,3% of them. In terms of
occupation, most of the participants (63,2%) are employed in private sector. The most remarkable travel
purposes shared by the participants are “business” and “touristic”, whereas “other” purposes are selected as
the least frequent option. The travelers taking part are mostly long-term (6 years and more) FFP members of at
least one airline (41,2%), while, on the other hand, 23,7% of them have been an active member within the last
year. When it comes to the type of FFP card ownership, they mostly (62,0%) own a basic FFP card.
4.2. Factor analysis
Based on the participants responses, the KMO value of the scale of importance given to the rewards / services
offered within the scope of FFP was determined as 0.910, and this value led to the conclusion that the sample
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size was excellent for factor analysis. In addition, when the Barlett sphericity test results are examined, it is
seen that the chi-square (p <0.01) value is also significant (see Table 2).
Table 2. KMO and Bartlett's test statistics regarding the scale of importance given to rewards / services
offered under FFPs
Kaiser-Meyer-Olkin (KMO) Sampling Fit Measure
,910
Bartlett's Test of Sphericity Approximate Chi-Square Value
3133,720
Degree of Freedom (sd)
91
Significance Level (Sig.)
,000
The scale, consisting of 14 statements, is divided into two different constructs after the analysis. Based on the
factor analysis, the final version of the scale, and factor loadings are given in Table 3.
Table 3. Factor analysis of the scale of importance given to rewards / services offered under FFPs
Statements
Other
Discounted
Gifts/Services
Services
Free ticket / Free Flight
0,624
Check-in without waiting
0,692
Opportunity to earn miles from program partners
0,659
Upgrade possibility (grade upgrade)
0,792
Opportunity to take advantage of special promotions
0,649
Food preference
0,548
Private lounge use (CIP)
0,792
Excess baggage allowance
0,787
Booking priority
0,849
Guaranteed space on reservation
0,787
Private consultation and reservation right
0,681
Discounted car rental
0,844
Discounted hotel accommodation
0,847
Discounts on supermarket shopping
0,780
The KMO value of the customer loyalty scale was determined as 0.936, and this value led to the conclusion
that the sample size was suitable for factor analysis. In addition, when the Barlett sphericity test results are
examined, it is seen that the chi-square (p <0.01) value is also significant (see Table 4).
Based on the factor analysis, the final version of the scale and factor loadings are shown in Table 5.
The reliability analysis reveals that the alpha values of the scales in the study are seen as greater than 0.700
that confirms the reliability of the concerned constructs (see Table 6).
Furthermore, we conducted correlation analysis that confirm all independent variables have high level (p
<0.01) relationships with both dimensions of commitment dependent variable (see Table 7).
Table 4. KMO and Bartlett's test statistics for customer loyalty scale
Kaiser-Meyer-Olkin (KMO) Sampling Fit Measure
,936
Bartlett's Test of Sphericity Approximate Chi-Square Value
6131,945
Degree of Freedom (sd)
171
Significance Level (Sig.)
,000
Table 5. Factor analysis of customer loyalty scale
Statements
Behavioral
Commitment
I am a regular customer of the airline company I fly with now.
0,839
If I travel by airline again, I would consider the company I fly with
0,759
as my first choice.
In the future, I plan to travel more with the company I am flying
0,710
with.
136

Attitudinal
Commitment
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I have made multiple flights with the company I am currently
flying with.
I am doing almost all of my flights with the company I fly with.
It is important to feel privileged during my flight experience when
choosing an airline.
I encourage my friends, family and colleagues to fly with the
company I am flying with.
I try to persuade my friends, family and colleagues to fly with the
company I am flying with.
I would recommend the company I fly with other people.
I say positive things to people about the company I'm flying with
now.
When people ask for advice, I recommend the company I'm flying
with.
I can recommend this company to other people, even if I do not fly
with the company I am currently flying to.
Although it is difficult to reach the new airport, I continue to fly
with the airline I fly with.
If the company I'm currently flying with had closed, I would have
had a hard time finding an equivalent airline company.
The increased waiting times to reach the plane did not change my
airline preference.
Even though I paid a little higher fee, I wouldn't change the airline
I'm currently flying with.
I like to share my privileges with the people around me during my
flight experience.
FFPs are effective in being a regular customer of the company I fly
with now.
FFPs are effective in telling other people about my positive
experiences about the company I fly with now.

Variables

0,749
0,775
0,749
0,766
0,803
0,824
0,805
0,808
0,720
0,624
0,598
0,579
0,595
0,569
0,639
0,767

Table 6. Reliability analysis of scales
Number of Statements

Importance Scale for Rewards / Services Offered Under FFPs
Other Rewards/Services
Discounted Services
Customer Loyalty Scale
Behavioral Commitment
Attitudinal Commitment

Cronbach Alpha (α)
Values

11
3

0,916
0,803

5
14

0,890
0,940

Table 7. Correlation table
Construct
Other Rewards / Services
Discounted Services
Behavioral Commitment
Attitudinal Commitment
One-to-one relationships between components marked with
<0.01, and those marked with * at p <0.05.
5.

1
2
3
4
1
0,429**
1
0,463**
0,135**
1
0,391**
0,217**
0,702**
1
** were considered statistically significant at p

Results

Based on the research model above, we propose the following main hypothesis and sub-hypotheses:
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H1: The passengers’ view on importance of the rewards/services offered under FFP affects loyalty
directly and positively.
H1a: The passengers’ view on other rewards/services affects behavioral commitment variable directly
and positively.
H1b: The passengers’ view on other rewards/services affects attitudinal commitment variable directly
and positively.
H1c: The passengers’ view on discounted services affects the behavioral commitment variable
directly and positively.
H1d: The passengers’ view on discounted services affects the attitudinal commitment variable directly
and positively.
When the Table 8 below is examined, it is seen that independent variable for H1a has a high positive effect on
the behavioral commitment (dependent variable) (p <0.01). In addition, it is seen that this dimension, which
has a significant effect on the behavioral commitment variable, and explains 21.9% of the dependent variable
(R2: 0.219). On the other hand, the discounted services have no effect on the behavioral commitment (p>
0.05). Based on these results, while the H1a hypothesis is supported, but the H1b hypothesis is not.
Likewise, it is seen that the other reward/services has a high positive effect on the attitudinal commitment (p
<0.01). In addition, it is seen that this dimension, which has a significant effect on the attitudinal commitment
variable, explains 15.6% of the dependent variable (R2=0.156). On the other hand, the discounted services has
no effect on the attitudinal commitment (p> 0.05).
Table 8. Regression analysis of behavioral commitment variable
Factors
Significant
T
(Sig.)
Other Rewards/Services
0,000
10,178
Discounted services
0,110
-1,600

β
0,497
-0,078

Based on these results in Table 9, the H1c hypothesis is supported, whereas H1d hypothesis is not. So, H1, the
main hypothesis is partially supported.
Table 9. Regression analysis of the attitude commitment variable
Factors
Significant
T
(Sig.)
Other Rewards/Services
0,000
7,190
Discounted services
0,234
1,191

β
0,365
0,060

We further questioned the relationship between demographic variables and passengers’ views on the
importance of the rewards/services offered by FFPs. We formulated the following hypotheses accordingly.
H2: Passengers' views on the importance of the rewards/services offered under FFP differ
significantly according to gender.
H2a: Passengers' views on other rewards/services vary significantly according to gender.
H2b: Passengers' views on discounted services differ significantly according to gender.
The relationships of the gender, which is one of the demographic features of the research, with other
rewards/services and discount services are evaluated by t-test and shown in Table 10. Based on these results, it
is seen that the H2a hypothesis is not supported and the H2b hypothesis is supported. In the light of this
information, it has been revealed that the H2 hypothesis is partially supported.
Table 10. Comparison of the views on the perception of the rewards/services offered under the FFP by gender
Other Rewards/Services
Gender
Num. of persons Averages
Standard
Significance Value
Deviation
(p)
Women
266
4,1416
0,9678
0,928
Men
139
4,1380
0,7886
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Gender

Num. of persons

Discounted services
Averages

Women
Men

266
139

3,0326
2,6882

Standard
Deviation
1,2884
1,1624

Significance Value
(p)
0,009

The hypotheses questioning the relationship between profession and FFP constructs are formulated as follows:
H3: The views of the passengers on the importance of the rewards/services offered under FFP differ
significantly according to the profession.
H3a: Passengers' views on other rewards/services differ significantly according to profession.
H3b: The opinions of the participants about discounted services differ significantly according to their
profession.
The results of statistical analysis on relationship of the profession with other reward/services and discount
services offered under FFP are as shown in Table 11. Based on these results, it is possible to say that the H3a
hypothesis is supported and the H3b hypothesis is not. In the light of this information, it is seen that the H3
hypothesis is partially supported.
Table 11. Comparison of the views regarding the perception of the rewards/services offered under FFP by
profession
Other Rewards / Services
Occupation
Num.
of Averages
Standard
Significance
persons
Deviation
Value (p)
Public Sector Employee
50
4,1836
0,6890
Private Sector Employee
256
4,2170
0,8316
0,002
Self-Employment/Freelance
33
4,1488
1,1249
Business man
29
4,1473
0,9894
Retired
4
4,2273
0,7022
Student
33
3,4959
1,2454
Discounted services
Occupation
Num. of
Averages
Standard
Significance
persons
Deviation
Value (p)
Public Sector Employee
50
3,0733
1,1473
Private Sector Employee
256
2,9358
1,2300
Self-Employment/Freelance
33
2,9697
1,4175
0,755
Business man
29
2,7241
1,4255
Retired
4
3,0000
0,7200
Student
33
2,6869
1,3691
The results of the multiple comparison test (post-hoc/Tukey) are given in Table 12, which shows which pair
of differences arise, there is a high level of significant difference between the public sector employee and the
student (p <0.01). In the light of these results, we conclude that the students are the group with the most
negative opinions about other rewards/services.
The purpose of travel is another variable that may be of great relevance when attaching value to the FFPs
related services and products. The next group of hypotheses are examining this relationship. Thus, we claim
that:
H4: The views of the participants on the importance of the rewards/services offered within the FFP
differ significantly according to purpose of travel.
H4a: Participants' views on other rewards/services differ significantly depending on purpose of travel.
H4b: Participants' views on discounted services differ significantly depending on purpose of travel.
The relationship of the travel purpose variable with other rewards/services and discounted services is as
shown in Table 13. Based on these results, we conclude that the H5a and H5b hypotheses are not supported.
In the light of this information, it is seen that there is no significant difference between the groups of
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passengers that use air transportation for different purposes with regard to their views on both, discounted
services, and other rewards/services offered within FFPs. Thus, H4 may not be accepted.
H5: The opinions of the participants on the importance of the rewards/services offered within the FFP
differ significantly depending on the duration of their membership.
H5a: Participants' views on other rewards/services differ significantly depending on the duration of
their membership.
H5b: Participants' views on discounted services differ significantly depending on the duration of their
membership.
Table 12. Multiple comparison of profession and other rewards/services - Tukey test – results
Occupation
Significance Value (p)
Public Sector Employee
Private Sector Employee
1,000
Self-Employment/Freelance
1,000
Business man
1,000
Retired
1,000
Student
0,009
Private Sector Employee
Public Sector Employee
1,000
Self-Employment/Freelance
0,998
Business man
0,999
Retired
1,000
Student
0,000
Self-Employment/Freelance
Public Sector Employee
1,000
Private Sector Employee
0,998
Business man
1,000
Retired
1,000
Student
0,037
Business man
Public Sector Employee
1,000
Private Sector Employee
0,999
Self-Employment/Freelance
1,000
Retired
1,000
Student
0,050
Retired
Public Sector Employee
1,000
Private Sector Employee
1,000
Self-Employment/Freelance
1,000
Business man
1,000
Student
0,635
Student
Public Sector Employee
0,009
Private Sector Employee
0,000
Self-Employment/Freelance
0,037
Business man
0,050
Retired
0,635
Table 13. Comparison of the views regarding the perception level of the rewards / services offered within
FFPs according to the purpose of travel
Other Rewards / Services
Airline Travel Purpose
Num.
of Averages
Standard
Significance
persons
Deviation
Value (p)
Business
Touristic
Educational
Visiting
Other

163
157
18
54
13

4,1974
4,2154
3,8434
3,9192
3,9510
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Airline Travel Purpose
Business
Touristic
Educational
Visiting
Other

Discounted services
Num.
of Averages
persons
163
2,8630
157
3,0170
18
2,7593
54
2,9568
13
2,3590

Standard
Deviation
1,2650
1,2350
1,2721
1,2590
1,3503

Significance
Value (p)

0,381

The relations of membership duration variable with other rewards/services and discounted services are as
shown in Table 14. Based on these results, we conclude that the H5a and H5b hypotheses are supported. In the
light of this information, it is seen that duration of the membership to FFPs is a significant factor affecting the
passengers’ view on FFP services.
Table 14. Comparison of the views regarding the perception level of the rewards / services offered within
FFPs according to the duration of membership
Other Rewards / Services
Duration of Membership to Num. of persons Averages
Standard
Significance
FFPs
Deviation
Value (p)
Less than 1
96
3,8712
1,1536
1-2 years
41
4,0377
1,0092
0,006
3-4 years
66
4,1804
0,6835
5-6 years
35
4,1870
0,9610
6 years and more
167
4,3027
0,7488
Discounted Services
Duration of Membership to Num. of persons Averages
Standard
Significance
FFPs
Deviation
Value (p)
Less than 1
96
3,2639
1,3558
1-2 years
41
3,0813
1,1779
3-4 years
66
2,7323
1,1596
0,016
5-6 years
35
2,7143
1,1858
6 years and more
167
2,7864
1,2338
Multiple comparison test (as post-hoc/Tukey) results are given in Table 15. The results show that passengers
with a membership duration of 6 years or longer are significantly different views on FFPs than those having a
membership less than 1 year (p <0.01). The same conclusion can be drawn for both variables of the construct,
the views on FFPs.
Table 15. Multiple comparison regarding duration of membership and passengers’ views on FFPs services and
products - Tukey Test – results
Duration of Membership to FFPs
Significance Value (p)
Significance Value (p)
Other Rewards/Services
Discounted Services
Less than 1
1-2 years
0,858
0,934
3-4 years
0,199
0,060
5-6 years
0,385
0,167
6 years and more
0,002
0,024
1-2 years
Less than 1
0,858
0,934
3-4 years
0,930
0,620
5-6 years
0,951
0,702
6 years and more
0,439
0,653
3-4 years
Less than 1
0,199
0,060
1-2 years
0,930
0,620
5-6 years
1,000
1,000
6 years and more
0,882
0,998
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5-6 years

6 years and more

Less than 1
1-2 years
3-4 years
6 years and more
Less than 1
1-2 years
3-4 years
5-6 years

0,385
0,951
1,000
0,958
0,002
0,439
0,882
0,958

0,167
0,702
1,000
0,998
0,024
0,653
0,998
0,998

Lastly, we question the relationship between professional occupation of the respondents and their loyalty
attitudes. Thus, we formulate the following hypotheses:
H6: The opinions of the participants on customer loyalty differ significantly according to their professions.
H6a: Participants' views on behavioral commitment differ significantly according to their professions.
H6b: Participants' views on attitudinal commitment differ significantly according to their professions.
We further conducted a post-hoc test (Tukey test) to determine which pairs of professional status differ from
each other. When Table 17 is examined, we conclude that there is a significant difference between the private
sector employees and the self-employed individuals (p <0.05) in terms of their behavioral loyalty. In short,
individuals who are business people have more positive views on behavioral commitment than student
individuals do. On the other hand, the analysis reveals that a significant difference is observed between
individuals who are business people and students (p <0.05) when it comes to the attitudinal loyalty (p <0.05).
Table 16. Comparison of views on customer loyalty according to profession
Behavioral Commitment
Occupation
Num.
of Averages
Standard
Significance
persons
Deviation
Value (p)
Public Sector Employee
50
4,3080
0,5886
0,001
Private Sector Employee
256
4,3539
0,7960
Self-Employment/Freelance
33
3,8909
1,1662
Business man
29
4,4690
0,6809
Retired
4
4,1500
1,0878
Student
33
3,8424
1,0195
Attitudinal Commitment
Occupation
Num.
of Averages
Standard
Significance
persons
Deviation
Value (p)
Public Sector Employee
50
3,8652
0,8104
0,047
Private Sector Employee
256
3,8666
0,8886
Self-Employment/Freelance
33
3,7203
1,0513
Business man
29
4,1830
0,6697
Retired
4
4,0192
0,4839
Student
33
3,4452
1,2102
Table 17. Multiple comparison - Tukey test - results regarding profession vs. behavioral and attitudinal
commitment
Occupation
Significance
Significance Value
Value (p)
(p) (Attitudinal
(Behavioral
Commitment)
Commitment)
Private Sector Employee
0,999
1,000
Public Sector Employee
Self-Employment/Freelance
0,216
0,980
Business man
0,961
0,668
Retired
0,999
1,000
Student
0,122
0,307
Public Sector Employee
0,999
1,000
Private Sector Employee
Self-Employment/Freelance
0,031
0,953
Business man
0,981
0,481
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Self-Employment/Freelance

Business man

Retired

Student

Retired
Student
Public Sector Employee
Private Sector Employee
Business man
Retired
Student
Public Sector Employee
Private Sector Employee
Self-Employment/Freelance
Retired
Student
Public Sector Employee
Private Sector Employee
Self-Employment/Freelance
Business man
Student
Public Sector Employee
Private Sector Employee
Self-Employment/Freelance
Business man
Retired

0,997
0,011
0,216
0,031
0,068
0,991
1,000
0,961
0,981
0,068
0,979
0,036
0,999
0,997
0,991
0,979
0,981
0,122
0,011
1,000
0,036
0,981

0,999
0,124
0,980
0,953
0,343
0,989
0,822
0,668
0,481
0,343
0,999
0,019
1,000
0,999
0,989
0,999
0,840
0,307
0,124
0,822
0,019
0,840

As a result of all the analyses carried out, the overall inferences revealed are summarized in Table 18 below.
Table 18. Research hypotheses and results
HYPOTHESES
H1: Participants' views on the importance of the rewards / services offered under the
FFP affects the customer loyalty directly and positively.
H1a: Other rewards / services affect the behavioral commitment variable directly and
positively.
H1b: Other rewards / services affect the attitudinal commitment variable directly and
positively.
H1c: Discounted Services affect the behavioral commitment variable directly and
positively.
H1d: Discounted Services affect the attitudinal commitment variable directly and
positively.
H2: Participants' views on the importance of the rewards / services offered within the
FFP differ significantly according to gender.
H2a: Participants' views on other rewards / services vary significantly according to
gender.
H2b: Participants' views on discounted services differ significantly according to gender.
H3: The views of the participants on the importance of the rewards/services offered
within the FFP differ significantly according to the profession.
H3a: Participants' views on other rewards / services differ significantly according to
professional status.
H3b: The opinions of the participants about discounted services differ significantly
according to their professional status.
H4: The views of the participants on the importance of the rewards / services offered
within the FFP differ significantly according to the travel purpose.
H4a: Participants' views on other rewards / services differ significantly according to the
purpose of travel.
H4b: Participants' views on discounted services differ significantly depending on the
purpose of travel.
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RESULT
Partially Supported
Supported
Not Supported
Supported
Not Supported
Partially Supported
Not Supported
Supported
Partially Supported
Supported
Not Supported
Not Supported
Not Supported
Not Supported
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H5: The opinions of the participants on the importance of the rewards / services offered
within the FFP differ significantly according to the duration of their membership.
H5a: Participants' views on other rewards / services differ significantly according to the
duration of their membership.
H5b: Participants' views on discounted services differ significantly depending on the
duration of their membership.
H6: The opinions of the participants on customer loyalty differ significantly according
to the professional status.
H6a: Participants' views on behavioral commitment differ significantly according to
professional status.
H6b: Participants' views on attitudinal commitment differ significantly according to
professional status.

Supported
Supported
Supported
Supported
Supported
Supported

5.1. Managerial insights
Customer loyalty is, in a way, a sign of customers' reluctance to change the product, service, brand, or store
they depend on. In this way, customers will continue to prefer the products or services they are loyal to in
their subsequent purchases, which will shorten the purchasing process and help customers save money and
time. Customers' trust in a business makes them feel safer and has a shortening effect on the decision-making
process. Increasing the commitment of customers to a business and preferring that business despite other
businesses is an important advantage for the business. Because the cost of acquiring new customers is higher
than the cost of keeping existing customers. As can be clearly understood from this situation, ensuring
customer loyalty is extremely important for companies. Today, customer loyalty programs are one of the most
popular relational marketing approaches applied to create, develop and maintain customer relationships and
are applied in many sectors such as retailing, banking, tourism, airlines, car rental and entertainment.
Customer loyalty programs are marketing activities that enable companies to establish closer relationships
with these customers by using customized products offered to their predefined customers.
For the civil aviation industry, customer loyalty programs are shaped by FFPs. FFPs aim to protect the loyalty
of passengers by giving passengers various awards. In general, air transport has been considered as an
expensive transport system for many years. For this reason, there has been a visible distance between the
actors of the sector and the passengers. In parallel with this, it is much more costly for airline companies to
acquire new customers than airline companies to keep their customer base. Airline companies aim to gain
brand loyalty to passengers with FFPs and to continue as their own customers on their next flights. Airline
companies earn income both from the miles they sell to program partners and from the spending they make
with the miles earned by their passengers.
In addition, it is observed that women have more positive opinions than men about discount services. The
professional status of the participants comes to the fore regarding other rewards and services. At this point,
especially retired passengers have more positive opinions about these rewards and services. Retirees are able
to follow these rewards and services more closely and more closely due to their location.
On the other hand, students have the most negative thoughts on the subject. The main reason for this is that
students do not fly as often as other professions and have not reached a position to be sensitive about this
issue. The income levels of the participants also have an important place in the rewards and services offered.
Another important point is the duration of membership. Individuals with a membership of 6 years or more
care more about other rewards and services. These individuals with higher income find rewards and services
other than discounts more valuable. On the other hand, people with a membership less than 1 year have more
positive opinions about discounted services. Thus, the price discounts are more important for these
individuals.
Considering the occupational status of the participants, it is seen that those who are in business people
position are more loyal to their airline companies. This result can be also directly linked with the income
level.
The findings of this study also confirm the leading micro customization trends in marketing and rejects onesize-fit-all solutions. Namely, FFPs must be more individualized rather than a simple segmentation policy
based on the frequency of flight. With the current advancements in data analytics and machine learning, tailormade FFP offers specific to each passenger will be the common practice in the future.
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6.

Conclusion

Basically, FFPs can be considered as an alternative form of marketing for airline companies. Airline
companies reserve a special place for FFPs among the already numerous marketing activities. FFPs makes it
possible for passengers to think positively about their choice, which possibly influences their loyalty to the
brand. Thus, careful design of the content of a FFP is of paramount importance to moderate the loyalty
attitude of passengers.
This work aimed at examining the relationship between FFPs and customer loyalty, which can be further
decomposed into behavioral, and attitudinal loyalty. Additionally, the effects of demographic variables on
these two constructs were studied in order to gain more insights on targeted design of FFPs. To this end, a
survey was conducted on passengers flying from Istanbul Airport. The collected data was analyzed to check
the claimed hypotheses. The analysis has shown that there a significant effect of FFPs on both types of
loyalty. The results also approve that profession, gender, duration of membership to FFP are significant factor
for both, the views of passengers about services offered within FFPs, and the customer loyalty.
Two issues can be brought to the forefront as suggestions for future studies. The first of these concerns the
status in the FFP. Accordingly, Evaluation of customers separately according to the FFP cards they use may
reveal additional hints about FFP and customer loyalty. At this point, choosing a specific airline company in
future research will also make an extremely positive contribution to the quality of the study.
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