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1. INTRODUCTION 
Despite the widespread adoption of loyalty programs (LPs) in Indonesian banking, empirical evidence re-
garding how and under what conditions these programs effectively enhance customer perceived value and 
loyalty remains fragmented and inconclusive. Existing studies predominantly emphasize the direct benefits 
of LPs, such as rewards and transactional incentives (Mimouni-Chaabane & Parguel, 2025; Timmis et al., 
2025), while overlooking situational and customer-specific factors that may critically shape their effective-
ness(Bellaali, 2024). Prior research demonstrates that LPs can generate positive outcomes, including restoring 
trust, reducing customer ambivalence, enhancing perceived value, and strengthening loyalty (Corbishley et 
al., 2023; Utz et al., 2023), as well as improving firm performance  (Hua et al., 2018) and reward pursuit 
motivation (Yang et al., 2021). However, other studies highlight adverse consequences, such as negative cus-
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A B S T R A C T  

This study aims to develop a model to represent how LPs (loyalty programs) -policy, 
rewards, and usefulness of information- influence perceived value and loyalty in bank-
ing services, considering the moderating effect of perceived security and gender. Data 
were collected from 388 customers of two banks offering LPs in Indonesia and analyzed 
with partial least squares-structural equation modeling and multi-group analysis. The 
study validates the impact of policy and rewards on perceived value and loyalty and 
expands previous studies by identifying the role of security and gender. Perceived se-
curity moderates the influence of the usefulness of information on perceived value. 
Additionally, the study identifies significant differences in the effect of LPs by gender: 
the impact of policy on perceived value and loyalty is higher amongst males; rewards 
are a determinant of perceived value for males but of loyalty for females; and the effect 
of information usefulness on loyalty occurs only amongst males. 
 

A B S T R A K  

Studi ini bertujuan untuk mengembangkan model yang mewakili bagaimana program 
loyalitas yang terdiri dari kebijakan, penghargaan, dan kegunaan informasi- 
mempengaruhi nilai dan loyalitas dalam layanan perbankan, dengan 
mempertimbangkan efek moderasi dari keamanan dan gender. Data dikumpulkan dari 
388 nasabah di dua bank yang menawarkan program loyalitas di Indonesia dan 
dianalisis dengan model persamaan struktural dan analisis multi-grup. Studi ini 
memvalidasi dampak kebijakan dan penghargaan terhadap persepsi nilai dan loyalitas 
serta memperluas studi sebelumnya dengan mengidentifikasi peran keamanan dan 
gender. Keamanan yang dirasakan memoderasi pengaruh kegunaan informasi 
terhadap nilai yang dirasakan. Selain itu, penelitian ini mengidentifikasi perbedaan 
signifikan dalam pengaruh program loyalitas berdasarkan gender: dampak kebijakan 
terhadap persepsi nilai dan loyalitas lebih tinggi di kalangan laki-laki; penghargaan 
merupakan penentu nilai yang dirasakan bagi laki-laki, namun loyalitas bagi 
perempuan; dan pengaruh kegunaan informasi terhadap loyalitas hanya terjadi pada 
laki-laki. 
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tomer reactions following program termination (Melnyk & Bijmolt, 2015), perceptions of unfairness  (Stein-
hoff & Palmatier, 2016), and the limited role of monetary rewards compared to social and exploration benefits 
in driving loyalty (Fourie et al., 2023). Moreover, revenue managers often misinterpret loyalty by conflating 
transactional, attitudinal, and true loyalty, leading to ineffectivse LP designs (Lentz et al., 2022). These mixed 
findings indicate that LP effectiveness is context-dependent rather than universal, reinforcing the need for a 
more integrative explanatory framework (Belli et al., 2022; Kim et al., 2021). 

More importantly, although security is a fundamental concern in banking services, particularly in 
digital and transaction-based environments (Baik & Famularo, 2024), its role in conditioning the effectiveness 
of banking LPs has received limited empirical attention. Prior LP research recognizes uncertainty avoidance 
and perceived risk as relevant contextual factors, yet fails to explicitly conceptualize perceived security as a 
moderating mechanism that shapes how LP attributes translate into customer value (Chen et al., 2021). This 
omission is critical, given that banking LPs are increasingly embedded in electronic banking platforms where 
customers’ willingness to engage is closely tied to perceptions of transaction safety and data protection 
(Nigatu et al., 2023) . Security perceptions reflect customers’ assessment of risk exposure and the extent to 
which personal and financial information can be safely managed within banking systems (Xie et al., 2017), 
suggesting that LP effectiveness cannot be fully understood without accounting for this factor. 

Similarly, gender differences in banking LP effectiveness remain underexplored, despite extensive 
evidence that male and female customers differ in service evaluations, technology adoption, and loyalty for-
mation. While previous studies have confirmed the moderating role of gender in banking contexts—such as 
personnel capability and customer satisfaction (Darzi & Bhat, 2018), personal values underlying loyalty (Hen-
rique & De Matos, 2015), and the adoption of internet banking driven by social norms, ease of use, and per-
ceived advantage (Riquelme & Rios, 2010)—the moderating effects of gender on the relationships between 
LP attributes, perceived value, and loyalty have not been adequately examined. This gap is particularly evi-
dent in the banking industry, where gender-based moderation remains largely unexplored (Teeroovenga-
dum, 2022). 

Accordingly, the research problem addressed in this study is the absence of an integrative empirical 
model that explains how specific banking LP attributes—policy, rewards, and information usefulness—in-
fluence customer perceived value and loyalty, and how these relationships are contingent upon perceived 
security and gender differences. Addressing this problem is essential to reconcile inconsistent findings in 
prior LP research (Chen et al., 2021; J. J. Kim et al., 2021) and to provide banking practitioners with theoreti-
cally grounded and context-sensitive insights for designing more effective loyalty programs. Therefore, this 
study examines how banking LPs can increase customers’ perceived value and loyalty. Banking LPs include 
policy, rewards, and information usefulness (Omar & Musa, 2011). The policy shows the extent to which 
these programs provide convenience, speed, and sufficient time to redeem points. Rewards concern their 
quality and compliance with customer needs. The usefulness of information shows whether the programs 
inform and remind customers about earning points. This study also examines the situational factors sur-
rounding LPs (perceived security and gender), which help to increase their effectiveness. 

The study has both academic and practical implications. It significantly contributes to the literature 
relating LPs, perceived value, and loyalty, emphasizing bank marketing. It also suggests a moderated mech-
anism for enhancing customer loyalty related to saving accounts, incorporating security and gender as mod-
erators. Therefore, the study enables a better understanding of LPs in the banking context and contributes to 
the literature on customer behavior and bank marketing. Practically, the study makes several recommenda-
tions for bank management to enhance LPs to increase customer perceived value and loyalty. In addition, 
the research recommends how to manage banking customer loyalty differently based on perceived security 
and gender. 

 
2. THEORETICAL FRAMEWORK AND HYPOTHESES 
Stimulus–organism–response theory  
Adoption of the S-O-R framework concerning loyalty has been conducted in specific areas, such as live 
streaming apps effect (Ho & Chow, 2023), store loyalty (Koo & Kim, 2013), and brand community loyalty 
(Kamboj et al., 2018). In the banking area, the framework has been employed in studies of artificial intelli-
gence (Ho & Chow, 2023), financial advertisement (Dogra et al., 2023), banking loyalty and relationship qual-
ity (Izogo et al., 2017), experience and brand equity (Loureiro & Sarmento, 2018),  mobile banking environ-
ment and engagement (Sahoo & S. Pillai, 2017), service quality and loyalty (Famiyeh et al., 2018), and mobile 
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banking information content and transaction intention (Sreejesh et al., 2016). Therefore, S-O-R frameworks 
have been confirmed in conventional and electronic banking areas. 
This study applies the S-O-R framework to investigate the relationship between environmental cues, namely 
LPs (S), perceived value (O), bank loyalty (R), and saving account services. The banking LP affects customers’ 
emotional responses, such as policy, rewards, and information usefulness. Organisms in the S-O-R model 
refer to consumers’ mental responses influenced by the external environment (Kıymalıoğlu et al., 2024) . In 
this study, the organism is conceptualized as perceived value towards banking. The response in the S-O-R 
model represents the complex cognitive and behavioral processes characterizing the overall consumer deci-
sion process, consisting of the following stages: pre-search, information search and acquisition, decision-
making, and post-decision (Kıymalıoğlu et al., 2024).  This study’s responses (R) approach behaviors repre-
sent customer loyalty to a particular bank as a consumer post-decision. 
Loyalty Programs 
Prior research on loyalty programs (LPs) reports mixed findings regarding their effectiveness in fostering 
loyalty (Kaur, 2024; Krampe et al., 2025; Telli & Aydin, 2026). While rewards may enhance perceptions of 
fairness, satisfaction, and customer interest, they do not consistently lead to loyalty and may even weaken 
commitment when perceived as purely transactional (Söderlund & Colliander, 2015). Economic rewards of-
ten produce stronger immediate effects than social rewards, although social rewards facilitate relational en-
gagement (Ladeira et al., 2025). These inconsistencies indicate that LPs should not be viewed solely as out-
comes-driven mechanisms, but rather as environmental stimuli whose effectiveness depends on customers’ 
internal evaluations. Banking loyalty research supports viewing LPs as behavioral habit-shaping tools (Kim 
et al., 2024), relational investments (Yen & Chen, 2025), and economic value-exchange systems (Thach et al., 
2025), and validates policy clarity, reward attractiveness, and transparency as central dimensions for explain-
ing and measuring customer responses (Omar & Musa, 2011).  
Within the S-O-R framework, LP attributes—policy, rewards, and information usefulness—function as stim-

uli (S) that shape customers’ cognitive and affective evaluations, conceptualized as perceived value (O). 
Transparent and fair LP policies reduce perceived effort and uncertainty, increasing the benefits relative to 
the costs incurred (Ladeira et al., 2025). Meaningful and relevant rewards enhance economic and psycholog-
ical value by reinforcing exchange fairness and motivating reward redemption through cognitive and psy-
chological incentives(E. Hwang et al., 2019) . In addition, useful LP information, such as reminders and clear 
communication, reduces ambiguity and enhances perceived control, enabling customers to better realize pro-
gram benefits. Beyond transactional benefits, LPs can also reduce distrust, resolve customer ambivalence, 
and strengthen perceived relational bonds (Utz et al., 2023; Fourie et al., 2023). 
However, LP stimuli do not produce uniform responses across customers. Declining LP status may trigger 
frustration and switching behavior, particularly among long-standing male customers (Banik et al., 2019), 
and LPs tend to increase customer share primarily among price-sensitive customers rather than already loyal 
ones (Voorhees et al., 2015). These findings reinforce the S-O-R logic that LPs influence behavioral responses 
(R)—such as loyalty—indirectly through customers’ internal value evaluations. Accordingly, this study posits 
that LP attributes (policy, rewards, and information usefulness) positively influence bank customers’ per-
ceived value, which serves as the organismic mechanism underlying loyalty formation. 
H1a-c: LPs in terms of (a) policy, (b) rewards, and (c) information usefulness positively influence bank cus-
tomer perceived value. 
 
Loyalty programs (LPs) can foster customer loyalty by reinforcing repeated exchange relationships and re-
ducing customers’ motivation to switch service providers. Within the S-O-R framework, LP attributes—pol-
icy, rewards, and information usefulness—function as stimuli that directly shape loyalty responses by 
strengthening commitment, increasing switching costs, and sustaining engagement. Transparent and con-
venient LP policies lower procedural barriers and encourage continued usage and recommendation behav-
iors (Omar et al., 2013; Omar & Musa, 2011). Rewards act as tangible reinforcements that motivate ongoing 
participation and deepen commitment through accumulated benefits, particularly among price-sensitive cus-
tomers (Corbishley et al., 2023) . In addition, useful LP information maintains program salience, reduces 
uncertainty, and encourages habitual participation, thereby supporting loyalty behaviors. Beyond transac-
tional incentives, LPs can also reduce distrust and customer ambivalence and strengthen perceived relational 
bonds, which are essential foundations of loyalty (Fourie et al., 2023; Utz et al., 2023). Accordingly, well-
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designed LP attributes provide a clear theoretical basis for proposing that policy, rewards, and information 
usefulness positively influence bank customer loyalty, as stated in Hypotheses H2a–c. 
H2a-c: LPs in terms of (a) policy, (b) rewards, and (c) information usefulness positively influence bank cus-
tomer loyalty. 
 
Perceived value and customer loyalty  
In banking services, perceived value should not be interpreted as a mere expectation of future benefits, but 
as a cumulative, experience-based evaluation formed through repeated service interactions and ongoing us-
age (Dölarslan, 2014; Molinillo et al., 2021; Özkan et al., 2020; Yuen et al., 2018). Unlike purchase intention, 
which reflects short-term behavioral inclination, loyalty emerges from customers’ continuous assessments of 
whether the benefits received—such as service convenience, reasonable fees, and overall advantages—con-
sistently exceed the costs incurred relative to competing banks(Molinillo et al., 2021). In this relational and 
long-term context, perceived value reflects customers’ experienced superiority of the service and functions 
as a key determinant of their willingness to maintain the relationship, recommend the bank, and resist 
switching (Hoang et al., 2023; Kant et al., 2019). Within the Stimulus–Organism–Response framework, per-
ceived value represents the organismic state that translates experienced service stimuli into stable behavioral 
responses, thereby providing a strong theoretical basis for proposing that perceived value positively influ-
ences bank customer loyalty . 
H3: Perceived value positively influences bank customer loyalty. 
 
Perceived banking security 
In banking services, perceived security conditions how customers interpret and evaluate loyalty program 
(LP) attributes by shaping their confidence in transaction reliability and data protection (Kiran & Hiren, 
2017). High perceived security reduces risk and uncertainty, thereby enabling customers to cognitively and 
emotionally engage with LP attributes and fully realize their benefits. When security is high, transparent LP 
policies are more likely to be perceived as fair and reliable, strengthening their contribution to perceived 
value. Similarly, rewards generate higher economic and psychological value when customers trust that 
points and benefits can be safely accumulated and redeemed; under low security, such rewards may be dis-
counted due to concerns over misuse or loss (Cui et al., 2018). In addition, useful LP information—such as 
reminders and redemption guidance—enhances perceived value more effectively when customers feel se-
cure, as security increases trust in communicated information and willingness to act upon it, whereas low 
security may lead to avoidance or skepticism toward such information (Stewart & Jürjens, 2018). Consistent 
with prior evidence that security strengthens trust, motivation, and long-term reciprocal orientation (Meu-
lenaere et al., 2015), perceived security is expected to amplify the effects of LP policies, rewards, and infor-
mation usefulness on customer perceived value. Accordingly, the relationships between these LP attributes 
and perceived value are stronger under high security and weaker under low security. 
H4a-c: The level of bank service security moderates the relationship between a) policies, b) rewards, and c) 
information usefulness of bank LPs and customer perceived value, meaning that (a) the relationship will be 
stronger when service security is high and (b) the relationship will be weaker when security is low. 
 
Banking services and gender 
Gender differences in customer responses to loyalty programs (LPs) can be explained by differences in un-
derlying motivations, risk orientation, and evaluative criteria, as suggested by social role theory(Melnyk & 
van Osselaer, 2012).  Social role theory posits that males and females develop distinct cognitive and behav-
ioral orientations based on socially constructed roles, which influence how they evaluate incentives, infor-
mation, and relational cues in service contexts (Anglin et al., 2022). Consequently, male and female customers 
do not necessarily value the same aspects of LPs nor interpret their benefits in the same way. Male customers 
tend to adopt a more instrumental and goal-oriented evaluation, emphasizing functional efficiency, rules 
clarity, and tangible outcomes. Prior studies indicate that males are more responsive to structural attributes 
of services, such as environmental quality, technological features, and procedural clarity (Teeroovengadum, 
2022). In the context of LPs, this suggests that policies and rewards are more likely to be evaluated by males 

as indicators of economic and functional value, thereby exerting a stronger influence on perceived value and 
loyalty. In contrast, female customers generally exhibit higher risk sensitivity and relational orientation, plac-
ing greater emphasis on trust, assurance, and emotional reassurance (Saleem et al., 2022). As a result, females 
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may derive value and loyalty more strongly from LP attributes that signal relational support, fairness, and 
reassurance rather than purely transactional efficiency. 
These gender-based differences extend to responses toward LP communication and security. Females tend 
to process security concerns more emotionally and are more cautious in technology-mediated service adop-
tion, whereas males rely more on rational assessments of system functionality (Aboobucker & Bao, 2018; 
Laukkanen, 2016). Accordingly, the effectiveness of LP information and perceived security in shaping value 
and loyalty is likely to differ between males and females. Informational cues and security assurances may 
enhance perceived value and loyalty more strongly for females by reducing anxiety and perceived risk, while 
males may focus more on how LP attributes directly contribute to utility and outcomes. Empirical evidence 
across service contexts consistently confirms that gender moderates the relationships between service qual-
ity, satisfaction, value, and loyalty (Jin et al., 2013; Ma et al., 2014). Extending this logic to banking LPs, gender 
is expected to condition how customers interpret LP policies, rewards, and information usefulness, as well 
as how perceived security amplifies these effects. Therefore, gender serves as a meaningful contextual mod-
erator that explains why identical LP designs may generate different value perceptions and loyalty outcomes 
among male and female customers. 
H5a-c: Gender moderates the relationship between LPs in terms of (a) policy, (b) rewards, (c) information 
usefulness, and bank customer perceived value. 
H6a-c: Gender moderates the relationship between LPs in terms of (a) policy, (b) rewards, (c) information 
usefulness, and (d) perceived value and bank customer loyalty. 
H7a-c: The moderating effect of perceived security on the relationship between LPs in terms of (a) policy, (b) 
rewards, and (c) information usefulness differs between males and females. 
Figure 1 shows the research framework of this study. 
 
 
 
 

 

Figure 1. Research Framework 
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3. RESEARCH METHOD 
Sample description 
Three hundred eighty-eight respondents volunteered to participate. One hundred eighty were male (46.4 
percent), and 208 were female (53.6 percent). Most participants were between 20 and 24 years old (50.5 per-
cent). 152 (39.2 percent) were students and 104 (26.8 percent) were working professionals, whereas 12 (3.1 
percent) were civil servants and 82 (21.1 percent) were self-employed or had their businesses. Furthermore, 
215 (44.4 percent) had only one saving account, 138 (35.6 percent) had two saving accounts, and the remaining 
35 (9 percent) had more than two saving accounts. Concerning the length of time, the respondents had been 
bank customers, 65 (16.8 percent) had been so for 6-12 months, 138 (35.6 percent) for 12-23 months, 114 (29.4 
percent) for 24-35 months, and the remaining 71 (18.3 percent) for over 36 months. Regarding their LP be-
havior, all of the respondents had redeemed points in the last month, the majority doing so once 282 (72.7 
percent), 80 (20.6 percent) twice, and 26 (6.7) more than twice. Out of the 388, 359 (92.5 percent) used ATMs, 
122 (31.4 percent) used mobile banking, 111 (28.6 percent) used internet banking, and 43 (11.1 percent) used 

SMS banking. 
Descriptive analysis  
Table I shows a descriptive analysis of the items used as construct measurements, such as mean, loading 
factor, standard deviation, and sig t-test. 
 

Table 1. Mean, loading factor, standard deviation, sig t-test. 

Construct and Items M LF 
Female Male Gap F-M, 

Sig M SD M SD 

Policy (Omar & Musa, 2011)        
LP has a rewards procedure that is easy to un-
derstand. 

5.68 0.67** 5.67 0.81 5.69 0.73 -0.02ns 

LP gives enough time to exchange points. 5.67 0.67** 5.67 0.74 5.67 0.79 0.00 ns 
LP allows points to be received quickly. 5.74 0.72** 5.75 0.90 5.72 0.88 0.03 ns 
LP has clear prerequisites for participation. 5.90 0.69** 5.87 0.83 5.94 0.83 -0.07 ns 
LP has a clear way of calculating points. 5.88 0.66** 5.90 0.87 5.87 0.86 0.03 ns 
Rewards (Omar & Musa, 2011)        
LP offers quality rewards. 5.94 0.71** 5.95 0.84 5.93 0.90 0.02 ns 
LP offers branded rewards. 5.81 0.81** 5.84 0.90 5.77 0.99 0.07 ns 
LP offers rewards that fit my needs. 5.68 0.68** 5.72 0.91 5.63 0.96 0.09 ns 
LP offers attractive rewards.  5.88 0.76** 5.91 0.80 5.86 0.92 0.05 ns 
Information usefulness (Omar & Musa, 2011)        
LP reminded me of the expiry date of the 
points. 

5.66 0.82** 5.66 0.97 5.66 0.95 0.00 ns 

LP informed about outlets that participate in 
the LP. 

5.61 0.85** 5.58 0.96 5.63 1.07 -0.05 ns 

LP reminded me of the voucher expiry date. 5.74 0.77** 5.76 0.94 5.71 0.96 0.05 ns 
Perceived security (Xie et al., 2017)        
I feel safe in making transactions through this 
savings account. 

6.03 0.97** 6.07 0.74 5.97 0.79 0.10 ns 

I am not worried about the security aspect of 
this savings account. 

6.01 0.97** 6.04 0.79 5.97 0.87 0.07 ns 

Perceived value. (Benlian & Hess, 2011; Lee, 2009; 
Ryu, 2018) 

       

This one offers a more attractive service than 
savings accounts at other banks. 

5.79 0.79** 5.80 0.90 5.79 0.90 0.01 ns 

Compared to savings accounts at other banks, 
this one charges a more reasonable fee than 
similar services. 

5.80 0.72** 5.80 0.95 5.80 0.89 0.00 ns 

This one provides more free services than sav-
ings accounts from other banks. 

5.60 0.67** 5.57 1.00 5.61 1.02 -0.04 ns 

Comparing what I pay for what I get, this sav-
ings account provides better benefits. 

5.77 0.80** 5.78 0.91 5.76 0.94 0.02 ns 
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Construct and Items M LF 
Female Male Gap F-M, 

Sig M SD M SD 
Comparing what I pay with what other banks 
might provide, this savings account provides 
better benefits. 

5.82 0.80** 5.79 0.91 5.87 1.00 -0.08ns 

Loyalty (Zhao et al., 2016)        
I would recommend this savings account to 
those who need to make savings. 

5.98 0.73** 6.06 0.81 5.88 0.94 0.18* 

I will invite friends to use this savings account. 5.85 0.65** 6.00 0.81 5.68 1.00 0.32* 
I will invite relatives to use this savings ac-
count. 

5.82 0.67** 6.00 0.83 5.62 1.06 0.38* 

I will post a positive message about this sav-
ings account on social media. 

5.81 0.67** 5.94 0.96 5.67 1.13 0.27* 

I intend to continue to use this savings ac-
count. 

6.21 0.72** 6.30 0.81 6.11 0.97 0.19* 

Note: LP =  LP name; LF=loading factor; M=mean; SD = standar deviation; * =p<0.05; **=p<0.001; ns=not 
significant 
 
Based on Table 1, the responses to items range from 5.60 to the statement on perceived value (“Compared to 
savings accounts from other banks, this savings account provides more free services”) to 6.21 on loyalty (“I 
intend to continue to use this savings account”). These show that the responses exceed the mean score, indi-
cating a relatively high customer assessment. Through the independent-sample t-test analysis, a comparison 
can be made between genders, where the responses of females are mostly higher than those of males, and 
reactions to loyalty show significant differences. 
Measurement model  
The study employed Warp PLS version 7.0 to validate the measurement model, and confirmatory factor anal-
ysis (CFA) was performed to determine the reliability and validity of the scales. Before data are analyzed, the 
measurement model must provide confidence that the research data are feasible. A validity and reliability 
test was performed to test the appropriateness of the instruments and the data collected for statistical analy-
sis. The test was conducted by confirming convergent and discriminant validity. Convergent validity aims to 
establish how items converge in measuring the constructs. It was performed by evaluating whether the con-
structs met the criteria if the value of AVE> 0.5 and the loading factor> 0.6 (p <0.05). The convergent validity 
test results show an AVE value> 0.5, except for PL, which is acceptable. AVE <0.5 is good as long as CR> 0.6 
because convergent validity is still sufficient  (Cheung et al., 2024). The loading factors in the items show 
values above 0.6, which are significant (Table I). Therefore, both indicate that the items are integrated or meet 
the convergent validity criteria. Discriminant validity shows how much items in each construct differ from 
those in others. The discriminant validity is acceptable when the square root of AVE for each construct is 
higher than the correlation coefficient of different constructs. A statistical test was used by observing the 
value of the square root AVE> correlation with other constructs. Table II shows the AVE square root values 
on the diagonal score, where the correlation value is greater than the correlation value of other constructs. 
As a result, it shows that the items are different from items with other constructs. 
 

Table 2. Construct Validity and Reliability 

Construct Code PL RW IU PS PV LO 

Policy PL (0.684) 0.318 0.478 -0.034 0.371 0.406 

Rewards RW 0.318 (0.740) 0.312 0.072 0.308 0.308 

Information usefulness IU 0.478 0.312 (0.811) -0.024 0.522 0.359 

Perceived security PS -0.034 0.072 -0.024 (0.972) 0.013 0.112 

Perceived value PV 0.371 0.308 0.522 0.013 (0.758) 0.504 

Loyalty LO 0.406 0.308 0.359 0.112 0.504 (0.732) 

Composite Reliability CR 0.814 0.828 0.852 0.972 0.871 0.851 

Cronbach’s Alpha α 0.714 0.723 0.739 0.942 0.814 0.780 

Average Variance Ex-
tracted 

AVE 0.467 0.548 0.658 0.945 0.574 0.535 
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Number of items - 5 4 3 2 5 5 

Note: 1) Overall correlation between the constructs is p <0.0001; 2) The scores show pairwise correlations 
between the constructs, while the diagonal scores (in bold) indicate the square root of AVE. 
 
The reliability test was performed by evaluating the extent to which items could be used in measuring the 
constructs consistently. For this, a statistical test was performed by observing the composite reliability and 
Cronbach’s alpha; in Table II, both exceed the specified cut-off values of 0.7 and 0.6, respectively. This result 
shows that the items have produced consistent responses in the construct measurements. Therefore, it can be 
concluded that the research instruments and data are valid and reliable; in other words, they meet the re-
quirements for hypothesis testing. 
Hypothesis testing  

Hypothesis testing was performed using the structural equation model to simultaneously estimate the over-
all hypothesis in a single model. In hypothesis testing, control variables are also included to reduce the effect 
of these variables on the testing results. The variance inflation factor (VIF) was also estimated and met the 
cut-off value (VIF <3.3) to avoid collinearity among the predictor variables (Kock, 2015). The results of the 
research hypothesis testing are shown in Table III. From the Table, it can be seen that most of the research 
hypotheses were confirmed, although the two on the moderation role of perceived security were not. In the 
research model, the role of policy on perceived value has a positive effect (β = 0.13, p <0.001), which means 
customers with a higher policy assessment tend to have higher perceived value. Therefore, H1a is supported. 
Rewards were also confirmed to positively affect customer value (β = 0.20, p <0.001), meaning that bank 
customers with a higher perception of rewards tend to have higher perceived value. This result supports H1b. 
Moreover, information usefulness has a significant positive effect on perceived value. Hence (H1c) is also 
supported (β = 0.35, p <0.001), which means that higher information usefulness indicates higher perceived 
value. The positive effect of perceived value on loyalty (H3) was also supported (β = 0.33, p <0.001), showing 
that perceived value makes a positive contribution to customer loyalty. The effect of LPs on loyalty was 
confirmed by testing the role of policy (H2a: β = 0.21, p <0.001), rewards (H2b: β = 0.14, p <0.001), but not of 
information usefulness (H2c: β = 0.03, p> 0.05). Therefore, H2a and H2b are supported, but H2c is not.  
 
Testing the moderating role of perceived security revealed no confirmation of the relationship between policy 
and perceived values (β = 0.03, p> 0.05). Likewise, the moderating role of the relationship between rewards 
and perceived value was not confirmed (β = 0.12, p <0.001). Therefore, H3a and H3b are not supported. How-
ever, the moderating role of perceived security on the relationship between information usefulness and per-
ceived value was confirmed (β = 0.14, p> 0.001), meaning H2c is supported. This result shows that increasing 
the perception of customer security will strengthen the role of information usefulness in improving customer 
value. In other words, the effectiveness of the information’s usefulness will be higher, especially for custom-
ers who feel that transactions through savings accounts are safe.  
 

Table 3. Hypothesis Testing 

Hypothesis Relationship VIF 
Beta, 
p-value 

Conclusion 

 Path    
H1a Policy → perceived value 1.35 0.13** Supported 
H1b Rewards → perceived value 1.16 0.20** Supported 

H1c 
Information usefulness → perceived 
value 

1.52 
0.35** Supported 

H2a Policy → loyalty 1.42 0.21** Supported 
H2b Rewards → loyalty 1.16 0.14** Supported 
H2c Information usefulness → loyalty 1.61 0.03ns Not supported 
H3 Perceived value → loyalty 1.51 0.33** Supported 
H4a Security* policy → perceived value 1.38 -0.03ns Not supported 
H4b Security* rewards → perceived value 1.71 -0.01ns Not supported 

H4c 
Security* information usefulness → per-
ceived value. 

1.48 0. 14** Supported 

Notes: ** = p<.01; * = p<.05; VIF = variance inflation factors; ns = not significant; n.a = not available 
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Moderation effects of gender 

Four control variables were included in the data analysis to reduce the bias of the analysis results. The statis-
tical tests showed no significant effect from them, namely age (β = 0.03, p> 0.05), length of time as a customer 
(β = -0.00, p> 0.05), frequency (β = 0.09, p> 0.05), and occupation (β = 0.09, p> 0.05). Multi-group SEM with a 
constraint latent group analysis test was performed to test the moderating effects of gender on each of the 
paths in the hypothesized model (Kock, 2014, 2020). The gender moderation analysis shows significant dif-
ferences between males and females, as shown in Table IV. The gender moderation test confirmed the rela-
tionship between policy and perceived value for males (β = 0.22, p <0.01) and females (β = 0.16, p <0.05), 
which indicates a significant difference between them (ALGC = 0.10, p <0.05). These results mean that the 
male effect is more powerful than that on females. Accordingly, H5a is supported. The moderation effect of 
gender on the relationship between rewards and perceived value was also confirmed (ALGC = 0.12, p <0.05), 
which the effect was confirmed for males (β = 0.32, p <0.01) but not for females (β = 0.08, p> 0.05). In other 
words, the effect of rewards on perceived value only occurs in males, so H5b is supported. The moderation 
effect of gender on the relationship between information usefulness and perceived value was not confirmed 
(ALGC = 0.06, p>0.05). However, the effect was confirmed for both males (β = 0.35, p <0.01) and females (β 
= 0.30, p< 0.01). Therefore, H5c is not supported. 
Gender moderated the relationship between policy and loyalty (β=0.17, p<0.01), with the ties being slightly 
stronger for male customers (β=0.19, p<0.01)   than female ones (β=0.16, p<0.05). This result means that policy 
plays a more important role for males than females. Therefore, H6a is supported. However, gender does not 
moderate the relationship between rewards and loyalty (βALGC=0.04, p>0.05), meaning there was no differ-
ence in the role of rewards on loyalty between males (β=-0.02, p>0.05) and females (β=0.19, p<0.01). Hence, 
H6b is not supported. Gender moderates the relationship between information usefulness and loyalty 
(βALGC=0.29, p<0.01), although the relationship is only for male customers (β=0.22, p<0.01), not for female 
ones (β=-0.04, p>0.05). This result reveals that information usefulness plays a role for male, but not female, 

customers. Hence, H6c is supported. Moreover, regarding the relationship between perceived value and loy-
alty, gender moderates the relationship (βALGC=0.25, p<0.01). The association is slightly stronger for males 
(β=0.43, p<0.01)   than females (β=0.28, p<0.01). This result means that perceived value is more important for 
male than female customers. H2d is supported. 
 

 
Table 4. Gender Moderation Hypothesis Testing 

 Path/ Control variable 
β - Male 
(180) 

β -Female 
(208) 

ALGC 
Stand-
ard Er-
ror 

P-value Conclusion 

 Path       

H5a Policy → perceived value 0.22** 0.16* 0.10* 0.50 0.04 Supported 
H5b Rewards → perceived value 0.32** 0.08ns 0.12* 0.50 0.02 Supported 

H5c 
Information usefulness → per-
ceived value 

0.35** 0.30** 0.06ns 0.50 0.19 Not supported 

H6a Policy → loyalty 0.19** 0.16* 0.17** 0.50 <0.001 Supported 
H6b Rewards → loyalty -0.02ns 0.19** 0.04ns 0.50 0.39 Not supported 

H6c 
Information usefulness → loy-
alty 

0.22** -0.04ns 0.29** 0.49 <0.001 Supported 

H6d Perceived value → loyalty 0.43** 0.28** 0.25** 0.05 <0.001 Supported 

H7a 
Security*policy → perceived 
value 

-0.04ns -0.12* 0.10ns 0.05 0.057 Not supported 

H7b 
Security*rewards → perceived 
value 

-0.01ns 0.03ns 0.01ns 0.05 0.893 Not supported 

H7c Security*information useful-
ness → perceived value. 

-0.06ns 0.18** 0.11* 0.05 0.03 Supported 

Notes: ** = p<.01; * = p<.05; ns = not significant: ALGC = absolute latent growth coefficients 
 
 
 
 
 



ISSN 2087-3735 Sutarso, Yudi: The Role of Loyalty… 

66 

 

Gender was also identified by the differences in perceived security (β = 0.28, p <0.01) in moderating the 
relationship between information usefulness and perceived value, which did not occur for males (β = -0.06, 
p> 0.05), but did for females (β = 0.18, p <0.01). This difference means that perceived security is important in 
female perceived value, not males. However, there is no difference between males and females in the mod-
erating role of perceived security on the effects of policy (βALGC=0.10, p>0.05) and rewards (βALGC=0.01, 
p>0.01) on perceived value. Hence, H7c is supported, but H7a and H7b are not supported. 
 

4. DATA ANALYSIS AND DISCUSSION 

The role of LPs 
Prior literature attributes LPs as spikes to two behavioral effects: increased spending to collect points pre-
redemption and increased post-redemption (Nastasoiu et al., 2021). An essential question in this study was 
whether LPs positively impact perceived value. The importance of policy, rewards and information usefulness 
for customer value and loyalty has been confirmed. Also, that policy positively affects perceived value. This 
finding indicates that policies (such as easy-to-understand procedures, time available to redeem points, ser-
vice speed, clarity of participation requirements, and clarity of reward calculations) are essential in increasing 
customers’ perceived value. Another finding is that rewards, as reflected in the quality, brand, suitability for 
customer needs, and attractiveness of gifts, are confirmed to increase customers’ perceived value. Moreover, 
information usefulness is another crucial element in increasing perceived value, as reflected in the role of mar-
keters in informing and reminding customers of LPs. Therefore, these three factors are confirmed to improve 
customers’ perceived value. This value is reflected in customers’ interest in LPs, their perception of more 
reasonable prices, and superior benefits to competitors. 

The findings validate previous studies, especially regarding the role of LPs in increasing customer 
benefits (Söderlund & Colliander, 2015). Policy, rewards, and information usefulness in this study confirm 
the findings from cardholder LPs (Omar et al., 2013). The only difference is that the most critical factor in LPs 
is the policy for cardholders, but in this study, it is shown to be information usefulness. The role of rewards 
is similar in the frequent flyer program context, in which rewards motivate customers to act to obtain a ben-
efit (Meyer-Waarden, 2013). LPs are also confirmed to play an essential role in increasing customer loyalty. 
This finding is confirmed especially in the policy factor, which is reflected in accessible, straightforward, and 
fast programs that can encourage customers to be loyal, which is reflected in their intention to recommend, 
invite others, and continue to use the services. Moreover, this study also confirms the role of rewards in 
increasing customer loyalty, meaning they are essential as an instrument in this context. However, this study 
did not guarantee its role in increasing customer loyalty with information usefulness. These results confirm 
the findings of the previous study by (Lee et al., 2015) that economic rewards increase loyalty. Moreover, the 
results confirm the conclusion of the effect of the gamification of LPs on consumer loyalty towards LPs ( 
Hwang & Choi, 2020). Moreover, the impact on loyalty also confirms another previous study, in which LPs 
enhanced loyalty to healthcare service providers (Gambarov et al., 2017). 

The role of LPs in increasing loyalty is also mediated by perceived value, precisely policy and re-
wards. This mediation means that policies and rewards are directly related to loyalty and increase perceived 
value. However, its role is more connected to perceived value than loyalty regarding the information’s use-
fulness. Information usefulness does not directly affect loyalty but instead through perceived value. This 
finding means that only useful information that provides value can increase loyalty. It is consistent with 
previous studies, which have perceived that program values, especially psychological values and store loy-
alty  (Omar et al., 2013). Therefore, the findings validate the S-O-R framework in the context of LPs in bank-
ing. The difference between this study to previous ones (Chang, 2013; Luo et al., 2016; Salim, 2009; Vieira, 
2013) is the context and components of the relationships among environmental cues, stimuli, and responses. 
Therefore, the theoretical contribution of this study is its extension of the S–O–R framework to identify at-
tributes of LPs as stimuli, perceived value as an organism, and loyalty as a response. 
 
The moderation role of perceived security  
This study explicitly examines the moderating role of perceived security in the relationship between loyalty 
program (LP) attributes and customer perceived value using interaction effects within the PLS-SEM frame-
work. The moderation analysis reveals that perceived security does not uniformly moderate all LP attributes, 
but instead plays a selective and context-specific role, thereby addressing the central research question re-
garding when and how security matters in banking loyalty programs. Empirical results show that perceived 
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security significantly moderates only the relationship between information usefulness and perceived value, 
while its moderating effects on the relationships between policy and perceived value, as well as rewards and 
perceived value, are not supported. This finding indicates that perceived security does not amplify all LP 
mechanisms indiscriminately; rather, it strengthens LP effectiveness specifically when customer value crea-
tion depends on information processing and communication. 

The significant interaction effect demonstrates that the positive influence of information usefulness 
on perceived value is stronger for customers with higher perceived security than for those with lower per-
ceived security. In practical terms, customers who feel confident about transaction safety and data protection 
are more receptive to LP-related information, such as reminders, notifications, and redemption guidance. 
Under high-security conditions, such information is interpreted as helpful and value-enhancing, thereby in-
creasing customers’ overall evaluation of the benefits received from the bank. Conversely, when perceived 
security is low, customers are more likely to distrust or ignore LP communications, limiting the extent to 
which information usefulness translates into perceived value. The absence of moderation effects for policy 
and rewards further reinforces the specificity of perceived security’s role. LP policies and rewards represent 
relatively tangible and structural program attributes that customers can evaluate independently of security 
perceptions. As a result, their contribution to perceived value remains relatively stable regardless of custom-
ers’ perceived security levels. In contrast, LP information requires active cognitive engagement and trust in 
communication channels, making its effectiveness more sensitive to customers’ security perceptions. 

These findings align with prior research suggesting that perceived security primarily enhances trust 
formation and information credibility in banking services (Cui et al., 2018; Stewart & Jürjens, 2018), rather 
than uniformly strengthening all service attributes. Consistent with previous study, security functions as a 
foundational condition that determines whether customers are willing to engage with bank-provided infor-
mation and incorporate it into their value assessments (Susanto et al., 2013). Moreover, parallels can be drawn 
with organizational behavior studies showing that security strengthens motivation, reciprocal orientation, 
and information utilization only when individuals perceive low risk in engagement (Meulenaere et al., 2015). 
Overall, the moderation analysis confirms that perceived security is not a general enhancer of loyalty pro-
gram effectiveness, but a targeted amplifier that increases the value-generating role of information useful-
ness. This nuanced finding provides a more refined understanding of the role of security in banking LPs and 
explains why prior studies may have reported inconsistent results regarding the impact of security-related 
factors. 
The moderation role of gender  

Although banking companies are increasingly embracing LPs, little research has investigated how gender 
makes a difference in the impact of such programs on customer loyalty. This study confirms the moderation 
role of gender in increasing the effectiveness of LPs on perceived value. There are differences in the effective-
ness of LPs between male and female customers, particularly policy and reward factors. The effect of policy 
on perceived value is higher amongst males, meaning stimulants such as procedures and requirements are 
more applicable for men than women. Moreover, the impact of rewards on perceived value was confirmed 
for males but not females. However, there is no difference in the effect of information usefulness on perceived 
value between males and females; therefore, the effectiveness of information usefulness cannot be differen-
tiated.  Gender also distinguishes the impact of LPs on customer loyalty, as seen in the policy and information 
usefulness factors. The effect of policy on loyalty is higher amongst males than females, which means that 
policy increases loyalty for males. However, the impact of information usefulness on loyalty only occurs in 
females. This finding implies that efforts to inform and remind customers of LPs are needed more by females 
than by males, especially in building loyalty. The role of rewards in increasing loyalty is confirmed for females 
but not males. 

The effect of perceived value on loyalty was different, with a higher impact on males than females, 
meaning loyalty enhancement by increasing customer value will be more effective for males. This finding 
also indicates that loyalty is more rational for males than females. Therefore, long-term relationships with 
males are more likely based on properly considering customer value. Gender also differentiates the role of 
perceived security. This study found that the role of security differs between males and females, especially 
regarding the effect of information usefulness on perceived value. For female customers, there is a different 
effect of security, with information usefulness enhancing perceived value for those who feel their savings 
account is secure compared to those who think theirs is not secure. In other words, efforts to inform and 
remind customers about LPs are more effective with females who feel safe. However, there is no difference 
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in the role of perceived security regarding male customers, meaning the issue is more sensitive for females 
(Alshurideh et al., 2021). These findings align with those on the role of gender in the previous conclusions 
(Ma et al., 2014). Males and females have different attitudes and behaviors based on the characteristics of 
their community and culture  and the social roles of society (Ong et al., 2024). The findings also expand the 
S-O-R framework of previous studies (Famiyeh et al., 2018; Loureiro & Sarmento, 2018; Sahoo & Pillai, 2017) 
by identifying gender in the model. 
 
5. CONCLUSION, IMPLICATION, SUGGESTION, AND LIMITATIONS 

Conclusions  

This study contributes to the banking loyalty program literature by demonstrating that loyalty programs 
(LPs) do not operate as uniform mechanisms, but create customer value and loyalty through conditional and 
differentiated pathways. Empirically, the findings confirm that LP attributes—policy, rewards, and infor-
mation usefulness—serve as important stimuli influencing perceived value and loyalty. More importantly, 
the study shows that perceived value functions as a central organismic mechanism that translates LP attrib-
utes into sustained loyalty, reinforcing its role as a cumulative, experience-based evaluation in long-term 
banking relationships. A key theoretical contribution lies in refining the Stimulus–Organism–Response (S-O-
R) framework by identifying perceived security as a selective situational moderator. Rather than uniformly 
strengthening all LP effects, perceived security amplifies only the value-creating role of information useful-
ness, highlighting security’s function in shaping customers’ trust in and receptiveness to informational cues. 
This finding advances existing theory by moving beyond generalized assumptions about security and re-
vealing its targeted influence within loyalty program dynamics. 

In addition, the study provides novel empirical evidence on gender-contingent loyalty mechanisms. Male 
customers derive loyalty primarily through value-based evaluations of LPs, whereas female customers ex-

hibit stronger direct loyalty responses to LP attributes, indicating distinct evaluative orientations. By uncov-
ering these differentiated mechanisms, the study extends prior gender and loyalty research and offers a more 
nuanced understanding of how LP effectiveness varies across customer segments.  Overall, this research 
enriches loyalty program theory by integrating perceived value, selective security moderation, and gender 
differences into a unified explanatory framework, offering a more context-sensitive account of customer loy-
alty formation in banking services. 

Managerial implications  

Banking LPs are a driving force for increasing customer loyalty in determining banking service sustainability. 
Enhancing the role of LPs will help achieve their goals in several ways. Strengthening LPs can be achieved 
by managing three main factors: policy, rewards, and information usefulness. Improvements in policy can 
be made by precise participation requirements, fine points calculation, quick points delivery, easy redemp-
tion procedures, and sufficient redemption time. The rewards factor can be improved by providing branded, 
attractive, a certain quality, and corresponding with customer needs. Enhancing information usefulness can 
be achieved by informing about redemption outlets and reminding customers of the expiry date of points 
and vouchers. The security of banks’ leading service savings accounts plays an essential role in influencing 
the effectiveness of LPs in increasing perceived value, especially regarding the information usefulness factor. 
Bank management needs to pay attention to this factor in managing LPs by maintaining confidence that 
savings account transactions are safe, trusted, and not a cause for worry. Therefore, this will increase banks’ 
effectiveness in informing and reminding customers about LPs. 

It is also necessary for bank management to understand the characteristics of male and female customer 
responses to LPs to develop different strategies. For male customers, LPs can increase their perceived values 
and loyalty. It is important to emphasize policy, rewards, and information usefulness to increase perceived 
value. However, it is necessary to emphasize only policy and information usefulness to enhance loyalty. In 
other words, rewards for males are more a determinant of perceived value than loyalty. Bank management 
also needs to manage the perceived value of a male customer, as this is the most critical determinant for their 
commitment. However, security does not affect LPs’ role in increasing value, so the management can ignore 
it. For female customers, bank management needs to emphasize information usefulness and policy to increase 
perceived value; they are necessary to accentuate rewards and policies to enhance loyalty. In other words, 
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rewards for females are more an instrument for intensifying their loyalty and not improving their perceived 
value. Additionally, bank management needs to enhance perceived value to strengthen female loyalty. Secu-
rity for female customers can increase the role of LPs (information usefulness) in improving customers’ per-
ceived value.  

Limitations and further research  

The results of this study are subject to several limitations. First, using the non-probabilistic sampling tech-
nique limits generalizing the findings. Second, the sample of just two service provider banks will certainly 
pose limitations in representing LPs in the banking industry. Third, the LPs covered in the study only relate 
to three relevant factors, namely policy, rewards, and information usefulness, but other factors are not elab-
orated. Further research is recommended on different aspects of LPs, such as Artificial intelligence (Ho & 
Chow, 2023), gamification (Hwang & Choi, 2020), the type and time of rewards (Meyer-Waarden, 2015), and 
pricing and denomination (Ashley et al., 2016). Fourth, the study only uses limited situational aspects of 
banking services: security and gender. Further research could use other situational factors, such as service-
related or customer-related ones (Meyer-Waarden, 2015), psychographic characteristics (Melnyk & Bijmolt, 
2015), purchase orientation (Meyer-Waarden, 2013) and culture value (Thompson & Chmura, 2015). These 
will explain differences in the effectiveness of LPs. 
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