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Abstract. The paper aims to create a valid model for measuring customer loyalty towards
a service provider. Principal solutions for designing a model of loyalty measurement have
emerged from the clarified role of customer loyalty and evaluation problems. The worked
out solutions include selecting a proper concept (1), loyalty specification (2), determining
a period necessary for loyalty measurement (3), differentiation of loyalty measurement
depending on accessible data (4) and measuring a stage of loyalty (5). The conducted
research referred to an example of a catering company, thus adopting an original mathematical model for the empirical measurement of customer loyalty. The obtained results
have revealed that the loyalty of the customers of the investigated service provider is
of an intermediate level. The findings have also showed the superiority of the proposed
model for measuring the state of customer loyalty and for obtaining better solutions to
the development of customer loyalty in the service industry.
Keywords: customer loyalty, measurement of customer loyalty, service loyalty, service
business, purchase value, purchase frequency.
JEL Classification: M31.

Introduction
Customer loyalty is important for service companies striving for survival and strengthening of their competitiveness. Customer loyalty plays a crucial role in ensuring competitive advantage of a service provider because it is ten times less expensive for a business to retain its existing customers than to acquire new ones (Roy 2011). In addition,
customer loyalty creates prerequisites for an increase in the market share, income, and
profit, strengthens business development and the image of the service provider (Terblanche, Boshoff 2010). Therefore, the development of customer loyalty becomes an
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important aim of service organisations. However, service loyalty can be developed only
when measured. Debates on the selection of the model for measuring customer loyalty
started more than thirty years ago. Nowadays, this issue has become an important object
of research on loyalty in theory and practice, as knowledge of customer loyalty leads to
proper reaction, intense competition, market saturation and internationalisation.
In recent years, rather intense research on customer loyalty towards a service provider
has been carried out (Chen, Cheng 2012; El-Manstrly, Harrison 2013; Yong-Jae et al.
2013; Chou et al. 2014; Khan, Fasih 2014; Yang et al. 2014; Zhang et al. 2014). Despite
the abundance of the studies performed, until now, no universal model for measuring
customer loyalty in service organisations has been accepted. It is essential to find a
proper and reliable tool for measuring customer loyalty since measurement sorts out
the most profitable customers.
The carried out research is aimed at creating a valid model for the measurement of customer loyalty towards a service provider. The model should correspond to the modern
needs of service organisations and should be flexibly used. An investigation into the
academic literature, logic and synthesis together with statistical data analysis and correlation methods have been applied thus to conduct a case study in order to achieve the
aforementioned aim.

1. Literature review
The construct of customer loyalty first appeared in the 1940s. Since then, loyalty has
been treated as a measurable category. The following three dimensions of loyalty, including behavioural loyalty (referred to the market share), attitudinal loyalty (emphasis on the brand preference) and multidimensional loyalty integrating the concepts of
behaviour and attitude have evolved (Dick, Basu 1994; Oliver 1999; Chadha, Kapoor
2009; Worthington et al. 2010; Terblanche, Boshoff 2010).
According to R. L. Oliver (1999), behavioural loyalty is simply a customer behaviour.
He argues that loyalty has always been and continues to be defined, in some circles, as
a frequency of repeated purchase or a relative volume of purchasing of the same brand.
The posture of the cognitive school that forms a major part of marketing research serves
as the basis for attitudinal loyalty; this approach emphasises psychological aspects of
loyalty development. The attitudinal approach is focused mainly on brand recommendations (Chadha, Kapoor 2009), resistance to superior products (Worthington et al. 2010;
Terblanche, Boshoff 2010), willingness to pay the price premium and repurchase intention. The concepts of the attitude and behaviour have been integrated by multidimensional loyalty. A. S. Dick and K. Basu (1994) made a significant contribution to the
formation of the approach to multidimensional loyalty: loyalty was conceptualised as a
combination of a favourable attitude and behaviour or repurchases. Repeated purchases
are related to behavioural loyalty and include the continued purchase of the same product. An attitude towards a product shows the customer opinion on a specific product.
A. S. Dick and K. Basu (1994) supposed that the attitude has to be treated as a cause of
repeated purchases. This has been also confirmed by S. Hart et al. who concluded that
loyalty is a function of attitude-manifested behaviour (1999).
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Nowadays, irrespectively of the concept, on which it is based on, loyalty is acknowledged as the most important driver of the long-term success of a service organisation.
As customer loyalty becomes an important aspect of service organisations in the modern
business environment, the measurement of customer loyalty requires special attention
and respective resources. Scientists mention a number of metrics for measuring customer loyalty based on behaviour, the attitude or both, the repurchase rate, the share of
requirements, the willingness to pay the price premium and other measures (Roy 2011;
Topcu, Duygun 2015).
However, the majority of them are suitable only for the use in certain cases and specific
situations. The current methodological package is too scarce and not developed enough
for its practical application in the regime dictated by the business (Terblanche, Boshoff
2010; Worthington et al. 2010). Thus, despite an active interest in the concept of loyalty,
progress in research on methods and means measuring customer loyalty is rather limited
in terms of methodological validity and practical applicability.
For the meantime it is not clear which concept of loyalty should be followed therefore
it is hard to estimate customer loyalty. As it has already been mentioned, the methods
measuring customer loyalty towards a service provider can be classified into behavioural, attitudinal and multidimensional. The researchers’ position regarding the concept of
proper loyalty still lacks conformity, because, while based on different concepts, slightly
varying or even contradictory results are obtained: a customer estimated to be loyal in
one survey becomes a switcher in the other. This limits the possibilities of comparing
the results of separate studies. Practitioners are also uncertain about which concept of
measuring customer loyalty is the most superior.
The impartial and valid measurement of customer loyalty towards a service provider is
also limited by the non-unified content of loyalty. This is indicated by a huge variety
of loyalty measures, including the cycle of repurchases, the intensity of purchases, a
period of use, a period of customer membership in the loyalty programme, the number
of customers, net profit, etc. Until now, it has been still unclear, which customer loyalty elements should be measured in order to assess analogical customer loyalty under
identical or at least similar circumstances. Apart from this, it is unknown if all elements
equally affect customer loyalty.
The measurement of customer loyalty is also encumbered by the problem of selecting
a period. The academic literature suggests using the periods from 6 to 24 months (Reinartz et al. 2008; Uncles et al. 2010). It should be noted that the maximum period (24
months) may be absolutely insufficient for measuring loyalty towards some very rarely
used services. This means that the need to define an individual period is presupposed
by the characteristics of purchase frequency and value. A well-founded assessment of
the survey period should be based on the average inter-purchase cycle for the service
(Wheat, Morrison 1990). In the cases of consumables, the research period should usually include the purchasing history of at least 18–24 months. In the cases of rarely used
services (for example, related to motor vehicles, electronic devices), it would be expe-
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dient to include the available entire history of purchasing, which means that, in some
cases, it is impossible to obtain all data to perform precise analysis.
The lack of the differentiation of customer loyalty measurement according to data accessibility situations is an additional problem of measuring customer loyalty towards
a service provider. Scientists have distinguished a number of loyalty measurement
methods; however, frequently, due to limitations on data accessibility, they are suitable
for use only in certain cases and in specific situations (Bennett, Rundle-Thiele 2002).
Such methods lack versatility in terms of their practical applicability. This means that,
should the service provider fail to collect data required for the practical application of
the method for measuring customer loyalty, the application of the selected technique
becomes very limited. To eliminate this problem, it would be expedient to formulate
loyalty measurement options in different data accessibility situations.
Customer loyalty is determined by a wide spectrum of drivers (Calin 2013; Kumar
et al. 2013; Narteh 2013; Yong-Jae et al. 2013), but a set of those determining customer
loyalty are differentiated by loyalty participants, and the impact the drivers have on loyalty is lacking. Even a partial identification of the drivers determining customer loyalty
would help organisations to solve the problems of customer turnover more efficiently
thus creating reasonable and appropriate solutions for loyalty development.
The identified problematic aspects of assessing customer loyalty undoubtedly encumber the measurement of customer loyalty as well as highlight the insufficiency of the
current methodological potential for the needs of modern-day practices in business. Its
fragmentary nature has presupposed the need to prioritise the creation of the model essentially based on new principles.

2. Model
2.1. Concept of measuring customer loyalty
Measurement of customer loyalty should be based on the behavioural concept that is
more common than the attitudinal concept in research practice (Casalo et al. 2007;
Tuu, Olsen 2010). The popularity of this dimension has been determined not only by
the weaknesses of attitudinal loyalty but also by the influence of behavioural loyalty on
the income and profit of an organisation (Chao 2008). In addition, behavioural loyalty
matches the particularities of services (Seto-Pamies 2012). It is sufficiently informative, objective and reasonable regarding the aspect of available data (Uncles et al. 2010;
Worthington et al. 2010). Despite the superiority of behavioural loyalty over attitudinal
loyalty, loyalty measurement is not and cannot be isolated from the customer attitude.
Behavioural loyalty indirectly integrates attitudinal loyalty since loyal behaviour is impossible without a customer-friendly attitude towards an organisation and its services
(Casalo et al. 2007). After the formation of appropriate intentions and their active mode,
attitudinal loyalty turns into behavioural loyalty, or otherwise into the result of attitudinal
loyalty. The arguments mentioned above leave no doubt about the issue of selecting the
concept of loyalty; unambiguously, it is the behavioural loyalty together with the influence of attitudinal loyalty, which becomes evident during the loyalty formation (Fig. 1).
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Cognitive
phase

ATTITUDINAL
LOYALTY

Conative
phase

Affective phase

BEHAVIOURAL
LOYALTY
Action phase

Fig. 1. The place of loyalty dimensions in the cycle of loyalty formation

Scientists (Casalo et al. 2007; Chao 2008; Liu et al. 2012) repetitively mention the elements of customer loyalty towards a service provider, i.e. the frequency of purchases
and the value of purchases. A joint analysis of indicators for loyalty, i.e. the value of
purchases and the frequency of purchases, is significant as both indicators reveal two
different aspects essential for measuring loyalty: the number of purchases and financial
resources allocated to the provider of a service (Bodet, Bernache-Assollant 2011; Quoquab et al. 2014). Therefore, it is suggested to measure loyalty taking into account the
combination of indicators for the frequency of purchases and the value of purchases.
The above-mentioned arguments allow the concept of loyalty to be treated as the construct that covers the frequency of purchases and the value of purchases. It is suggested
to define loyalty by using the model presented in equation (1):
Lijk = f (vijk , dijk ),

(1)

where L is loyalty; v is the value of purchases; d is the frequency of purchases; i is
a customer (i = 1, 2, …, m); j is the type of a service (j = 1, 2, …, n); k is a service
provider (k = 1, 2, …, p).
Given the variety of customers in accordance with the extent and pattern of their consumption of services, it is purposeful to base the measurement of loyalty on ratios, i.e.
the value and frequency of the purchase will be transformed into ratios. This is made
through the application of normalisation procedures presented in equations (2) and (3):
Vijk
vijk =
;
(2)
∑Vijk
k

dijk =

Dijk

∑ Dijk

,

(3)

k

where Vijk is the value of the purchases of the i-th customer of the j-th type of the service
from the k-th provider (the absolute value); Dijk is the frequency of the purchases of the
i-th customer of the j-th type of the service from the k-th provider (the absolute value).
2.2. Weights of elements
The impact of the elements of customer loyalty towards a service provider on the loyalty
estimator is not equal. The results of the studies carried out for the period 1968–2012 (Sheth
1968; Guenzi, Pelloni 2004; Allaway et al. 2006; Chen, Hitt 2006; Keiningham 2007;
Casalo et al. 2007; Chao 2008; Huang 2008; Carlson, O’Cass 2012) reveal that the frequency of purchases and the value of purchases differently affect customer loyalty (Table 1).
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Table 1. Correlation between loyalty, the frequency of purchases and the value of purchases
Correlation between loyalty
and the frequency of
purchases

Correlation between loyalty
and the value of purchases

J. N. Sheth (1968)

1.00

–

P. Guenzi, O. Pelloni (2004)

0.088

–

A. W. Allaway et al. (2006)

–

0.839

0.80

0.84

–

0.17

Authors

S. C. Chen, L. M. Hitt (2006)
T. L. Keiningham (2007)
V. Casalo et al. (2007)

0.411

–

P. Chao (2008)

0.714

0.658

L. Huang (2008)

0.69

–

J. Carlson, A. O’Class (2012)

0.173

–

Average

0.554

0.627

In order to measure the significance of the frequency of purchases and the value of purchases, the averages were equalled to 1. It was estimated that the frequency of purchases
determined 47 per cent of loyalty, and 53 per cent stemmed from the value of purchases.
The significance of loyalty elements is rather universal. However, this significance can
be revised by carrying out target research adapted to the specific type of the service.
2.3. Period
Loyalty towards a service provider is measured according to customer behaviour during
a specific period (t). The definition of the period necessary to measure customer loyalty
towards a service provider should start with the identification of the analysed service
sector. Then, it is possible to decide if the service is attributable to the category of frequently or rarely used services. Purchasing trends have been insufficiently studied both
theoretically and empirically in separate sectors so far, which has supposed the need to
prepare classification comprising different types of services (Table 2).
The frequency of services is usually measured by the inter-purchase cycle (Wheat,
Morrison 1990; Chintagunta, Haldar 1998). Therefore, the inter-purchase cycle for each
service has been calculated. The duration of the inter-purchase cycles of services differs
significantly in separate sectors. Therefore, it is suggested to divide all services into
categories according to frequency and to divide all values of the inter-purchase cycle
to quartiles (Fig. 2.).
A period of 2 years is applied when measuring loyalty towards rarely used services. The
entire available history of purchasing is required to study the customer loyalty towards
very rarely used services. If the organisation possesses data on the inter-purchase cycle
of the customers, its average value is calculated, and the period is selected according
to its interval.
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Table 2. The frequency of using the inter-purchase cycle of services in separate sectors
Services
Banks

Authors

Period

M. Lee, L. F. Cunningham (2001)

Average
frequency,
occasions

Interpurchase
cycle, days
6.42

Month

7.8

3 months

9.17

L. Skowron, K. Kristensen (2012)

Month

3.36

Travel
agencies

M. Lee, L. F. Cunningham (2001)

6 months

4.6

39.67

Air transport

K. Q. V. Pham, M. Simpson (2006)

Year

2.59

140.93

6 months

5.22

34.96

Year (number
of days)

40.23

907

Month

3.96

7.68

Three seasons

2.4

456.25

P. N. Thuy, L. N. Hau (2010)

Beauty salons L. L. Bove, L. W. Johnson (2009)
and stylist
services
Hotels

H. Osman et al. (2009)

Restaurants

M. A. Clark, R. C. Wood (1999)

Theatres

O. Guillon (2011)

3 months 12 months
0

8

Used
Used
very
frequently
frequently

24 months
35

Entire available purchasing history
90

Used rarely

456
Used very rarely

Fig. 2. The classification of services according to the inter-purchase cycle in days

2.4. Options for measuring customer loyalty
Loyalty will be measured in regard to a particular type of the service provided by a particular organisation in accordance with the behaviour of customers during a particular
period of time (t), which means that the array of data necessary for measuring loyalty
must include figures on the value and frequency of the purchases of every customer.
This data must show information about the purchases of a particular type of the service
from the analysed service provider (vijk and dijk) and the purchases from other providers
of the same service. Possible situations of data availability lead to three different options
for measuring customer loyalty (Fig. 3).
Option 1 provides a possibility of obtaining all data. The following options for gaining
all data are considered: consumption data (provided by the customer) or business data
(provided by the company). With reference to the data, the relative value of purchases
and the frequency of purchases are calculated. The values of the introduced indexes
approximating to 1 show that the customer is strongly linked to the use of services j of
the k-th service provider and is not interested in any other options. The offered alternative to measuring the customer loyalty causes the least trouble with regards to financial
and time cost aspects.
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Customer loyalty measurement
I. A possibility of
obtaining all data (vijk and
dijk in accordance with all k)

vij = ∑ vijk , dij = ∑ dijk
k

k

(statistical data: consumption
or business data)

II. Only vijk and dijk of the
analysed organisation are
known, k = 1

Marketing
researches

III. vijk and dijk
are unknown, when k = 1
(of the analysed
organisation)

A
Available data on
The
the organisation measurement questionnaire
survey
(the principle of
of loyalty
analogy is applied)
drivers

Fig. 3. Options for measuring customer loyalty

Option 2 refers to the situation when only data on the frequency of the purchases and
values of the investigated organisation are known. Service organisations tend to register
data on the frequency and value of purchases in databases (O’Malley 1998); however,
accessibility to information about the frequency and value of purchases in other organisations that provide the same services can be limited. When accessibility to such data is
insufficient, slightly increased financial resources for measuring customer loyalty must
be allocated. vijk and dijk must be measured through the application of heuristic algorithms in accordance with vjk, vik, vijk, djk, dik, dijk. For this purpose, marketing research
must be carried out or data available in the organisation will be applied (through the
application of the principle of analogy). For receiving data on the frequency and values
of purchases made from other organisations providing certain services, the principle of
analogy is applied and covers the results of other empirical research (1), the values and
frequency of the other service provided by the organisation or other provider offering
the j-th service (2).
Option 3 suggests that if data on the frequency and value of the purchases of the analysed organisation are unknown, loyalty drivers will be identified and measured. Customer loyalty is determined by a wide spectrum of drivers. The problems arise when
the exact set of the drivers determining customer loyalty is unknown. Such set includes:
– customer drivers (age, gender, income, social status, switching costs);
– service provider drivers (assortment, innovations, additional services, personalization, service life cycle, price, quality, location, business hours, marketing, shopping
atmosphere, reputation, customer service, payment system, personnel qualification);
– environmental drivers (competition, economic development, social support).
The set of the drivers must be systematised, and, therefore, scales have to be applicable
in order to measure each driver.
In the case of a shortage of data necessary for measuring the drivers, a survey required
for obtaining information about probable loyalty has to be conducted. Various methods
of surveying, including a questionnaire survey, interview, expert survey, etc. are applicable in order to measure probable loyalty. Every type of surveying has shortcomings
limiting its applicability when measuring probable loyalty. A questionnaire survey is the
least disadvantageous of all surveying methods and provides the broadest possibilities
of applying probable loyalty. In practice, it is treated as a convenient way to collect
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the required information. Therefore, this type of surveying is popular when conducting
research on customer loyalty towards a service provider (Chen, Cheng 2012; Khan,
Fasih 2014; Yang et al. 2014).
Options for measuring customer loyalty differ in their range and requirements for information provision. All options have one common characteristic – they allow measuring
customer loyalty towards a service provider based on the created system of measures.
2.5. Stages of customer loyalty
The measurement of customer loyalty towards a service provider allows dividing it into
four stages (Fig. 4.):
0.00

0.25
Disloyalty

0.75

0.50
Intermediate stage

Stage of
conditional loyalty

Max 1.00
Stage of absolute
loyalty

Fig. 4. Scale of measuring customer loyalty towards a service provider

Customer loyalty towards a service provider is divided into stages of disloyalty, intermediate stage, conditional loyalty and absolute loyalty. The stages of disloyalty and absolute loyalty are explicitly described in the academic and professional literature (Pilelienė
et al. 2009; Worthington et al. 2010). The customers at the intermediate stage have not
made a decision yet, they are choosing, contemplating and can change their stage at any
time and not necessarily to the one of stronger loyalty. The stage of conditional loyalty
is achieved when the loyalty estimator exceeds the average (0.5) but the customers
of the service sector are not absolutely loyal yet. The stage of absolute loyalty is the
result of the effective development of customer loyalty in the service organisation. The
measurement of the customer loyalty stage shows if the measures used for developing
loyalty have been correctly chosen and if their implementation has been successful.

3. Empirical study
3.1. Research methodology
The methodology of the empirical application of the model for measuring customer
loyalty is designed for service organisations irrespective of their size, geographical location, specificity and the number of customers. The algorithm for measuring customer
loyalty is provided in Figure 5.
The main actions performed during the measurement of customer loyalty are as follow:
– definition of the general characteristics of the service provider;
– definition of the period necessary for measuring customer loyalty towards a service
provider;
– assessment of data accessibility and selection of the most suitable option for measuring customer loyalty;
– measurement of the stage of customer loyalty towards a service provider.
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1. Analysis of the general characteristics of service provider k
2. Definition of the period (t) necessary for measuring loyalty towards the
service provider
3. Is the
activity period
of the provider
k > t?

4.
OPTION
III: survey

NO

YES
5. Are vijk and
dijk known?

YES

6. Are vijk and dijk according
to all k known?

YES
7. OPTION I:
statistical
data

NO
8. Are vij and
dij of the other service than
the j-th provided by the organisation
or the j-th service provided by other
organisation known?

9.
OPTION
II: analogy

YES

NO
10. Does the empirical
research database provide vijk
and dijk according to all k?

YES

NO
NO
NO
11. Is data for
driver evaluation
accessible?
YES

12. Can the
organisation obtain vijk
and dijk according to all k?

YES

13.
OPTION
II:
marketing
research

NO
14. OPTION III: driver evaluation
15. The stage of customer loyalty

Fig. 5. Algorithm for measuring customer loyalty towards a service provider

The measurement of customer loyalty is commenced by performing the analysis of the
general characteristics of the service provider.
The definition of the period necessary for measuring customer loyalty is commenced by
calculating the inter-purchase cycle; if the organisation does not have any data on the
frequencies of purchases, the cycles provided in Table 2 are to be used.
The most suitable option for measuring customer loyalty is selected according to data
accessibility (Fig. 5). A situation is possible when data accessibility allows measuring
customer loyalty using any of the available options. In such a case, the rule of selecting
the first option and sub-option is applicable.
When the first option of measuring customer loyalty towards a service provider is applied, relative frequencies, the values of purchases and loyalty estimators are calculated.
Once the loyalty of each customer is estimated, they are classified into four stages of
disloyalty, the intermediate stage, conditional loyalty and absolute loyalty.
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The measurement of customer loyalty using the second option is carried out in an analogical way. However, depending on the available data array, additional actions such as
the calculation of data on the frequency and the value of purchases considering sales or
the recalculation of frequencies and values during the period t may be required.
If customer loyalty is measured using the third option, the drivers are evaluated or the
questionnaire survey is conducted. Calculations are carried out (irrespective of the situation on data accessibility and the selected option) using SPSS or other software.
3.2. Empirical results
For empirical research, a catering company located in Šiauliai city (Lithuania) and owning a restaurant has been chosen. The restaurant is managed by a private limited liability
company registered on 23 February 2012. The company has 9 employees and creates
plans for developing its catering business in the future by establishing new restaurants
in Lithuania and broadening the range of provided services.
The measurement of customer loyalty starts with the definition of the research period.
According to Table 1, the inter-purchase cycle of catering services is equal to 7.68 days,
which means that the services provided by the restaurant are very frequently used, and
a period of 3 months is applicable in order to measure the loyalty of customers using
these services. To determine customer loyalty, data on 219 participants in the loyalty
programme for the period from 1 May 2014 to 31 July 2014 have been used.
The company enabled the researcher to gain all required data in order to measure the
loyalty of the customers of the analysed restaurant. The gathered data array allowed
evaluating customer loyalty using any of the three options of the created model. Under
such circumstances, it is recommended to follow the rule of the prioritised option;
therefore, the first one has been chosen. The main source of data on measuring customer
loyalty was a customer loyalty programme of the restaurant. The following data was
sorted out: the frequency and value of the purchases of every customer in the restaurant
and the frequency and value of the purchases of every customer in the catering industry.
Only data for the period of 3 months was required.
Pursuant to data on the frequency and value of the purchases of the customers of the
analysed restaurant, the relative frequency and value of purchases for every unique visitor have been calculated and the values of the loyalty index have been obtained. It has
been also established that the values of the loyalty index of restaurant visitors amount
to 0.05–1.00, with the average of 0.46. According to the average value of the loyalty
index, the loyalty of restaurant customers is intermediate. The distribution of all visitors
shows that the loyalty of as much as 66.21 per cent of the customers of the restaurant
is of the intermediate stage. Somewhat stronger loyalty is demonstrated by 17.35 per
cent of visitors. 11.42 per cent of visitors are attributed to the stage of absolute loyalty
and 5.02 per cent of those are considered disloyal.
The empirical research allowed confirming the validity, suitability and efficiency of the
suggested model for measuring customer loyalty towards a service provider in terms of
time consumption. The regular use of the model by the catering organisation while fol1195
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lowing changes in the estimator of customer loyalty towards a service provider would
perform the function of loyalty monitoring. Depending on the results obtained using
the suggested model for measuring customer loyalty towards a service provider and the
sought loyalty estimator, executives and management specialists at service organisations
can plan adequate means that would allow expecting higher customer loyalty towards
a service provider in the future.

Conclusions
The study introduces an innovative attitude to measuring customer loyalty towards a
service provider. The suggested model for measuring customer loyalty eliminates the
problems that arise due to disagreements with regard to the concept and elements of
loyalty and to variety in the treatment of their significance. The suggested model for
measuring customer loyalty creates the background for selecting the optimum research
period and individualising the measurement of customer loyalty according to data accessibility situations. In addition, the model details the contents of the set of customer
loyalty drivers and their impact on loyalty.
The suggested concept of measuring customer loyalty towards a service provider allows the researcher to evaluate loyalty pursuant to the concept of behavioural loyalty
(with the impact of attitudinal loyalty manifesting itself during the stage of forming
emotional loyalty). The application of this concept provides a broad solution to the
relevant scientific problem with reference to available data on the frequency and value
of the purchases of service sector customers. Moreover, loyalty measurement based on
the past behaviour of customers provides a solid ground to forecast customer behaviour
in the future.
The paper presents a new attitude towards measuring the customer loyalty of the service
organisation thus creating the background for the selection of the optimum research period. Depending on data accessibility, three alternatives for measuring customer loyalty
towards a service provider have been suggested. Loyalty measurement according to
data on business and consumption is considered as the most superior, when precision,
demand of financial, time, and human resources as well as reliability and objectivity
is analysed. If limitations on market data acquisition exist, marketing research is carried out or the analogy is used. The third alternative is based upon the measurement of
loyalty drivers or a questionnaire survey.
The practical acceptability of the suggested model for measuring customer loyalty towards a service provider has been tested by conducting a case study. The results of
this research allowed recording the economic efficiency of the model in terms of time
consumption and its suitability for the use in situations when access to data on the frequency and value of purchases is not limited.
The practical implications of this study are clearly applicable to the Lithuanian catering
industry, in which companies will find it extremely useful to follow the proposed model
for measuring the customer loyalty, since the results of applying the model reveal the
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factual or probable stage of customer loyalty. Depending on the results of investigated
customer loyalty, executives and management specialists in catering business can plan
adequate means that would allow expecting higher customer loyalty towards a service
provider in the future.
Empirical tests on the model have some limitations related to the region or size of the
service provider chosen for the case study. Additionally, the authors have focused on
catering industry only. The practical acceptability of the model for measuring customer
loyalty in other service sectors could be tested in order to examine Options 2 and 3.
Since the flexible structure of the model allows adapting it to various services and different situations on data accessibility, future research lines will be more focused on measuring customer loyalty in other types of industries (banks, travel agencies, hotels, etc.).
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