#ANALYSIS

Loyalty Is Its Own Reward
WINNING CONSUMERS’ HEARTS
and minds is one thing, but earning their
undying loyalty is quite another. In a 2015
study by engagement optimization company Verint Systems, 31 percent of consumers admitted they could be lured away
from a favorite brand by cheaper prices
elsewhere.
To incentivize consumer loyalty many
brands turn to rewards programs, and
consumers are eager to join. In fact, the
2015 COLLOQUY Loyalty Census reports memberships in U.S. rewards programs reached 3.3 billion in 2014 (with
the average consumer enrolled in multiple
programs), but only 43 percent of members were actively participating.
So, how do brands keep consumers
loyal to their loyalty programs? One key
factor is ensuring the experience is personalized. According to the Verint study, 52
percent of consumers want services personalized to their interests. While that
presents an opportunity for brands to engage consumers in a one-to-one conversation, it’s also something of a catch-22. The
same study shows 48 percent of respondents are suspicious of how companies use
their data.
In order to win consumer loyalty, brands
will first need to win consumer trust.
But the effort to build an effective marketing program can be worth it, and not
only to keep existing customers around
but to entice new customers too. According to a 2016 Forrester Research report,
one-third of marketers use customer loyalty initiatives as a way to acquire new
customers.
Loyalty can be a fickle thing, but brands
that can inspire consumers to keep coming
back will reap rewards. Here’s a look at the
value of consumer loyalty programs, and
what consumers want from them, by the
numbers. 
— Andrew Eitelbach

45%
49%
6 in10

Consumers who say earning rewards is a primary
driver for purchasing from a brand.
source: 2016 Maritz LoyaltyNext Customer Study

Consumers who said they would switch brands in
order to use a coupon.
source: 2016 GfK MRI Survey of the American Consumer

Number of consumers who believe brands offer
rewards programs only as a way to improve sales
rather than build a relationship with customers.

$41
Additional amount a
Millennial business
traveler is willing to
spend per night for a
room in a hotel in his
or her loyalty program.
For Millennials
traveling for leisure
the number is $35.
source: 2014 Deloitte
Hotel Customer Loyalty
Survey

source: 2016 Maritz LoyaltyNext Customer Study

$1,128 vs. $645

On average, the amount credit card users who redeem their rewards
spend per month versus those who don’t redeem their rewards.
source: 2015 J.D. Power U.S. Credit Card Satisfaction Study

73%
Rate of 30-day trial
subscribers to
Amazon Prime who
pay for the first full
year of membership.

Top five reasons customers continue to participate in a
rewards program:

81%

THE PROGRAM IS EASY TO UNDERSTAND

75%

I GET REWARDS AND OFFERS THAT ARE RELEVANT TO ME

54%

IT SUPPORTS MY LIFESTYLE/PERSONAL PREFERENCES

50%

IT GIVES ME LOTS OF WAYS TO EARN REWARDS FASTER

48%

IT HAS A SMARTPHONE APP

The No 1. reason they leave? It’s too hard to earn points.
source: 2015 COLLOQUY Loyalty Census
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91%
First-year Amazon
Prime members
who renew their
memberships for
a second year.
source: 2016 Consumer
Intelligence Research
Partners

Where Do Your Loyalties Lie?
When asked whether they anticipate allocating funds to loyalty
programs in 2017, most marketers surveyed said they anticipate
their funding will go up.
INCREASING SOMEWHAT
STAYING ABOUT THE SAME
INCREASING SIGNIFICANTLY

UNSURE
DECREASING SOMEWHAT
DECREASING SIGNIFICANTLY

source: 2016 CrowdTwist and Brand Innovators study
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