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From Chapter 11 - Loyalty metrics... 
 
 
The business case for any loyalty programme needs to be well supported and justified, not only in the 
planning stages but on a continuing basis after implementation, and during development. The application 
of solid mathematics, statistics, and scientific measurement is the only way to prove the effect the 
programme is likely to have on profitability and the customer base. And the application of regular and 
meaningful management reporting is the only way to monitor all the factors involved both before and 
after implementation of the programme. 
 
A study among marketing executives by VisionEdge Marketing [www.visionedgemarketing.com] found - 
not surprisingly - that measuring marketing efforts continues to be a top priority, although a worrying 
86% of respondents reported being dissatisfied with their current ability to measure and track marketing 
performance. This was a significant increase over the previous year's survey (in which only 77% were 
dissatisfied). Processes and training were cited as key ingredients for improving the state of marketing 
metrics but these were also heavily under-funded, with only 9% saying that metrics training was among 
their top three training priorities. More worryingly, 60% of marketing executives had no budget set aside 
for training their teams on the use and application of marketing metrics. The survey also observed a wide 
gap between marketing metrics that were expected to be used and the processes that were actually in 
place to measure them: Of the 71% of marketing executives who cited 'market share' as the most 
important metric, only 50% actually had an established process to track it. 
 
So, every aspect of the creation of a loyalty marketing initiative - or of any differentiated marketing 
initiative - must be evaluated at all stages, and useful metrics must be implemented with proper processes 
and controls to help determine the success, failure, progress or stagnation using preset standards. In this 
chapter we examine the detail and practical workings of the necessary formulae, calculations, metrics, and 
management reporting tools that every marketer needs during the process of evaluating new and ongoing 
loyalty marketing initiatives. 
 
11.1.1 How to measure customer loyalty successfully 
 
There are several ways to measure customer loyalty reliably but the process requires a holistic approach, 
according to market experts at Synovate [www.synovate.com]. While companies are looking for valid and 
reliable customer loyalty metrics to guide their actions, there is no single survey question that can give you 
all the answers you need to build a base of passionately loyal customers. Synovate emphasises the need to 
use metrics that support a company's business strategy, as well as the need to ensure reliability of multi-
item metrics, the need to understand the power of emotion in building customer loyalty, and the need to 
put customer loyalty research to work more effectively. 
 
Metrics can help marketers see potential failures coming, in enough time to be able to address the 
problems. For example, for companies working with customer satisfaction and loyalty strategies in 
multiple territories, there is often a strong influence from cultural nuances. Other risks to loyalty 
programmes' effectiveness include the premature abandonment of a loyalty programme, the need to 
translate customer loyalty return into a monetary value (and its bottom line impact), and the tracking of 
emotional drivers of loyalty. 
 
customer-centric metrics can have a strong and useful impact on any business, as long as they're 
implemented properly. As marketers, we all strive to boost revenue for our companies. However, we 
sometimes get so caught up in executing campaigns that we fail to really listen to what customers are 
telling us. Questions we should be asking at every marketing strategy meeting include: 

• What do our customers value? 
• How do they want to be treated? 
• Are we fulfilling their expectations? 
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• What will happen if they feel they are not being treated properly or having their expectations 
met? 

 
Happy customers who are willing to recommend your products and services are what drive growth at 
most companies. They are also what impresses the CEO, the shareholders and the market at large. 
Unfortunately, many of us are missing out on the most powerful lever we have; understanding what really 
matters to customers, then applying that knowledge to our marketing campaigns - and to all other 
customer-facing activities as well. But knowing your customers are happy isn't enough. You need to know 
if they are loyal or alternatively why they aren't. But how can you measure something as intangible as a 
customer's feelings towards your company. And is it really worth it? 
 
You can only obtain customer insight if you have an effective way of listening to customers, broadcasting 
their feedback throughout your company and acting upon it. Deploying a customer-centric metric allows 
you to spend less time (and money) attracting and retaining customers, and more time planning business 
strategies that matter. 
 
So what is a customer-centric metric, and why does it matter? Well, businesses today measure almost 
everything. But the important thing to realise is that looking at profit and loss is no longer enough and it 
certainly doesn't help tell you why 5% of your customers moved to your competition last year. Customer-
centric metrics measure customer loyalty and satisfaction by obtaining real feedback on how satisfied 
customers are with either a particular transaction with your company or with their dealings with the 
business as a whole. This level of understanding isn't hard to achieve. There are a number of proven 
customer-centric metrics out there that really work. 
 
Take for example the Net Promoter Score. The Net Promoter Score (NPS) is being used by a number of 
high profile companies around the word, and has been proven by independent research to be a good 
indicator of a company's ability to grow by really focusing on its customers. It works by asking customers 
one simple question: "Would you recommend our company to a friend or colleague?" Based on their 
answers, customers can be categorised into three groups: Promoters (loyal enthusiasts who tell friends 
and colleagues about the positive experience they had with your company), Passives (satisfied, but not 
active enthusiasts) and Detractors (on the verge of leaving and willing to tell anyone who will listen). To 
calculate a company's Net Promoter Score, take the percentage of customers who are promoters, and 
subtract the percentage who are detractors. It's that easy. And, according to Bain & Company 
[www.bain.com], the Net Promoter leader in most industries grows at more than twice the rate of its 
competition. Why? Because its customers are actively advocating its products and services to other 
buyers, taking the risk out of buying decisions. 
 
Where customers are concerned, the key is to act quickly and consistently. Gathering customer feedback 
should not be limited to an annual satisfaction survey or analysing historical data in your CRM system. 
This might tell you how your customers felt at one point in time, but it doesn't actually achieve results. 
You should measure customer attitudes and experience every day and immediately put what you learn in 
the hands of relevant employees, so that they can take action while it still matters. Companies working 
with customer-centric metrics grow revenue in this way one customer at a time. They know what is 
important to their most valuable customers and they invest wisely in areas that will have the highest 
impact on the bottom line. This level of strategic planning not only helps managers determine where 
investment dollars will be effectively spent, but also how to classify customers based on their financial 
value - so that they invest in the things that their most important customers truly care about. 
 
As a marketer, once you truly understand the key drivers of customer loyalty, you can prioritise your 
activities accordingly. Similarly, sales and service personnel who stay in touch with client responses can 
detect issues before they become problems, and uncover opportunities for increasing sales. 
 
The main impact customer-centric metrics can have on your business also depends on how you use the 
information you receive. The metric, the discipline or thinking behind it, and the applications to keep it 
running need to be utilised to achieve the best result. Remember, the objective isn't merely to delight 
customers, but to turn them into loyal promoters - customers who buy more and who actively refer 
friends and colleagues. 
 

http://www.theloyaltyguide.com
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For example, a leading global business consulting and managed services firm has increased its customer 
retention to 95% by putting these processes in place. It is a prime example of a company which has put 
its metrics to good use and has reaped the benefits. This company continually gathers customer feedback 
across multiple touch points, and delivers the information to C-level executives, account managers, 
project managers, support staff and other employees throughout the company. It's valuable information 
for tactical reasons such as fine-tuning customer recovery efforts, and strategic reasons such as informing 
the account planning process. By understanding what each client values - and sharing that knowledge 
among risk and quality management, key account training, and other areas of the organisation, it expends 
less effort on customer retention and more on building strong customer relationships, to its own financial 
benefit. It therefore spends less money retaining customers because staff can immediately react before a 
problem turns into the loss of a customer. 
 
Customer acquisition programmes become more effective as you develop an understanding of who your 
best customers are and what it is that they like about doing business with you. Every minute of every day, 
customers interact with your company. Unless you can keep your finger on that pulse, you will never have 
effective marketing, sales or service programmes. And you will continue to see companies that are 
instituting these metrics pass you by. To do this you need to institute a programme across every employee 
level of your company, which manages the process from the feedback stage, right through any activity or 
action to the customer's satisfactory (or ecstatic) completion. By focusing on what creates value for your 
customers, you will create more value for your company, even as you optimise your marketing strategies 
and tactics. It's easier and more effective than instigating mass-marketing campaigns and its better for 
your bottom line. 
 
Finally, don't think about marketing from the inside out, but... 
 

... continued in the full report - see www.theloyaltyguide.com 
 
 
 
 
 
 
 

Also from Chapter 11... 
 
 
11.2.1 Patronage ratio 
 
The patronage ratio works on the same lines as measuring 'share of wallet' (see Budget Ratio, below) except 
that it does not directly consider the amount of money spent by customers. It compares the number of 
stores available to the customer (in which to purchase specific product category goods during a specific 
period) with the number of stores (i.e. product category competitors) patronised by the customer during 
that period. 
 
The main problem with this formula, however, is that it fails to show movements within the pattern of 
purchases (or within loyalty itself) during the period analysed. For example, one customer may have 
defected to a competitor part-way, while another customer simultaneously defected from a competitor 
and joined your clientele. In this scenario, both customers might achieve the same ratio score. 
 
The more positive side of the ratio is that, because it doesn't measure spend levels, this ratio can identify 
lower value customers as being very loyal, despite the fact that they contribute little to turnover. 
 
In a situation where the customer has no other choice (for example, you are the only hardware merchant 
within easy driving distance), the score would indicate complete loyalty but would be rather meaningless - 
the customer may be longing to defect and will do so at the first opportunity. 
 

http://www.theloyaltyguide.com
http://www.theloyaltyguide.com


 

Visit www.theloyaltyguide.com to obtain the full report 
 4  

YOU MAY NOT COPY OR REPRODUCE THIS LICENSED ELECTRONIC DOCUMENT 
 8 

 

Formula:  
 
    Pi =  (n + 1) - pi 
     n 
 
Key to variables:       Source: The Loyalty Guide 4 
 

Pi = the patronage ratio for the ith customer 
 

n = the number of stores available to the customer to purchase product 
category goods during the survey period 
 

pi = the number of stores patronised by the ith customer during the survey 
period 

 
This ratio will produce a maximum value of 1.0 for complete loyalty. 
 

• Three stores available; shops in one of them 
therefore ratio = 1.0 (i.e. completely loyal) 
 

• Three stores available; shops in all of them; 
therefore ratio = 0.33 
 

• Three stores available; shops in two of them; 
therefore ratio = 0.66 
 

• But: if shopper shops in the only store available; 
ratio also = 1.0 

 
 
11.2.2 Switching ratio 
 
This ratio describes the degree of 'switching' between shopping locations (suppliers) for each customer, 
with a maximum score of 1.0 representing the most loyal customers. It compares the number of 
successive purchases from one merchant with known purchases from other merchants. As before, the 
actual spend value is not measured, resulting in a ratio that describes the switching propensity of low- and 
high-value customers with equal accuracy and weight... 
 

... continued in the full report - see www.theloyaltyguide.com 
 
 
Authors' note: 
This report's numerous calculations and formulae are all provided in a downloadable 
Microsoft Excel spreadsheet, and are also presented in working form after logging into 
The Loyalty Guide's readers-only web site. These working tools can be used in real time 
with your own figures to perform 'what if' calculations, and to bring your actual loyalty 
marketing metrics up to date in a matter of minutes. 
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4.5.11 Personal Relevance marketing (PRM) 
4.6 The loyalty token 
4.6.1 How to choose the right loyalty token 
4.6.2 Questions for choosing a loyalty token 
4.6.3 Examples of different loyalty tokens at work 
4.6.4 Current options for loyalty tokens 
4.6.4.1 'No token' programmes 
4.6.4.2 Stamps 
4.6.4.3 Vouchers 
4.6.4.4 Coupons 
4.6.4.5 Card-based programmes 
4.6.4.6 Smart cards (chip cards) 
4.6.4.7 Mobile phone-based loyalty 
4.7 Loyalty with prepaid cards 
4.7.1 Building loyalty with prepaid cards 
4.7.2 How to set up a prepaid card programme 
4.7.3 Successful users of prepaid programmes 
4.7.4 Arguments for combined prepaid/loyalty cards 
4.7.4.1 Gift cards offer a way ahead for retailers 
4.7.4.2 UK gift card offerings to grow rapidly 
4.7.4.3 Outsourcing as a retail opportunity 
4.7.4.4 Gift cards are popular with consumers 
4.7.4.5 Consumer gift card usage increasing 
4.7.4.6 Gift cards favoured during hard times 
4.7.5 Prepaid card suppliers and platforms 
4.7.6 Prepaid card developments 
4.7.6.1 Kroger gift card provides free groceries 

4.7.6.2 Young adults given gift card incentives 
4.7.6.3 Gift cards boost social network engagement 
4.7.6.4 Sodexo's new gift card loyalty platform 
4.7.6.5 Rite Aid rewards loyalty with gift cards 
4.7.6.6 Sears Club offers gift card redemptions 
4.7.6.7 Western Union boosts loyalty with gift cards 
4.7.6.8 Pita Pit uses gift cards for loyalty scheme 
4.7.6.9 Aeroplan's eStore opens gift card boutique 
4.7.6.10 EA's loyalty-based prepaid debit card 
4.7.6.11 Mobile phones link gift cards & loyalty points 
4.8 Pricing strategies 
4.8.1 Hi-Lo pricing 
4.8.2 Everyday low prices (EDLP) 
4.8.3 Profit-up-front pricing (PUF) 
4.8.4 Access Pricing 
4.8.4.1 How Access Pricing works 
4.8.4.2 Forced, intense interaction 
4.8.4.3 Minimise price gap perception 
4.8.4.4 Golden handcuffs 
4.8.4.5 Favour regular customers 
4.8.4.6 Meaningful rewards 
4.8.4.7 Differentiator 
4.8.4.8 The future of Access Pricing 
4.8.4.9 Will Access Pricing continue to work? 
4.8.4.10 Which sectors could use Access Pricing? 
4.8.5 Pricing strategy insights 
4.8.5.1 Customer service is more important than price 
4.8.5.2 Panic price cutting lacks consumer relevance 
4.8.5.3 Consumers want real value, not low prices 
4.8.5.4 Pricing can either attract or retain customers 
4.9 Consumer and loyalty insights 
4.9.1 Top retail customer loyalty pressure points 
4.9.2 Loyalty scheme participation is rising sharply 
4.9.3 British consumers famed for bargain hunting 
4.9.4 Fraudsters stealing loyalty programme benefits 
4.9.5 Value drives two-thirds of shopping decisions 
4.9.6 Loyalty schemes' advantages in a recession 
4.10 Shattering the myths of customer loyalty 
4.10.1 In the beginning 
4.10.2 Know the value of each customer 
4.10.3 Shattering the myths 
4.10.3.1 Myth 1: Retention up 5% boosts profits 25-80% 
4.10.3.2 Myth 2: Most databases are adequate for loyalty 
4.10.3.3 Myth 3: Loyal customers' positive word of mouth 
4.10.3.4 Myth 4: Loyalty schemes solve attrition problems 
4.10.3.5 Myth 5: More loyalty means higher market share 
4.10.3.6 Myth 6: Satisfied employees create loyal customers 
4.10.4 The truth is rarely pure and never simple 
4.10.5 Three essential Loyalty Truths 
4.10.5.1 Truth 1: Manage for selection first, then retention  
4.10.5.2 Truth 2: Focus on customers' share of wallet 
4.10.5.3 Truth 3: Learn the specific response patterns 
4.10.6 Building a loyalty process 
4.10.7 Implementing the loyalty process 
4.10.8 Setting the record straight 
4.10.9 The pursuit of loyalty can be highly profitable 
 
5 Loyalty best practices 
5.1 Introduction 
5.2 Loyalty best practices 
5.2.1 Key attitudes of successful loyalty marketers 
5.2.2 Principles that create highly loyal customers 
5.2.3 Best practices to increase customer loyalty 
5.2.4 Best practices to stop a loyalty scheme from stalling 
5.2.5 Best practices for online customer loyalty 
5.2.6 The six P's of customer loyalty marketing 
5.2.7 Create loyalty through 'surprise and delight' 
5.2.8 E-retailers must fight harder for customer loyalty 
5.2.9 Trust & transparency build loyalty for Asda 
5.2.10 Building loyalty in unconventional markets 
5.2.11 Ten ways to win loyalty through customer service 
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5.2.12 The effect of long checkout queues on loyalty 
5.2.13 Loyalty is on the cusp of a major revolution 
5.3 Loyalty management best practices 
5.3.1 Relationship model to predict customer loyalty 
5.3.2 E-retailers could gain more loyalty from their data 
5.3.3 E-retail loyalty depends on smarter testing 
5.3.4 Supplier relationships impact customer loyalty 
5.3.5 How to lower the cost of your loyalty scheme 
5.3.6 Loyalty programmes can easily be recession-proofed 
5.3.7 Common loyalty management platform failings 
5.4 Customer retention best practices 
5.4.1 Customer win-back 
5.4.2 Win-back strategies are not yet widespread 
5.4.3 The top 11 rules for keeping existing customers 
5.4.4 How to achieve a 91% customer retention rate 
5.4.5 Ways to retain credit-crunched customer loyalty 
5.4.6 Retaining customers in non-traditional markets 
5.4.7 Increasing customer retention during a recession 
5.4.8 Relating customer experience to customer retention 
5.4.9 Customer experience makes or breaks loyalty 
5.4.10 E-retail survival depends on customer retention 
5.4.11 Factors driving female shopper loyalty 
5.5 Customer relationship best practices 
5.5.1 How to strengthen customer relationships in a crisis 
5.5.2 How well-executed CRM increases sales 
5.5.3 Consumer involvement is a retail opportunity 
5.5.4 Keys to building stronger FFP relationships 
5.5.5 What are the latest CRM best practices 
5.6 Customer management best practices 
5.6.1 Best customer management strategy 
5.6.2 Loyalty 2.0 actually links loyalty with customers 
5.6.3 Factors driving loyalty in shopping malls 
5.6.4 Better experiences provide a competitive advantage 
5.6.5 Four recession-driven consumer segments identified 
5.6.6 Recession proofing: clone your loyal customers 
5.6.7 Differentiating loyalty schemes by customer needs 
5.7 Marketing best practices 
5.7.1 Seven ways to halt marketing wastage 
5.7.2 Recession-led focus on acquisition, not retention 
5.7.3 Key to customer-centricity strategy 
5.7.4 Assessing marketing channel profitability 
5.7.5 How retail promotions can build more loyalty 
5.7.6 A new level of marketing subtlety: north or south? 
5.7.7 Cause-related marketing increases sales 
5.7.8 Retailers embrace affiliate marketing strategy 
5.8 E-marketing best practices 
5.8.1 E-marketing strategies that didn't work 
5.8.1.1 Why e-retailers are still failing at e-marketing 
5.8.1.2 SMBs fail at recession-proof e-marketing 
5.8.1.3 Critical insights lost through 'no-reply' emails 
5.8.1.4 Current barriers to online buying 
5.8.2 E-marketing strategies that do work 
5.8.2.1 Technology can help fulfil shoppers' real needs 
5.8.2.2 Search marketing is increasingly popular 
5.8.2.3 Search marketing activity expected to grow 
5.8.2.4 E-marketing relevance driven by DDM 
5.8.2.5 E-commerce's new role in the customer experience 
5.8.3 The growth of online lead generation 
5.8.3.1 Online lead generation could revive retail sales 
5.8.3.2 Q Interactive moves into UK online lead generation 
5.8.3.3 Online lead generation drives catalogue sales 
5.9 Wealthy & luxury best practices 
5.9.1 Lifestyle marketing is key to luxury retail 
5.9.2 Affluence doesn't mean more for luxury retailers 
5.9.3 Wealthy consumers also want lower prices 
5.9.4 How can luxury brands survive a recession 
5.10 Green marketing best practices 
5.10.1 Green marketing strategy 
5.10.2 Green marketing in practice 
5.10.2.1 Green marketing has come into its own 
5.10.2.2 Alternatives to 'eco-label' marketing 
5.10.2.3 Green marketing drives more campaigns online 

5.10.2.4 Who consumers trust most when 'going green' 
5.10.2.5 'Plant a tree' is actually a loyalty strategy 
5.10.3 Consumer response to green marketing 
5.10.3.1 Consumers balance 'green' with convenience 
5.10.3.2 Eco-consumerism unaffected by the recession 
5.10.3.3 The strength of Green customer relationships 
5.10.3.4 Consumers overly-cynical thanks to greenwashing 
5.10.4 Green marketing developments 
5.10.4.1 UK DMA's free eco-tool for marketers 
5.10.4.2 Aeroplan demonstrates a Green commitment 
5.10.4.3 Goldpoints Plus members donated carbon offsets 
5.10.4.4 Canadians get Air Miles for Green purchases 
5.10.4.5 EcoPerks loyalty scheme aids green consumerism 
5.10.4.6 Shoppers 'bagging' more Green rewards points 
 
6 Loyalty through engagement 
6.1 Introduction 
6.1.1 Customer engagement seen as key to survival 
6.1.2 Marketers rethinking customer engagement 
6.1.3 Loyalty schemes still need to engage customers 
6.1.4 Loyalty without commitment is a dangerous trap 
6.2 Engagement techniques 
6.2.1 The benefits of a customer engagement strategy 
6.2.2 How to engage consumers the Web 2.0 way 
6.2.3 Driving engagement with smarter loyalty rewards 
6.2.4 TV audience engagement measured online 
6.2.5 Examining customer engagement tactics 
6.2.6 Harris Interactive's new Commitment Model 
6.3 Engagement strategy goes beyond CRM 
6.4.1 Driving engagement through satisfaction 
6.4.1.1 Greater engagement comes with fewer retail returns 
6.4.1.2 A positive experience beats clever marketing 
6.4.1.3 Service causes more customer churn than price 
6.4.2 E-retail engagement linked to satisfaction 
6.4.2.1 Six myths about customer satisfaction 
6.4.2.2 E-retail satisfaction highlights winners and losers 
6.4.2.3 E-retail dissatisfaction hampers marketing efforts 
6.4.3 Studies link satisfaction with engagement 
6.4.3.1 Mobile network rewards drive satisfaction 
6.4.3.2 Traveller satisfaction drops with budget cuts 
6.4.3.3 Banks must monitor engagement to keep customers 
6.4.3.4 Cyber Monday disengages loyal customers 
6.5 Online customer engagement 
6.5.1 Web 2.0 boosts customer engagement 
6.5.2 Six ways to look at digital customer engagement 
6.6 Insights into customer engagement 
6.6.1 Banks show new gains in customer engagement 
6.6.2 Consumers disengaged by irrelevant offers 
 
7 Loyalty rewards 
7.1 Introduction 
7.2 The value of rewards 
7.3 The function of the reward 
7.4 The properties of a loyalty reward 
7.5 Getting value from the reward 
7.5.1 Lowering the loyalty budget without risking loyalty 
7.5.2 The level of the reward 
7.5.3 Leveraging the reward 
7.6 Types of reward 
7.6.1 Discounts 
7.7 Timing of rewards: instant or later? 
7.8 What rewards do consumers really want? 
7.8.1 What consumers think they want 
7.8.2 What consumers actually want 
7.8.3 Consumers now seek security before rewards 
7.9 Redemption strategies 
7.9.1 External redemption 
7.9.2 Internal redemption 
7.9.3 Networked rewards 
7.10 How to plan a rewards catalogue 
7.10.1 Strategy to drive redemptions and engagement 
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7.10.2 Major factors for 'high attraction' rewards 
7.10.3 Matching the rewards with various point levels 
7.11 Loyalty reward insights 
7.11.1 Consumers impatient for credit card rewards 
7.11.2 Merchant funded rewards take centre-stage 
7.12 Loyalty reward developments 
7.12.1 Redemptions boost credit card satisfaction 
7.12.2 Maritz launches rewards fulfilment service 
7.12.3 Creditz rewards the most friendly consumers 
7.13 Coupons, vouchers and discounts 
7.13.1 The argument for coupons 
7.13.1.1 Consumers plan to increase coupon usage 
7.13.1.2 Consumers turned to coupons in the recession 
7.13.2 The argument for online coupons 
7.13.2.1 Consumers hungry for internet-printable coupons 
7.13.2.2 Coupon users migrating to internet printing 
7.13.2.3 Consumers now more likely to use online coupons 
7.13.2.4 Coupon web sites more popular with the wealthy 
7.13.2.5 E-printable coupons help reduce sales fatigue 
7.13.3 The argument for mobile coupons 
7.13.3.1 Mobile coupons are gaining in popularity 
7.13.3.2 Half of m-coupons redeemed by new customers 
7.13.4 The psychology of coupons 
7.13.4.1 Coupon response comes from deep subconscious 
7.13.4.2 Coupons still have an in-store stigma attached 
7.13.5 Latest coupon developments 
7.13.5.1 RFID wristband enables coupons and rewards 
7.13.5.2 Digital coupons go nationwide at Safeway USA 
7.13.5.3 Food Lion rewards loyalty with coupons 
7.13.5.4 Stop & Shop and Giant step up couponing 
7.13.5.5 Starbucks Mexico's m-coupon loyalty scheme 
7.13.5.6 Electronic couponing guidelines announced 
7.13.5.7 Inmar helps settle EZ-PIC paperless coupons 
7.13.6 The argument for vouchers 
7.13.6.1 Online voucher codes boost retail sales 
7.13.6.2 Vouchers help counter the retail slump 
7.13.6.3 NFC vouchers from Vivotech and Eagle Eye 
7.13.7 The argument for discounts 
7.13.7.1 Consumers will defect for discounts and BOGOFs 
7.13.7.2 Cashback more popular than miles or rebates 
7.13.7.3 Is online loyalty best with a personal discount? 
7.13.7.4 Discounts weaved into natural search results 
 
8 Loyalty data 
8.1 The technology behind customer data 
8.1.1 The importance of loyalty data collection 
8.1.1.1 How proper data usage benefits the business 
8.1.1.1.1 7 ways to gain value from customer data 
8.1.1.1.2 Customer data is more than just a marketing tool 
8.1.1.1.3 Loyalty data drives the most relevant offers 
8.1.1.1.4 How loyalty data translates into better marketing 
8.1.1.1.5 Nectar's updated data intelligence cuts costs 
8.1.1.2 How data ignorance harms the business 
8.1.1.2.1 Companies failing to unlock the value of their data 
8.1.1.2.2 Marketers still 'flying blind' with customer data 
8.1.1.2.3 Most consumers will defect over banking data loss 
8.1.1.2.4 High-tech firms still don't know their customers 
8.1.1.2.5 Too many companies ignore customer insights 
8.1.2 Database planning 
8.1.3 Data processing and data flow 
8.1.4 Data analysis to support business processes 
8.1.5 Predictive analytics to drive change 
8.1.6 Data warehouses 
8.1.7 Data marts 
8.2 Data collection: how, where, when, and why? 
8.2.1 What data can or should be gathered? 
8.2.2 How much data, and where to collect it 
8.2.2.1 The application form 
8.2.2.2 The web site 
8.2.2.3 Third party sources 
8.2.2.4 The EPOS terminal 

8.2.2.5 Customer services 
8.2.2.6 Repair/replacement centres 
8.2.3 How long does data last? 
8.2.4 Data duplication, accuracy, and cleansing 
8.2.5 Data security and privacy 
8.2.5.1 The impact of customer data loss 
8.2.5.2 The impact of handling data incorrectly 
8.2.5.3 How digital security issues affect brands 
8.2.6 Data ethics policies 
8.3 The benefits of data collection and analysis 
8.3.1 How does data turn into loyalty? 
8.3.2 Customer-related benefits 
8.3.2.1 Customer behaviour profiling 
8.3.2.2 Customer lifestyle & demographic profiling 
8.3.2.3 Customer product preferences and repertoire 
8.3.2.4 Product category relationships & cross-selling 
8.3.2.5 Pricing 
8.3.2.6 Online shopping suggestions 
8.3.3 Segmentation and the customer base 
8.3.3.1 Segmentation by various attributes 
8.3.3.2 Customer lifetime value (CLV) 
8.3.3.3 Recency, Frequency, Monetary value (RFM) 
8.3.3.4 Customer tiering 
8.3.3.5 Customer base analysis and prediction 
8.3.3.6 Customer flow analysis 
8.3.3.7 Share-of-wallet estimation 
8.3.3.8 Market share estimation 
8.3.3.9 Examples of how airlines benefit from FFP data 
8.3.3.9.1 Commoditised airlines see value in loyalty data 
8.3.3.9.2 How airlines can use FFP data to increase loyalty 
8.3.4 How data analysis eliminates marketing waste 
8.3.5 Retailer's loyalty data provides clustered insights 
8.3.6 Best customers, defectors and win-back 
8.3.6.1 Early defector detection 
8.3.6.2 Win-back opportunities 
8.3.6.3 Lower cost competitive response 
8.3.7 Customer targeting and differentiation 
8.3.7.1 Advertising campaign targeting 
8.3.7.2 Circular efficiency 
8.3.7.3 Offer planning and promotion analysis 
8.3.7.4 Differentiated marketing 
8.3.7.5 Intelligent deselection 
8.3.7.6 Green targeting to save costs & the planet 
8.3.7.7 Loyalty based on insights from customer data 
8.3.7.7.1 Customer insights come from loyalty data 
8.3.7.7.2 How industry collaboration increases insight 
8.3.8 Planning and merchandising 
8.3.8.1 Human resources planning 
8.3.8.2 Geographical store site selection 
8.3.8.3 Inventory rationalisation & selection 
8.3.8.4 Planogram adjacencies & merchandising 
8.3.9 Business intelligence from raw data 
8.3.9.1 Differentiation based on the use of data 
8.3.9.2 Data mining software 
8.3.9.3 Counting on the internet clickstream 
8.3.9.4 Real-time data mining 
8.3.9.5 The benefits of a single customer view 
8.3.9.6 OLAP, MOLAP, ROLAP and Magic Cubes 
8.3.9.7 Prediction based on past behaviour 
8.3.9.8 Data mining and analysis tools 
8.3.9.9 Practical application of business intelligence 
8.3.9.9.1 High ROI from good business intelligence 
8.3.9.10 Affinity marketing 
8.3.9.11 Predictive modelling 
8.3.10 Conclusion on the benefits of loyalty data 
 
9 Loyalty tools & innovations 
9.1 Introduction - and the commoditisation of loyalty? 
9.2 Loyalty platforms 
9.2.1 Point of sale loyalty platforms 
9.2.1.1 Retailers focus on integrating POS & loyalty 
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9.2.1.2 Maritz real-time POS loyalty platform 
9.2.1.3 A platform-independent retail loyalty system 
9.2.1.4 Real-time PoS loyalty redemptions in Australia 
9.2.2 Internet-based loyalty platforms 
9.2.2.1 Really Simple's white label hosted CRM platform 
9.2.2.2 Loyalty platform integrates with Facebook 
9.2.2.3 LoyaltyMatch's hosted rewards platform 
9.2.2.4 Points.com's B2B loyalty technology 
9.2.2.5 Carlson Marketing offers PayPal reward options 
9.2.2.6 SaaS loyalty platform for small businesses 
9.2.2.7 RewardStream's updated marketing platform 
9.2.3 Mobile loyalty platforms 
9.2.3.1 Stick-on RFID drives mobile rewards platform 
9.2.3.2 Loylogic unveils iPhone app for loyalty redemptions 
9.2.3.3 Creditz digital currency arrives on mobile platform 
9.2.4 RFID and NFC loyalty technology 
9.2.4.1 The retail benefits of RFID technology 
9.2.4.2 Key lessons learned from retail RFID trials 
9.2.4.3 RFID wristband enables coupons and rewards 
9.2.4.4 RFID sticker turns cellphones into loyalty cards 
9.2.4.5 Multiple loyalty cards on a single mobile phone 
9.2.4.6 NFC loyalty platform provides immediate rewards 
9.2.4.7 Vivotech & Eagle Eye offer NFC vouchers 
9.2.4.8 DIY store tracks customers for behavioural analysis 
9.2.5 Sector specific loyalty platforms 
9.2.5.1 Infosys helps retailers watch in-store activity 
9.2.5.2 Sodexo's retail gift card rewards platform 
9.2.5.3 New loyalty platform for restaurants & retailers 
9.2.5.4 Virgin Blue's affiliate rewards platform 
9.2.5.5 GuestBridge's restaurant loyalty platform 
9.2.6 Other loyalty platforms 
9.2.6.1 Italy's payment card-based loyalty platform 
9.2.6.2 A loyalty platform to increase customer engagement 
9.2.6.3 Xcelerator adds new dimension to loyalty 
9.2.6.4 New platform offers relationship-building rebates 
9.2.6.5 IDL's 'loyalty gift card anywhere' platform 
9.2.6.6 An SKU-based loyalty platform 
9.2.6.7 A payment card ID-based loyalty platform 
9.2.6.8 Maritz and Accor Services team up in Europe 
9.3 Loyalty management 
9.3.1 Retail loyalty index for the USA 
9.3.2 Loyalty association launches web-based resource 
9.3.3 Virtual currencies create a whole new economy 
9.4 Loyalty data analytics 
9.4.1 Competitive advantage depends on pattern-spotting 
9.4.2 Alliance Data opens customer analytics unit 
9.4.3 Amex markets cardholder spending insights 
9.4.4 Fly Buys operator extends customer insight 
9.4.5 The smartest predictive analytics applications 
9.5 Retail 3.0 customer intelligence 
9.5.1 Retail 3.0: what it is, and what it means to loyalty 
9.5.2 Retail 3.0 redefines retail customer intelligence 
9.5.3 Intelligence-based marketing born from Retail 3.0 
9.6 Business Intelligence (BI) 
9.6.1 Differentiating using smarter retail technology 
9.6.2 Retailers need more data-based insights 
9.7 Kiosks and self-service tools 
9.7.1 Kiosks 
9.7.1.1 Loyalty kiosks improve retail customer relationships 
9.7.1.2 Retail kiosk payment preferences start to shift 
9.7.1.3 IKEA's in-store self service loyalty kiosks 
9.7.1.4 Givex unveils new touch-screen loyalty kiosk 
9.7.1.5 Kiosks enhance Fresh Grocer's loyalty scheme 
9.7.1.6 Stop & Shops extend 'scan-and-bag' kiosk initiative 
9.7.1.7 Qatar adds FFP sign-up kiosks at Doha 
9.7.1.8 AeroMexico deploys 32 self check-in kiosks 
9.7.2 Self-service tools and techniques 
9.7.2.1 Is intelligent self service a future driver of loyalty? 
9.7.2.2 Poor automated service a major source of churn 
9.7.2.3 Price and time drive consumers to self-service 
9.7.2.4 Self-service a growing phenomenon in the US 
9.7.2.5 Tesco customers benefit from online self-help 

9.7.3 Points.com (consumer loyalty portal) 
9.8 Developments in loyalty technology 
9.8.1 Hotel property management linked to FFPs 
9.8.2 SCTN loyalty platform gains smarter features 
9.8.3 Automated marketing to be bigger than CRM? 
9.8.4 IT guidelines for more agile marketing 
9.8.5 Sears unveils internet-based 3D fitting rooms 
9.8.6 The future of customer loyalty POS integration 
9.8.7 Jeanswest takes loyalty into 'the cloud' 
9.8.8 Rewards aggregator benefits all loyal Australians 
 
10 Loyalty communications 
10.1 Introduction 
10.2 Communicating loyalty 
10.2.1 Loyalty scheme messages not engaging enough 
10.2.2 Consumers talk most about bad experiences 
10.2.3 Few companies act on customer feedback 
10.2.4 Marketers encouraged to think psychologically 
10.3 Mobile 
10.3.1 Mobile insights 
10.3.1.1 E-consumers prefer mobiles to PCs 
10.3.1.2 Mobile marketing success depends on rewards 
10.3.1.3 Targeting the mobile Hispanic 
10.3.1.4 Mobile advertising budgets set to increase 
10.3.1.5 New code of conduct for mobile marketing 
10.3.1.6 Many consumers want mobile loyalty schemes 
10.3.2 Mobile developments 
10.3.2.1 Arby's tests geographical mobile couponing 
10.3.2.2 2D barcodes on Visa cards enable mobile loyalty 
10.3.2.3 Ad Infuse's mobile ad network grows by 60% 
10.3.2.4 SMS adverts appear to be more memorable 
10.3.2.5 Grassroots movement aims to steer m-advertising 
10.3.2.6 Bluetooth-based mobile marketing guidelines 
10.3.2.7 MMA embraces the mobile affiliate marketer 
10.3.2.8 Germany's own Mobile Marketing Association 
10.3.2.9 Lowes sends loyalty discounts by SMS 
10.4 E-mail 
10.4.1 E-mail marketing 
10.4.1.1 Driving greater customer loyalty through e-mail 
10.4.1.2 E-mail marketing best practices for retailers 
10.4.1.3 Opt-in and opt-out: a practical guide 
10.4.1.4 Time for marketers to fix the 'report spam' button 
10.4.1.5 Brands missing loyal connection with e-mail 
10.4.1.6 Retail e-channel failing at customer service 
10.4.1.7 Permission-based e-mail boosts retail loyalty 
10.4.1.8 Permission-based email builds CPG loyalty 
10.4.1.9 E-mail ROI helps increase marketing budgets 
10.4.2 E-mail insights 
10.4.2.1 Drivers and barriers for SME email marketing 
10.4.2.2 E-mail marketing trends appear positive 
10.4.2.3 European consumers demand opt-in e-mails 
10.4.2.4 Permission-based e-marketing under strain 
10.4.2.5 E-mail deliverability still a marketing headache 
10.4.2.6 Poor service by e-mail ruins good relationships 
10.4.2.7 No-reply emails throw away vital consumer insights 
10.4.3 E-mail developments 
10.4.3.1 Suggested e-mail marketing guidelines 
10.4.3.2 Email opt-in may become a legal requirement 
10.4.3.3 Clash-Media's e-mail lead generation service 
10.5 Web sites 
10.5.1 Web site insights 
10.5.1.1 Factors that drive online consumer reviews 
10.5.1.2 Web 2.0 helps to boost branding & engagement 
10.5.1.3 Banks could gain from Web 2.0, if it's done well 
10.5.1.4 Can honest online reviews increase buyer loyalty? 
10.5.1.5 The wealthy turn to the web before buying 
10.5.2 Web site developments 
10.5.2.1 E-retailers investing more in web interactions 
10.5.2.2 E-tail spending impacted by 'web stress' 
10.5.2.3 How 'digital diseases' are damaging e-retailers 
10.5.2.4 Digital inserts set to provide value both ways 
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10.6 Social media 
10.6.1 Social media could boost customer retention 
10.6.2 Business value of e-communities yet to be realised 
10.6.3 Social search engine launches user rewards scheme 
10.7 Word-of-mouth 
10.7.1 WOM marketing to be worth US$3bn by 2013 
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23.2.24 Virgin Atlantic (Flying Club) 
23.2.25 Virgin Blue (Velocity Rewards) 
23.3 Other airlines & FFP developments 
23.3.1 Aeromexico (Club Premier) 
23.3.2 Air China (Companion) 
23.3.3 AirTran (A+ Rewards) 
23.3.4 bmi (Diamond Club) 
23.3.5 EgyptAir (Aeroplan) 
23.3.6 Flybe (no loyalty scheme) 
23.3.7 Kulula (Jetsetter Club) 
23.3.8 Porter Airlines (VIPorter) 
23.3.9 Qantas (Frequent Flyer) 
23.3.10 Scandinavian Airlines (EuroBonus) 
23.3.11 Spirit Airlines (Free Spirit) 
23.3.12 TAM Brazil (Multiplus Fidelidade) 
23.3.13 Turkish Airlines (Aeroplan) 
23.3.14 Virgin America (Elevate) 
23.3.15 WestJet (Air Miles Canada) 
 
24 Hotel & resort loyalty 
24.1 Introduction 
24.1.1 Frequent guest programmes & membership figures 
24.2 Frequent guest programme case studies 
24.2.1 Accor (A-Club) 
24.2.2 Best Western (Best Western Rewards) 
24.2.3 Carlson Hotels (Goldpoints Plus) 
24.2.4 Cendant Hotels (TripRewards) 
24.2.5 Choice Hotels (Choice Privileges) 
24.2.6 Hilton (Hilton HHonors) 
24.2.7 Hyatt (Gold Passport) 
24.2.8 InterContinental Hotels (Priority Club Rewards) 
24.2.9 Marriott (Marriott Rewards) 
24.2.10 Starwood Hotels (Preferred Guest) 
24.2.11 Wyndham (Wyndham Rewards) 
 
25 Travel & tourism loyalty 
25.1 Introduction 
25.2 Car rental loyalty case studies 
25.2.1 Avis (Avis First) 
25.2.2 Budget Rent A Car (RapidRez) 
25.2.3 Dollar Rent A Car (Dollar Express) 
25.2.4 Enterprise (Enterprise Plus) 
25.2.5 Europcar (Privilege) 
25.2.6 Hertz (#1 Club) 
25.2.7 National Car Rental (Emerald Club) 
25.2.8 Thrifty (Blue Chip Rewards) 
25.3 Cruise passenger loyalty 
25.3.1 Carnival Cruise Lines (cruise operator) 

25.3.2 CruisesOnly (cruise booking agent) 
25.3.3 Celebrity Cruises (cruise operator) 
25.3.4 CruiseShipCenters (cruise operator) 
25.3.5 Holland America Line (cruise operator) 
25.3.6 MSC Cruises (cruise operator) 
25.3.7 SeaMiles (cruise loyalty programme) 
25.4 Travel and tourism loyalty 
25.4.1 Travel and tourism loyalty insights 
25.4.1.1 Consumers rely on loyalty points for holiday travel 
25.4.1.2 Participation in travel loyalty schemes drops 
25.4.1.3 Travel loyalty must 'go the extra mile' 
25.4.1.4 Travel loyalty to depend on lifestyle bundles 
25.4.1.5 Frequent travellers value points more in recession 
25.4.2 Travel and tourism loyalty developments 
25.4.2.1 More rewards for last-minute travel bookers 
25.4.2.2 Go Ahead Tours' referral programme 
25.4.2.3 Travelocity's School Rewards programme 
25.4.2.4 Tour firm benefits from cross-channel marketing 
25.4.2.5 US travel agents benefit from TruCash rewards 
25.4.2.6 Expedia offers Nectar point redemptions 
 
26 Food, drink & recreation loyalty 
26.1 Introduction 
26.2 Food loyalty 
26.2.1 Restaurant loyalty insights 
26.2.1.1 Restaurant managers can boost diner loyalty 
26.2.1.2 Loyalty platform for restaurants 
26.2.1.3 RBS Lynk & Chockstone aid restaurant loyalty 
26.2.2 Restaurant loyalty developments 
26.2.2.1 T.G.I. Friday's (Give Me More Stripes) 
26.2.2.2 Arby's trials mobile couponing 
26.2.2.3 Win-Win adds three Deluxe Dining rewards 
26.2.3 Other foods 
26.2.3.1 Cashback rewards for Mexican food fans 
26.2.3.2 General Mills' snack loyalty scheme 
26.2.3.3 Red Mango launches Club Mango loyalty scheme 
26.2.3.4 Compass corporate cafe loyalty scheme 
26.2.3.5 sQuid card provides rewards at Pizza Hut 
26.2.3.6 Pita Pit's gift card-based loyalty scheme 
26.2.3.7 Dunkin' Donuts incentive scheme 
26.3 Drinks loyalty 
26.3.1 Starbucks 
26.3.2 Guinness (Hong Kong) 
26.3.3 Other drinks 
26.3.3.1 Miller's High Life Extras reward scheme 
26.3.3.2 Budweiser's loyalty credit card 
26.3.3.3 TheDrinkShop offers iPoints rewards 
26.3.3.4 Customer-driven marketing aids wine clubs 
26.3.3.5 Jordan Vineyard's wine loyalty scheme 
26.3.3.6 Using soft drink bottle caps as loyalty tokens 
26.4 Recreational loyalty 
26.4.1 Golf 
26.4.1.1 GolfingCard (rewards programme) 
26.4.1.2 GolfingCard members rewarded via mobile phones 
26.4.1.3 My Golf Rewards expands into North America 
26.4.2 Football 
26.4.2.1 UK football club's PayPass season card 
26.4.2.2 UK football fans show loyalty with TeamCards 
26.4.2.3 Football club adds loyalty to membership cards 
26.4.3 Entertainments 
26.4.3.1 Broadway adopts Audience Rewards 
26.4.3.2 MovieTickets.com joins Red Carpet Rewards Club 
26.4.4 Other developments 
26.4.4.1 Kampgrounds of America's rewards card 
26.4.4.2 Colorado Rapids' contactless mini reward card 
26.4.4.3 Harrah's Total Rewards joins Points.com 
26.4.4.4 UK loyalty scheme angles for free fish 
 
27 Telecoms loyalty 
27.1 Introduction 
27.2 Mobile telecoms loyalty 
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27.2.1 Mobile loyalty insights 
27.2.1.1 Loyalty to mobile providers 
27.2.1.1.1 Relationships rule the wireless roost 
27.2.1.1.2 Unlimited messaging aids mobile network loyalty 
27.2.1.1.3 Mobile service providers risking their loyalty 
27.2.1.1.4 Mobile operators lose 25% of retail sales 
27.2.1.1.5 Poor CRM systems inhibit mobile relationships 
27.2.1.2 Mobile consumer loyalty 
27.2.1.2.1 Drivers of mobile network loyalty and churn 
27.2.1.2.2 Who's not loyal to their mobile service, and why 
27.2.1.2.3 Mobile networks' rewards drive satisfaction 
27.2.1.2.4 Loyalty to European mobile operators is high 
27.2.2 Mobile loyalty developments 
27.2.2.1 Etisalat launches cellphone rewards scheme 
27.2.2.2 Sprint's SME loyalty offering 
27.2.2.3 Nashua Mobile joins the eBucks coalition 
27.2.2.4 Primus Cellular offers bonus Air Miles 
27.2.2.5 Hawk customers donate 10% to the USO 
27.2.2.6 Sprint expands Referral Rewards programme 
27.2.2.7 Vodafone UK's pay-as-you-go loyalty scheme 
27.3 Fixed line telecoms loyalty 
27.3.1 Billing makes 10% of telecom customers defect 
27.3.2 Fixed line loyalty developments 
27.3.2.1 VoIP-PAL offers AirIncentives 
27.3.2.2 AT&T's small business rewards card 
27.3.2.3 Oman telco's loyalty club for the elite 
 
28 Automotive & fuel loyalty 
28.1 Introduction 
28.2 Automotive loyalty and rewards 
28.2.1 Automotive loyalty insights 
28.2.1.1 Factors that drive car owner loyalty 
28.2.1.2 Automotive loyalty still dropping after 10 years 
28.2.1.3 Discontinued models damage car-buyer loyalty 
28.2.1.4 Engine trouble damages loyalty to car brands 
28.2.1.5 'Cash for Clunkers' damaged US car owner loyalty 
28.2.1.6 Behavioural science is a key to luxury car loyalty 
28.2.1.7 Americans happier with imported vehicle brands 
28.2.1.8 Car customers more satisfied with dealer service 
28.2.2 Automotive loyalty marketing case studies 
28.2.2.1 Chrysler Group (USA) 
28.2.2.2 Kenworth Trucks (USA) 
28.2.2.3 Kia (USA) 
28.2.2.4 Kia (Canada) 
28.2.2.5 Mercedes-Benz (USA) 
28.2.2.6 Toyota (Canada) 
28.2.3 Automotive loyalty marketing developments 
28.2.3.1 New US car dealer loyalty platform 
28.2.3.2 Loyalty platform for the parking market 
28.2.3.3 Experian Automotive's new loyalty unit 
28.2.3.4 Auto dealer loyalty memberships reach 5 million 
28.2.3.5 Ford renews Nectar partnership 
28.2.3.6 Active Green+Ross joins two loyalty coalitions 
28.2.3.7 Highway 407's updated reward offering 
28.3 Fuel retailer loyalty and rewards 
28.3.1 Fuel retailer loyalty insights 
28.3.2 Fuel retailer loyalty case studies 
28.3.2.1 BP, UK 
28.3.2.2 Coles Myer, Australia 
28.3.2.3 Esso, Canada 
28.3.2.4 Exxon, Singapore 
28.3.2.5 FuelPerks! & Fuel Rewards, USA 
28.3.2.6 Indian Oil, India 
28.3.2.7 Petro-Canada 
28.3.2.8 Shell, UK 
28.3.2.9 Texaco, UK 
28.3.3 Fuel retailer loyalty developments 
28.3.3.1 Fuel retailer developments in the US 
28.3.3.2 Fuel retailer developments in Canada 
28.3.3.3 Fuel retailer developments in South Africa 
 

29 Non-profit loyalty 
29.1 Introduction 
29.2 Loyalty initiatives supporting charity 
29.2.1 Charitable loyalty coalition aids local businesses 
29.2.2 Fly Buys cards support cancer charity 
29.2.3 E-shopping loyalty scheme supports UNICEF 
29.2.4 Payback doubles points for children in need 
29.2.5 Aeroplan reports increasing charity donations 
29.2.6 Payback & BetterPlace offer charity donations 
29.3 Recycling reward initiatives 
29.3.1 Rewards programme increases recycling by 90% 
29.3.2 Reward programme diverts material from landfill 
29.3.3 Atlanta's loyalty programme for recyclers 
29.4 Other non-profit loyalty initiatives 
29.4.1 The Broccoli Project (helping the poor) 
29.4.2 LoyaltyMatch's non-profit online fundraiser 
29.4.3 Small non-profits turn to affinity credit cards 
29.4.4 UK offers retail loyalty points as health incentive 
 
30 Loyalty in other sectors 
30.1 Introduction 
30.2 Loyalty to print & broadcast media 
30.2.1 Book store loyalty 
30.2.1.1 Angus & Robertson's book loyalty scheme 
30.2.2 Newspaper & magazine loyalty 
30.2.2.1 Parenting Group's new subscriber loyalty scheme 
30.2.2.2 UK daily papers' cashback shopping scheme 
30.2.2.3 Conde Nast's revamped e-shopping rewards 
30.2.3 Radio loyalty 
30.3 Loyalty to technology suppliers 
30.3.1 Packard Bell's relationship strategy 
30.3.2 Charter's subscriber rewards programme 
30.4 Loyalty to healthcare providers 
30.4.1 Virgin HealthMiles' e-shopping rewards mall 
30.4.2 Health provider's rewards scheme 
30.5 Eco-loyalty initiatives 
30.5.1 UK-based green loyalty scheme reaches America 
30.5.2 UK's Green Rewards programme 
30.6 Other loyalty initiatives 
30.6.1 PetSmart's rewards credit card 
30.6.2 Oak Creek Homes' rewards programme 
30.6.3 Dream Rewards and Disney offer kids rewards 
30.6.4 Pentagon Pets joins Octopus Rewards 
30.6.5 City payment card's instant rewards 
30.6.6 Retirement planners' new loyalty scheme 
30.6.7 UK cash-back network grows 300% in one year 
30.6.8 BSP Rewards powers DubLi's online mall 
30.6.9 Play.com's rewards-based credit card 
30.6.10 Doc Popcorn launches mobile loyalty scheme 
30.6.11 Just Energy extends TruCash rewards to Ontario 

 
Appendix A - Loyalty supplier directory 
 

A.1 Suppliers listed by category & country 
 

 Customer loyalty systems CRM/BI systems 
 

 Customer experience management Call centres 
 

 Developers & integrators Application hosting 
 

 Loyalty scheme operators POS technology 
 

 Data warehousing & data mining Consultancy 
 

 Coupons/gift certificates/incentives Internet marketing 
 

 Direct marketing Research and analysis 
 

 Public relations/media/events Industry associations 
 
 

A.2 Supplier details (190 companies) 
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