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From Chapter 21 - Retail loyalty... 
 
 
In general retail, today's key need is to focus on what drives loyalty programmes, what customers actually 
prefer, and what the future is likely to bring. Most retailers accept that they need to know more about 
their customers, and that the knowledge should be centrally recorded so that it is available to employees 
when they need it. 
 
In this chapter we examine what makes consumers shop the way they do, what makes them choose one 
retailer over another, and illuminate the dynamics of loyalty programmes in the general retail sector, 
looking in detail at some of the leading programmes, operators, and developments in the field. 
 
We also examine the effectiveness of loyalty programmes, and follow current and future shopping trends. 
Also highlighted are the many problems of customer retention strategy planning in the supermarket and 
general retail sectors. Loyalty to supermarkets is specifically and comprehensively covered in chapter 20. 
 
Most retailers accept that they need to know more about their customers, and that the knowledge should 
be centrally recorded so that it is available to employees when they need it. The days when it was enough 
for 'Mary in Haberdashery' to know all about which lace sells and which one doesn't, or who the best 
customers are and what they like, have long gone. 
 
Loyalty programmes enable that information to be recorded and so are an essential part of retail. The 
retailer judges the usefulness of a loyalty programme by how it can help run the store more efficiently and 
profitably. 
 
But customers have a different view of loyalty programmes. To the customers, the programme exists 
solely to reward them for their custom. If they think that they would prefer to be rewarded in some other 
way, they dismiss the programme as being unnecessary. The people on opposite sides of the counter 
assess the usefulness of loyalty programmes in totally different ways. With that in mind, it's not surprising 
that many customers, when given the choice, opt for simple discounts instead of a loyalty programme - 
they are not taking into account the hidden benefits that a programme provides for them - the more 
effective stock control, the better merchandising and the greater personal relevance of marketing 
messages. 
 
However, it's what the customer thinks of the programme that really matters. That's why it's important to 
listen to their views and to do whatever is possible to correct their misapprehensions. 
 
It must also be understood that loyalty cards are not a substitute for getting the basics right, even though 
they do add value to the retail proposition. 
 
The benefit of loyalty cards to shoppers is two-fold: direct and indirect. Direct benefits are typically one 
of two types, being either price reductions or added value rewards such as flights or days out. Indirect 
benefits are less tangible, relating to the collection of, and response to, consumer data by retailers and 
suppliers to ensure that the products and services provided meet customers' needs. Shoppers are less 
likely to consider these as benefits (for example, improved sales forecasting which improves store 
efficiency, and the resultant cost savings that are then passed on to the shopper through lower prices). 
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Figure 21-A: The benefits of a retail loyalty scheme 
Source: The Loyalty Guide 4 

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

 
 
 
 

Also from Chapter 21... 
 
 
21.3.2 Case study: LG (brand loyalty) 
 
Most of the market share in the mobile phone handset industry was owned by four major players - Nokia, 
Motorola, Samsung and Sony Ericsson - until 2004. While having long been a minor player in the 
industry, LG [www.lgmobile.com] was known for its 'follower image' as a generic mobile phone maker, so 
the company embarked on a brand-building programme of epic proportions. 
 
Because the company was perceived by consumers as a follower rather than an innovator, LG handsets 
were forced to compete mostly in the low-priced mobile phone sector and, as a result, profits remained 
stagnant in the over-saturated mobile communication market. 
 
However, LG began to compete head-to-head with the industry giants in 2005 by introducing its Black 
Label Series (BLS), a new premium mobile handset brand offering state-of-the-art technology features 
perfectly blended with iconic design, via a unique product positioning and communication strategy 
designed to redefine expectations of the company and its products. After only two years, LG became the 
world's fifth-largest mobile phone manufacturer (and as of Q2 2008 held the fourth position), with a 
steadily-increasing growth rate, and the Black Label Series has played a major role. 
 
LG had been considered a second-tier mobile handset manufacturer for a significantly long period of 
time, as consumers lacked confidence in its product quality. People were less likely to put the LG brand 
as top of mind in their mobile phone purchasing decision, and did not relate it with a premium image. In 
addition, LG lacked global launching experience in the open market and its handsets often had a product 
life cycle of less than six months. These factors, along with growing competition in the premium mobile 
handset industry, have been major challenges for LG to overcome. 
 
Focusing on design and the overall "feel" to consumers, in which emotion takes a huge role, LG has 
linked the term "black label," often used for premium quality designer apparel, with its finest mobile 
handset series. LG understood that modern consumer buying trends are influenced as much by the design 
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aspects of the product as by its technical features. LG Chocolate, Shine and Secret, the three pioneer 
handset models within the BLS, have focused on fulfilling the design wants of consumers. 
 
By introducing the BLS, LG has aimed to significantly improve the consumer's existing corporate brand 
image and to develop long-term brand equity in the mobile handset industry. In doing so, LG has 
believed that the new premium signature product line would create a business momentum and increase 
consumer loyalty. The above-mentioned sustainable competitive advantages have strengthened LG's 
market leadership and increased its market share in the mobile handset industry. For instance, LG BLS 
first two handset models Chocolate and Shine have become LG's first-ever ten million-sellers, achieving 
total accumulated sales of 19.5 million units and 10 million units respectively. 
 
The success of the BLS has played an important role in not only increasing LG's brand recognition but 
also turning LG's overall image into more of a premium brand. The company's brand recognition in the 
UK soared to 91.4% in 2007 versus 80% in 2005 when the first LG BLS model Chocolate was launched. 
During the same period in the U.S., LG's brand recognition rose to 83.1% from 65.1%. LG Chocolate 
was also ranked the second for Phone of the Year in Mobile Choice's Consumer Award 2006. 
 
The success of the new BLS has significantly contributed to improving LG's position in the global mobile 
communications market that LG's market share reached to 8.6% in Q1 2008 from 6.6% in Q4 2005, 
taking the fourth position after Motorola. LG's sales margin rate surged 14.4% in Q2 2008 from negative 
1.7% in Q1 2006. In particular, in the second quarter of 2008, LG had the highest growth rate among any 
of the top five phone makers, showing impressive double-digit growth over the previous quarter. It raised 
unit sales by 14%, operating profits by 22% and sales revenue by 18%. 
 
The majority of mobile handset manufacturers had long focused on technology feature development, and 
therefore the market saw little differentiation in design characteristics. However, LG saw an increase in 
consumer needs for well-designed mobile handsets, and decided to create a new phone category 
emphasizing the design axis on top of industry standards for technology and entertainment development. 
The launch of LG BLS was the starting point to set this new axis for the design-oriented phone. Based on 
the principle that technology could no longer exist without design, LG BLS has set a new standard for 
consumers in the mobile handset market. 
 
LG has been selecting its target group based on their life style and priorities to core product value. At the 
launch of Chocolate, the first model in BLS, LG selected young professionals aged 25 to 32 for whom 
LG could certainly maximize communicating the design aspect. From the 19.5 million-unit-selling results 
of LG Chocolate, LG found confidence in the consumer need for mobile handsets that combined 
innovative design and advanced technology and it allowed LG to widen the target for LG Shine and 
Secret to trendsetters aged 19 to 39. This group, the core target of design-focused phones, is comprised 
of young individuals who are sensitive to fashion and trends, and consider mobile phones as a social 
status builders. Individuals in the target group see design as one of the key purchasing decision factors, 
and upgrade their handsets constantly on a regular basis. In addition, they highly value premium luxury 
brands, for they believe that luxury items demonstrate their style in unique forms through technology and 
fashion. This new target consumer segmentation has allowed LG to differentiate BLS from its 
competitors who solely focus on the technological aspects of their mobile handsets. 
 
LG BLS approached consumers using emotional marketing tactics because it realised that an emotional 
connection with consumers, once gained, is the most difficult thing for competitors to compete against. A 
variety of marketing activities focusing on the emotional and sensual needs of consumers were developed, 
and resulted in continuing success, allowing LG BLS to increase its premium brand recognition as well as 
sales profits on a global level. 
 
The shift from traditional to alternative media is a global marketing trend found in the mobile industry. A 
communications industry forecast published by Veronis Suhler Stevenson predicts alternative advertising 
spending will increase more than 23% from 2006 to 2011, while traditional advertising will have a 
compound annual growth rate of just over 1%. With this in mind, LG has taken steps to differentiate its 
online marketing from that of its competitors. 
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LG has been actively involved with blogging ever since its first BLS mobile phone Chocolate. LG has 
developed its own user-interactive communication channel in the online, including the company's first 
official weblog [www.lgblog.co.uk] in the United Kingdom as well as individual product blogs for its 
Chocolate and Shine. The weblog provides news and up-to-date information on the company and its 
products in addition to a two-way dialogue with consumers, and links to various influential blogs for 
product reviews and discussions. 
 
Having put strong efforts into its blogger relations programmes for Chocolate and Shine, LG has 
increased the original 15 key bloggers concentrated only in technology sector to a total of 34 most 
influential bloggers in design, entertainment and lifestyle, all relating themselves with the BLS. The 
aggressive LG blogger relations programme, including blogger pre-seeding activities during the Shine 
launch, strengthened online word-of-mouth marketing. With this, the total number of positive user 
reviews has reached an average WOM rate of 0.003 which is three times that of Chocolate and five times 
more active than that of its direct competitors in the same time frame. In addition, bloggers continuously 
stimulated discussions on product specifications and their unique selling points. Some bloggers even 
voluntarily set up a community (LG Shine User Group) and updated reviews and photos at Flickr.com. 
 
LG has realised the importance of sharing personal experiences in building strong consumer-brand 
relationships, and therefore has applied the concept in its online marketing activities for the BLS. LG has 
hosted a number of different online competitions on its weblog encouraging active participation from 
consumers to share their unique style with LG and to relate it to the BLS. For instance, LG held an online 
user created content (UCC) competition under Shine's product concept "Born to Shine," which was not 
bound strictly to product- or feature-oriented themes. Consumers were asked to upload up to five 
pictures describing their "shining moments" on the LG Shine blog and the three with the most number 
of votes and/or positive comments received a LG Shine. The competition allowed consumers to share 
their stories with LG and helped them more closely relate to the LG BLS. As a result, the average number 
of daily blog posts increased dramatically and soon surpassed that of the launch period in mid-February, 
2007. 
 
LG has also undergone a ground-breaking change in allocating its offline marketing resources and has 
adopted the concept of special events in its marketing efforts to better serve consumers' emotional and 
sensual needs. As a result, LG BLS has provided a variety of consumer-centric marketing events including 
Chocolate's brand ambassador programme, Shine's consumer trial event and Secret's guerrilla marketing 
event. 
 
LG Chocolate's brand ambassador programme used celebrity Coleen McLoughlin, a global fashion icon 
with massive influence over the major target trendsetters, to create more impact from the very beginning 
and throughout the first LG BLS marketing campaign. At the pre-launch phase, the announcement of 
Coleen's appointment as the main ambassador of LG Chocolate in press release was distributed to 
maximize interest about the Phone, and actual impact reached 93,285,923 WOM. In addition, the link 
between LG Chocolate and Coleen reaffirmed the premium design features of the Phone, with 36% of its 
pickup in lifestyle media, ensuring target consumer reach. Coleen's celebrity status helped the LG BLS 
global launch event become a unique mixture of press conference, launch party and interview held at 
Sketch, London, an exceptionally exclusive club in the heart of the Fashion District. Through this event, 
LG was able to attract a total of 127 UK and other European media personnel covering Colleen and 76 
other celebrities. 
 
LG Shine introduced a new concept in event marketing when it hosted its "A Day with Shine" event in 
selected buildings in London during April 2007. With an emphasis on consumers' sensual experiences, 
LG provided an opportunity for its potential Shine consumers to use the handset for one day and get a 
taste for the premium qualities of the BLS handset. Moreover, every participant in the event had three 
chances to win a LG Shine phone: 

1. A Surprise Call - Two participants called at random during a daily event; 
2. Trialler's Moment - Three participants chosen for their Shine product reviews; 
3. Photo Together - Three participants with the most number of votes and/or positive comments for 

their uploaded pictures selected on Shine blog. 
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The LG Shine consumer trial event was created to stimulate word-of-mouth marketing effect. A recent 
study suggested that 77% of mobile handset consumers in their 20s and 30s, the major target consumers 
of LG BLS, always check online reviews before purchasing new mobile handsets, and so LG used this as 
guidance in developing the programme. 
 
Offline marketing events and online follow-up programmes created synergy, allowing the consumer trial 
programme to positively affect the LG Brand as a whole. The effect on preference and purchase intention 
for the LG Brand was considered to be particularly significant. Also, the marketing event had a very 
positive effect on consumer awareness/attitude toward LG Shine with strong positive impact on 
familiarity, preference and purchase. Word-of-mouth marketing proved to be both efficient and 
economic. Consumers who experienced using LG Shine after the consumer trial programme were found 
to share their story with an average of 8.9 people (colleagues, friends and/or family/relatives), more than 
the seven people that LG estimated before the programme. 
 
LG Secret introduced also a worthwhile concept in event marketing by hosting a dealer promotion event 
programme explicitly targeting the handset retailers (so-called "middle men"). This guerrilla infotainment 
event provided an opportunity for LG to influence its BLS dealers directly as well as to reach more end-
user consumers at the selling point. 
 
During the event, the LG Secret dealer promotion team went into selected dealer shops and provided 
show window cleaning service, touch screen presentations and unique selling point quizzes to achieve 
brand friendliness with the dealers, a major player in influencing the end-user consumer purchasing 
decision. This enabled them to better share LG BLS' premium values in face-to-face conversations with 
potential purchasers. 
 
The touch screen presentation lasts about eight minutes in total, describing the special features and 
unique values of LG Secret mobile handset, including its 120 fps video recording, motion sensor used for 
games and auto-rotating picture display and timeless design. The USP Speed Quiz reviews the 
aforementioned attributes of LG Secret and provides gifts for participating dealers. 
 
The LG Secret dealer events also provided additional benefits - some of the end-user consumers at the 
event site had the chance to learn about the special features of Secret at the point of sale in an exciting 
atmosphere, which helped challenge their previous image of LG through the premium BLS. 
 
21.3.3 Case study: Pigsback (retail rebates) 
 
Pigsback [www.pigsback.com] is an online shopping portal that offers consumers Piggy Points for their 
purchases with participating online retailers. These piggy points can then be redeemed as cash toward 
other purchases (1 point = £0.01) or benefits. 
 
The original Pigsback online portal service was launched in July 2000, and the loyalty programme 
launched in Northern Ireland in September 2002, then in the UK in June 2005. Pigsback.com currently 
claims more than... 
 

... continued in the full report - see www.theloyaltyguide.com 
 
 
Authors' note: 
This report's numerous case studies are carefully constructed to provide full background, 
history, and current-day detail, along with partnership developments, points structures, 
redemption options, and the latest facts and figures concerning each programme. 
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3.2.4.4 Reputation 
3.2.4.5 Difficult to pilot 
3.2.5 Typical application areas 
3.2.6 Expanding a single programme into a coalition 
3.2.6.1 Taking it to the next level 
3.2.6.2 Prerequisites of expanding the programme 
3.3 Coalition programme case studies 
3.3.1 Air Miles (worldwide) 
3.3.1.1 Air Miles (UK) 
3.3.1.2 Air Miles (Canada) 
3.3.1.3 Air Miles (Spain) - aka 'Travel Club' 
3.3.1.4 Air Miles (Netherlands) 
3.3.1.5 Air Miles (Middle East) 
3.3.2 Aeroplan (Canada) 
3.3.3 BonusLink (Malaysia) 
3.3.4 eBucks (South Africa) 
3.3.5 Fly Buys (New Zealand) 
3.3.6 FlyBuys (Australia) 
3.3.7 i-Mint (India) 
3.3.8 iPoints (UK) 
3.3.9 Malina (Russia) 
3.3.10 Nectar (UK) 
3.3.10.1 Nectar's database and IT systems 
3.3.10.2 The history of Nectar 
3.3.10.3 Nectar Business 
3.3.10.4 Changes to the company structure 
3.3.10.5 The Moorhead interview 
3.3.10.6 Nectar's online portal: Nectar eStores 
3.3.10.7 Nectar rewards and redemptions at-a-glance 
3.3.10.7.1 Nectar earning opportunities for consumers 
3.3.10.7.2 Nectar redemption options for consumers 
3.3.10.7.3 Nectar earning opportunities for businesses 
3.3.10.7.4 Nectar redemption options for businesses 
3.3.10.7.5 Nectar's special interest clubs 
3.3.10.7.6 Latest membership and redemption figures 
3.3.11 Nectar Italia (Italy) 
3.3.12 PayBack (Germany) 
 

4 Loyalty operations 
4.1 Introduction 
4.2 How a loyalty programme works 
4.2.1 Keep your customers 
4.2.2 Get new customers 
4.2.3 Move customers up-segment 
4.2.4 Deselect unprofitable customers 
4.2.5 Recover defected customers 
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4.2.6 Increase Customer Lifetime Value 
4.2.7 Best customer marketing 
4.2.8 Build relationships 
4.2.9 Create advocates 
4.2.10 Adjust pricing levels 
4.2.11 Respond to competitive challenges 
4.2.12 Select stock lines effectively 
4.2.13 Plan merchandising optimally 
4.2.14 Reduce promotional and advertising costs 
4.2.15 Select new trading sites 
4.3 Secrets of a successful loyalty initiative 
4.3.1 Loyalty programmes are not a 'quick fix' 
4.3.2 Accurate targeting 
4.3.3 Gain consumer buy-in 
4.3.4 Know your customers 
4.3.5 Don't reward the wrong behaviour 
4.3.6 Reward or recognise? 
4.3.7 Spotting defection patterns 
4.3.8 Customer lifecycles 
4.3.9 Rewards should be attainable & affordable 
4.3.10 Cost of programme must be recoverable 
4.3.11 Good communications 
4.3.12 Keep it simple 
4.3.13 Results must be measurable 
4.3.14 It should attract new customers 
4.3.15 It should provide unique, hard-to-copy benefits 
4.3.16 Empower the team 
4.3.17 It should make life easy 
4.4 Critical capabilities for customer loyalty 
4.4.1 Develop and deliver a branded experience 
4.4.2 Create and shape demand 
4.4.3 Harness talent and technology 
4.4.4 Foresight & insight mean marketing productivity 
4.4.5 Drive marketing to meet performance objectives 
4.5 The structure of loyalty marketing 
4.5.1 Best Customer Marketing 
4.5.2 Access Pricing 
4.5.3 Multi-partner programmes 
4.5.4 Turnkey programmes 
4.5.5 Bespoke programmes 
4.5.6 CRM and One-to-One 
4.5.7 Credit and debit card-based programmes 
4.5.8 Stored value, prepaid and gift cards 
4.5.9 Stealth programmes 
4.5.10 Real-time targeting 
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 
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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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