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Always customer centric.
Always data driven.



A strategic consultancy with a laser focus on loyalty, CRM & 
customer engagement.

Tom Peace
MANAGING DIRECTOR

20+ years experience working at 
the forefront of the loyalty industry, 
with expert knowledge in all forms 

of customer loyalty including 
Financial Services, Retail, F&B, 

Travel, luxury and FMCG sectors. 
My experience covers the latest 

trends in loyalty including 
“emotional/experiential loyalty 

techniques.



The challenge of engaging Gen Z with traditional loyalty programmes 
and the importance of creating emotional connections

• What Gen Zs want from loyalty
• How do their behaviours differ?
• The importance of digitally led, Omni-channel engagement?
• Best practice for Gen Z engagement

But first….who do we have in the room?



Always start with the data…

We’ve examined Gen Z data kindly provided 

by Mando-Connect and YouGov, from 

their European Loyalty Research

Created in partnership between Mando-Connect and 

YouGov, the research dives into loyalty membership, appeal 

and impact across 24 European markets. The insight is then 

enhanced with rich commentary from in-market experts and 

pan-European loyalty programme leads.

You can download from the Mando-Connect website



How do Gen Zs behaviours differ from the rest of us?

What do we know about how Gen Zs across Europe?

• Gen Z's participate less in loyalty than the rest of us, but when 
they do they engage better and advocate more

• Certain countries such as Scandinavia, Slovakia and Turkey 
actually have VERY strong engagement from Gen Z’s

• Gen Z's tend to have a strong emotional connection with loyalty 
programs, but don't feel strongly that all brands should use 
them

• They don't value rewards nearly as much as the rest of us – at 
least in terms of the current structure of rewards…



What do Gen Z want from the brands they are loyal too?

Likes

• Experiences, exclusive content, self-
improvement

• Community, brand alignment, interactivity
• ESG, Charity, brand-sensitivity
• Instant gratification, offers, rewards

Dislikes

• Long-term earn
• Lack of choice (in brand and in reward)
• Impersonal approach
• Material wealth (to some extent)



Traditional Loyalty Brands struggling to win with Gen Z customers

• Brands that only provide rewards on their products - Gen 

Z want flexibility

• Programs that take too long to become valuable, such as 

airmiles schemes

• Greenwashing or a lack of social and environmental 

awareness – Just one Warrior can cause massive 

damage

• A brand that doesn’t align to your personal beliefs or feels 

impersonal

• Programs that reward with “cash” value rather than 

experiences, fun and prestige, such as cashback/discount 

programs – these actually drive promiscuity



The importance of a seamless customer engagement?

Gen Zs don’t remember a time before the 

internet and online shopping

They don’t want to carry a plastic loyalty card 

or get anything via the mail

They expect their favourite brands to just 

know it’s them and understand all their 

behaviours seemlessly

Gen Zs intuitively understand how their data 

can be used to create personalisation, and 

they expect better



Where does Gen Z behaviour sit within a traditional loyalty program?

The truth is we are all a bit Gen Z these days!

• Loyalty programs need to adapt to our quickly changing behaviours

• We look for experiences, value, offers and ESG considerations.  We switch brands 
when they don’t align to our beliefs, and we all shop around for the best deals

• These days, customers are looking for instant rewards as well as long-term value.  We 
don’t want to wait 12+ months for the points/airmiles to be worth something

• Our expectations have changed.  We want convenience, personalisation, service, 
product quality, delivery and an omni-channel experience



So how do we adapt to Gen Z demands?

1. Listen to your customer and create a loyalty program based on what they love about your brand

2. Get the basics right! Invest in loyalty at the heart of your business through ESG, brand alliances, 
exclusive content and partnerships aligned to your customers' needs

3. Collect as much first party data as you can – and use it.  Gamification and social media can be 
very effective for gathering insight

4. Gen Zs expectation of personalisation is very high.  Use the first party data to create dynamic 
segmentation and hyper-personalisation for offers, rewards and communications based on 
everything you know about your customer

5. Have a range of benefits available to your most loyal customers, with tiers if appropriate.  Give Gen 
Zs privilege and choice, but always make sure benefits are available immediately.  

6. Think about a subscription model.  Gen Zs will pay to get benefits immediately when the proposition 
is right.



Who really gets Gen Z?

Gamification

Community Experiential Design

Hyper-personalisation Subscription

Sustainability



Thank you for 
your time, 
please get in 
touch with any 
questions

Tom Peace

tom@theloyaltypeople.global

+44 7773 321 338

www.theloyaltypeople.global
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