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Despite The Economic Uncertainty, Investment In
Loyalty Technology Is Critical For Business Success

Executives have stated that B2C marketing decision makers
their company’s loyalty plan to increase their spend on
program budget increased in Loyalty technology in 2023. J
the latest planning cycle.
Forester Marketing )
PwC Customer Loyalty !
Executive Survey 2023 chJ Survey 2023 FORRESTER
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Investing in Loyalty programs can help organizations overcome declining
consumer sentiment and offset the challenges of a highly uncertain
macroeconomic environment McKinsey
& Company

).



https://www.pwc.com/us/en/services/consulting/business-transformation/library/building-customer-loyalty-guide.html
https://reprints2.forrester.com/#/assets/2/593/RES178447/report
https://www.mckinsey.com/industries/retail/our-insights/introducing-the-australian-consumer-loyalty-survey

However, Today’s Consumers Have Evolving
Expectations From Loyalty Programs
%
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70% wi , - ,
o Millennials are willing to pay a premium for
for experiential benefits and personalized

7 $350B

Spending power of . . .
Miﬁenniaiz GenZ in 61% wmillennials prefer to donate their
U.S. (2021) rewards to a cause than redeem it for
themselves

36 % Genz want to receive personalized
content as part of Loyalty programs
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Willing to try new 27 /o GenZ consumers want to engage with

25 brands the brand on social media

Digital-first

Source: Salesforce customer Sentiment Survey, 2021; KPMG - The truth about customer loyalty, 2019, Deloitte Insights - Customer Loyalty, Oracle Customer
Engagement Study, 2020



https://home.kpmg/xx/en/home/insights/2019/11/customer-loyalty-survey.html
https://www2.deloitte.com/tw/en/pages/consumer-business/articles/gx-consumer-review.html
https://www.oracle.com/a/ocom/docs/dc/how-to-engage-consumers-across-every-generation.pdf
https://www.oracle.com/a/ocom/docs/dc/how-to-engage-consumers-across-every-generation.pdf

New-Age Loyalty Use Cases Can Address The Evolving
Consumer Habits & Set Up Brands For Success
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Improve Brand Equity with
Loyalty Tied to Social &
Sustainability Causes

Personalized, Exclusive
Access Benefits

Increase Engagement with Connect with Customers
Gamification Based on Their Interests




Shoppers Willing to Earn Benefits in New Ways

Take a
sustainability
action

Follow/Share
brands/retailers
on social media

Download an app

Check into a store

Take Actions

Fill out a customer
profile

Refer friends and Write a review
family

Birthday
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Phone for text
messages
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Social Handles

Share
Information

Lifestyle preferences Clothing sizes
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Style Preferences
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Shoppers Value Money-Saving Benefits

% of Shoppers Who Belong To These Types of Loyalty Programs

Points 70°/o
o [ R
Tiered loyalty programs (different 250/° -

tiers with different perks)

Co-branded credit cards (i.e., a credit
card with a retailer that earns points)

18%

Hybrid loyalty programs (combine
different features, such as points
and cash back)

17%

Coalition loyalty programs (i.e.,
loyalty programs that involve more
than one brand)

15%

13%

Fee-based loyalty programs




More Loyalty Programs to Come

Top Goals of Loyalty Programs

O
7 5 [®) Customer retention 57%
of retailers Increase customer 51%
already offer a engagement with brand ¥
loyalty program,
with another °
Increase repeat purchases 47%

22%

Customer acquisition 43°/o
planning to
introduce one
in the next Increase share of wallet 38°/°
24 months.

Encourage customer
advocacy for the brand

31%

17%

Collect zero / first party data

Base: Respondents in customer experience, ecommerce/digital strategy, or marketing roles at companies with existing or planned loyalty programs.



Barriers to Successful Loyalty Programs

Top Barriers to Loyalty Program ROI

‘ Lack of customer insights for targeting
e Inability to rapidly react to market opportunities / competition

° Inability to predict promotional revenue

Disparate systems to manage promotion lifecycle (conceptualize,
configure, distribute, measure)

Lack of clarity into which promotion types resonate with
loyalty members
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Brands Need To Invest In A Modern Loyalty Program To
Optimize Member Engagement

Personadlization

Social Media, In-store,
Payment Integrations

Gamification

Data-driven Behavioral
MODERN LOYALTY Segmentation

PROGRAM
IMPERATIVES

Experiential Rewards

Community Programs

Mobile-first Approach

Referral/ Influencer Loyalty

Real-time & Predictive
Analytics

Source: Forrester, McKinsey, Salesforce Global Consumer Survey, 2023
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IMPROVE RETENTION & MEMBER SPEND

10% - 20% growth 2X adoption of
in customer existing transactional
acquisition reward types

35% members more
likely to choose the
brand over
competition

64% members more
likely to purchase
frequently

31% members more
willing to pay a higher
price to stay with a
brand



https://www.forrester.com/blogs/loyalty-is-a-lifeline-during-the-inflation-crisis/
https://www.mckinsey.com/capabilities/growth-marketing-and-sales/our-insights/next-in-loyalty-eight-levers-to-turn-customers-into-fans
https://www.salesforce.com/news/stories/customer-spending/
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"Just having satisfied customers isn’t good enough
anymore. If you really want a booming business, you
have to create raving fans."

Ken Blanchard
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