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Top-performing loyalty programs change customer behavior in positive ways.

Total respondents, % B Top quartile W Bottom quartile

7%
L

Choose brand Recommend Increase View brand Pay higher Intend to
over competitors’ the brand frequency as their favorite  prices to stay increase their
to others of purchases  inthe category  with the brand spend

MNote: Quartile of programs based on percentage of respondents who have positively changed behavior due to a loyalty program and overall satisfaction
with a loyalty program. Includes retail, grocery, airlines, hotels, restaurants, and rental cars.
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Loyalty programs have plenty of room to grow. Aol 5l S)lewn (d o ,9 il 59>9 L

% based on 50 brands across 7 categories! 3y Sy ol slad s)lslag sla
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M Ecosystem offering
A,y saidao S a0l Shls 2o

9 buio wislpiiy sShls 1o,5 6
18 6 lslpiiy shhls 2o,y 2 g ax, S0

! All loyalty programs were picked from Financial Times' top 100 brands of 2019 and span 7 categories (apparel, travel, retail, fast food, entertainment,

financial services, grocery).
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Consumers demand benefits that provide both rational and emotional

tisfaction.
satistaction » e Slaaoly U «Earn and burn»

Top benefits desired, %

B Rational benefits a UGS B0 disiww 088 S0 (aus
B Emotional benefits

M Social/community benefits
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MNote: Based on a survey of more than 9,000 consumers about their experiences with loyalty programs across 9 different sectors.
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https://www.linkedin.com/in/reza-samizadeh-phd-b483982/
https://www.linkedin.com/in/shahlaznd
https://instagram.com/dr.reza.samizadeh?igshid=672yheei8y8h
https://t.me/DrRezaSAmizadeh
https://www.mckinsey.com/capabilities/growth-marketing-and-sales/our-insights/preparing-for-loyaltys-next-frontier-ecosystems
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