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here’s what else we found: 
 
1. Enrollment is up, despite a limited 
capacity for engagement.
Meaningful year-over-year increases are observed on all 
key sentiment trackers:

• “Programs are definitely worth the effort”
• “Programs make me more likely to continue  
 doing business with certain companies”
• “i modify when and where i make purchases in  
 order to maximize the benefits i receive”
• “i modify what brands i purchase in order to  
 maximize the benefits i receive”
• “Programs are part of my relationships with the brands”

Even the average number of programs in which consumers 
are enrolled continues to climb – from 10.9 programs per 
Member in 2014 to 13.3 programs per Member in 2015.

Yet customer participation (or lack thereof) in these 
programs tells a slightly different story.

despite the increase in average enrollments, the average 
number of programs in which Members are active 
(i.e., make a purchase) has decreased from 7.8 to 6.7 
– which tells us that consumers appear to have a finite 
capacity in terms of the number of programs with which 
they can actively engage. 

as loyalty becomes more crowded, it is more important 
than ever for brands to identify how their programs can 
differentiate and win.

2. Marketers must focus on 
authentically fulfilling customer needs 
to break the habitual reliance on the 
discount-oriented value proposition.
Program satisfaction correlates well with many of the 
desired outcomes that marketers expect of an investment 
in loyalty, such as the likelihood to continue doing business 
with the brand and recommend the program.

naturally, marketers ask, “What drives program 
satisfaction?” the functional elements, including the 
ease with which rewards can be redeemed and amount 
accumulated per $1 spent, rank highly as drivers of 
program satisfaction. Yet, relying on these functional 
elements is a pitfall to which many brands have succumbed 
– locked in to an endless cycle of one-upmanship and 
outspending the competition on rewards.

our study reveals a better path for marketers eager to 
reduce their reliance on monetary incentives in pursuit 
of customer engagement and program satisfaction. the 
path is paved with experience-based drivers of satisfaction 
– which are as weighty as the functional rewards-oriented 
drivers in terms of their influence on overall program 
satisfaction. Elements such as ‘the program is worth the 
effort of participating’, ‘the program meets my needs’, 
and ‘the program is enjoyable’.

the past year saw an increasing number of 
consumers opt-in to a variety of different 
loyalty programs. Our study shows 
consumers overwhelmingly agree that 
loyalty programs are worth the effort, and 
it appears the extent to which programs are 
effective in influencing customer behavior 
show no signs of diminishing.

ExEcutivE OvErviEW  / /
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3. The program must serve the brand, 
not just the program.
34% of customers say they would not be loyal to the brand 
if it weren’t for the brand’s loyalty program, and programs 
are seen as an extension of the brand as affirmed by the 
76% of americans who think that loyalty programs are part 
of their relationships with brands.

as such, the ultimate role of the loyalty program is 
to drive loyalty to the brand; it is not sufficient for 
programs to drive program satisfaction without fostering 
corresponding and sustained loyalty to the brand.

4. Mobile in loyalty not only improves 
the program experience, but ultimately 
drives loyalty to the brand.
Mobile is a strategic high ground in loyalty. it’s at once 
a combination of a communication conduit, a unique 
identifier, and a payment vehicle. it is the customer’s link 
between online and the real world. Mobile adds utility to 
marketing as part of an improved customer experience in a 
way that loyal customers appreciate.

and yet there is contradictory data regarding whether 
consumers want to interact with programs via mobile.  
While 48% of Members agree, “i would like to engage with 
loyalty programs through my mobile device,” only 12% of 
customers have downloaded a program app, and 60% of 
smartphone owners are not even aware whether or not 
their program offers a mobile app.

For brands with mobile loyalty apps already in play, 
there are benefits being achieved. For instance, 62% of 
customers using the program’s mobile app are satisfied 
with the program, as compared to only 45% among 
Members who have not downloaded a mobile loyalty app.

While the role of mobile in loyalty is, in part, to improve 
the program experience itself, the higher-order objective 
is to improve the brand experience overall and, ultimately, 
drive loyalty to the brand.

in this regard, there is an untapped opportunity with 
mobile: the percent of customers loyal to the brand 
among customers who agree, “the mobile app meets 
my needs” is 10 times higher, revealing a link to a better 
mobile experience and the resulting brand loyalty.

5. Some of the most beloved brands 
have no formal loyalty program, 
yet lean on familiar loyalty design 
principles to achieve their covert 
and stealthy alternatives to formal 
programs.
Marketers often cite brands such as nike+, apple’s itunes 
Genius, and nest thermostat as benchmarks, because of 
their high customer loyalty. they’re strong brands that 
own a loyal following – but the one thread that ties them 
all together? they achieve high levels of customer loyalty 
without an explicit loyalty program.

these informal approaches to loyalty have managed 
to avoid the loyalty “program” moniker, yet they have 
cleverly borrowed some of the familiar design principles 
of formal loyalty program design, including a mechanism 
that uniquely identifies customers, and interventions to 
encourage and reinforce behaviors.

What is compelling is that these brands have crafted a 
value exchange that is not solely reliant on a discount 
and monetary exchange, but rather on one that fulfills 
customer needs, makes customers feel recognized and 
valued, and engages through relevant and personalized 
experiences. in short, these principles help brands 
outperform by making the experience with the brand 
better, get customers to a place where they’re willing to 
pay a premium, and make them more loyal to the brand.

and though the evidence is highly supportive, we are 
careful not to convey that informal programs are the right 
choice for all brands – regardless of their chosen approach, 
organizations should strive to become a loyalty brand, not 
just a brand with a loyalty program.



Become  
a Loyalty 

Brand, not 
just a Brand 

with a Loyalty 
Program.
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Quick FactS  / /

NUMBER OF LOYALTY CARDS
IN WALLET UP, BUT NOT ALL
ARE ACTIVELY USED

13.3

OF  MEMBERS
WOULD LIKE TO

ENGAGE
WITH PROGRAMS

VIA A MOBILE DEVICE

of members are
very satisfied with the 
program experience 

(39% in 2014)43%

48%
of members

are very satisfied
with the program 

enrollment experience

FIRST IMPRESSIONS
ARE IMPROVING

42%

MEMBER
SATISFACTION IS UP

SATISFACTION BY CATEGORY

Retail 45%

CPG 31%

Entertainment 45%

Dining Casual 52%

Dining QSR 41%

(10.9 cards in 2014)

(7.8 cards in 2014)

(34% in 2014)

Average # of Loyalty Program 
Memberships

6.7
ARE ACTIVE
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ADVOCACY IS KEY

JUST NOT THAT SOCIAL

of members
strongly agree
they would recommend 
the program to others34%

OF MEMBERS FOLLOW A
LOYALTY PROGRAM

ON SOCIAL

say they
visited the
program’s website
in the past year

WEBSITE USAGE A
DECREASING UTILITY

of members
feel very satisfied that 

they get a personalized 
experience

MAKE IT PERSONAL

strongly agree
that programs are 
trustworthy

PROGRAM MEMBERS’
TRUST GROWING

TRUST BY CATEGORY

Entertainment 36%

Retail 35%

CPG 37%

Dining Casual 42%

Dining QSR 41%

33% (37% in 2014)

37% (31% in 2014)

(9% in 2014)10%
28% (21% in 2014)
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the past year saw more and more consumers opt-in 
to a variety of different loyalty programs. consumers 
overwhelmingly agree that loyalty programs are worth the 
effort, and it appears the extent to which programs are 
effective in influencing customer behavior is showing no 
signs of diminishing.

in each of the years bond brand Loyalty has conducted 
this comprehensive study on consumer usage of and 
attitudes toward the loyalty programs in which consumers 
participate, we have captured and tracked a number of 
general sentiments, including:

• “Programs are definitely worth the effort”

• “ Programs make me more likely to continue doing 
business with certain companies”

• “ Programs are part of my relationships with 
the brands”

• “ i modify when and where i make purchases in order 
to maximize the benefits i receive”

• “ i modify what brands i purchase in order to 
maximize the benefits i receive”

Meaningful year-over-year increases are observed on all 
of these key tracker metrics. Even the average number of 
programs in which consumers are enrolled continues to 

climb – from 10.9 programs per Member in 2014 to 13.3 
programs per Member in 2015.

inSatiaBLE cOnSumEr 
aPPEtitE FOr LOyaLty 
PrOgramS cOuLd BE mOrE 
than SOmE can StOmach.

LoyaLty Program attitudes
(agree with statements)

enroLLment is uP, desPite a Limited 
caPacity for engagement.

86%

Programs are definitely
worth the effort

80%

Programs make me more
likely to continue doing business

with certain companies

79%

76%

Programs are part of my 
relationships with the brands

71%

70%

I modify when and where
I make purchases in order to 

maximize the benefits I receive

64%

I modify what brands I purchase 
in order to maximize the 

benefits I receive

64%

55%

2015 2014

83%

gEnEraL LOyaLty attitudES  / /
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consumers are telling us that there’s work to do to 
improve programs in the very near future.

despite the increase in average enrollments, the average 
number of programs in which Members are active (i.e., 
make a purchase) has not shown a corresponding 
increase. this suggests consumers are reaching a program 
engagement saturation point. so, despite the capacity to 
enroll in more programs, consumers have a finite capacity 
in terms of the number of programs with which they can 
participate and brands they can actively engage. 
 

consumers have a 
finite caPacity in terms 
of the number of 
Programs and brands 
with which they can 
activeLy engage. 
 
For some loyalty brands, the race for share of mind and 
wallet could be a race to the bottom. Less than half of 
consumers agree they spend more after having joined 
a program than before, suggesting that marketers are 
incurring program costs with no corresponding increase in 
sales among a significant portion of their customer base. 
this will be especially problematic for programs whose 
loyalty value proposition is anchored in discounts 
or rebates.

Less than haLf of 
consumers agree 
they sPend more 
after having joined 
a LoyaLty Program. 
(49% agree they spend more with 
brand now vs. pre-membership.) 
 
Moreover, a material portion (44%) of customers 
agree, “…it would be easy to replace the program with 
a competitor’s program”, suggesting that programs 
are falling short in terms of serving as a key source of 
competitive differentiation for many brands. this is 
particularly true among programs in the payments sector, 
for which 48% of customers agree with this statement.

so, programs need to provide utility to real customer 
needs, and brand-right benefits that are easy and enjoyable 
to engage with. aside from sustainable differentiation, this 
will help avoid customer criticisms and less than desirable 
statistics like these.

is your program running on antiquated 
legacy technology? reach out to us at 
tLr15@bondbrandloyalty.com and ask us 
about synapze – our mobile loyalty solution.



Loyalty
is changing,

are you 
changing
with it?



132015 LOYALTY REPORT™  |  BOND BRAND LOYALTY

the best, next best and Last programs in each sector are 
listed in the tables on the following pages.

in many categories, we have found there is little that 
discerns the top program in a sector from next best. 
in fact, where top programs score similarly on the key 
drivers, what discerns the top program from next best 
programs are the experiential drivers. as such, it is 
important for programs to succeed on the primary drivers 
in order to compete, yet the opportunity to differentiate 
from competitors resides through a focus on improving 
performance on experiential drivers.

Given the program parity in many sectors, loyalty 
marketers and program operators will be well served 
to look beyond the functional, rewards-centric attributes 
to the experience-oriented attributes as alternate and 
differentiating means of improving overall program 
satisfaction.

PrOgram 
SatiSFactiOn.
toP-rated Programs. 

ratingS & rankingS 2015  / /

are you interested in how competitors’ programs 
score versus yours on these program performance 
imperatives? We’ve got data on 110+ programs. send 
us a message at tLr15@bondbrandloyalty.com. 
We’d love to have a conversation.
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Regal Crown Club

AMC Stubs

SUBWAY Rewards

   Fll-A-The A-List

TGI Fridays
Give Me More Stripes

Pizza Hut Hut Lovers

Retail
MID-FREQUENCY

La
st

Retail
 HIGH-FREQUENCY

CPG

Be
st

N
ex

t B
es

t

Entertainment

La
st

Dining QSR Dining Casual

Be
st

N
ex

t B
es

t

Cinemark Weekly Email Qdoba Rewards Outback Steakhouse
My Outback Rewards

Amazon Prime Kroger Fuel L’Oréal Paris Gold Rewards

Barnes & Noble Member Food Lion MVP Card General Mills
Box Tops for Education

My Best Buy Target Pharmacy Rewards Pepsi Experience Points

PHARMACY Rewards

ratingS & rankingS 2015  / /
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Program satisfaction is a worthy pursuit for marketers –  
in general, program satisfaction correlates well with many 
of the desired outcomes that marketers expect of an 
investment in loyalty, such as likelihood to continue doing 
business with the brand and the likelihood to recommend 
the program.

the more salient question that naturally follows: What 
drives program satisfaction? in other words, what are the 
program elements on which program operators should 
focus in order to most positively influence overall program 
satisfaction?

to answer this question, we assessed over two dozen 
potential drivers of program satisfaction and identified 
the elements most strongly related to overall satisfaction. 
What did we find? Elements that ranked as top functional 
drivers of satisfaction includes:

1. the appeal of rewards. 
2. the ease with which rewards can be redeemed. 
3. the amount accumulated per $1 spent. 
4. ability to reach rewards in a timely manner. 
5. number of ways benefits can be earned.

it should come as no surprise to even the least-savvy 
loyalty marketer that these functional elements rank highly 
as drivers of program satisfaction. traditionally, these are 
tactics marketers have leaned on most heavily in their 
pursuit of increased enrollment and customer behavior 
outcomes. in fact, these features are often given the most 
prominence when it comes to program collateral that 
highlights reasons to join.

BrEak thE cycLE, 
nOt thE Bank.

toP 5 LoyaLty 
Program cLimbers
(very satisfied ratings, 2015 vs. 2014)

toP 5 LoyaLty 
Program decLiners
(very satisfied ratings, 2015 vs. 2014)

marketers must focus on authenticaLLy 
fuLfiLLing customer needs to break the 
habituaL reLiance on the discount-oriented 
vaLue ProPosition.

What drivES PrOgram SatiSFactiOn?  / /

SUBWAY Rewards+31%
Barnes & Noble Member+31%
The Children’s Place myPLACE Rewards+30%
ShopRite Rewards Program+26%
Lowe’s MyLowes+26%

Qdoba Rewards-11%
Kraft First Taste-12%
Dove Insider-13%
Outback Steakhouse My Outback Rewards-19%
My Best Buy-27%
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discounts, points, and rebates do a have a role in engaging 
customers and influencing behavior. and yet, relying 
on these functional elements is a pitfall to which many 
brands have succumbed – locked in to an endless cycle of 
outspending the competition on discounts.

the challenge for brands is that discounts are not 
sustainably differentiating, and many brands cannot simply 
continue to one-up or out-discount the competition while 
still expecting to remain profitable. 

thankfully, our study reveals a better path for marketers 
eager to reduce their reliance on monetary incentives in 

pursuit of customer engagement and program satisfaction. 
the path is paved with experience-based drivers of 
satisfaction – which are as weighty as the functional 
rewards-oriented drivers in terms of their influence on 
overall program satisfaction. Elements that ranked as the 
top experience drivers include:1

1. the program is worth the effort of participating.
2. the program meets my needs.
3. the program is enjoyable.
4. the program is simple.
5. the program is easy to understand. 

as such, in crafting an roi-positive loyalty program value 
proposition that enables a balanced and mutually beneficial 
value exchange between a brand and its customers, 
marketers (and customers) will be well served to ensure 
the program is designed to authentically meet customers’ 
needs, in ways that go beyond a focus on discounts and 
the dividend issued per $1 spent, while also enabling an 
experience that is both easy and enjoyable.1

1Forrester’s customer Experience index comprises three similar elements, meeting 
customer needs, enjoyment and ease.

toP 5 LoyaLty Programs: “Program meets my needs”
(strongLy agree ratings)

LOyaLty tEnSiOn: 
functionaL vs. eXPerientiaL
the pressure to focus on the familiar, functional attributes often 
outweighs the desire to differentiate through experiential attributes. 
in the loyalty context, rewards do have a role, and points do have a 
purpose, and while it’s imperative for marketers to focus on the things 
that matter most to customers, the focus has been so uniformly 
embraced across the loyalty landscape that program parity exists. 
Most loyalty programs compete on: appeal of rewards, amount 
accumulated per $1 spent, and the ease with which rewards can 
be claimed. Programs that innovate to address customer needs 
with brand-aligned solutions in ways that are easy and enjoyable for 
customers will differentiate, win, and relieve this tension.

Amazon Prime

45%Costco Executive Gold Star Membership

45%

47%

Kroger Fuel

44%Jiffy Lube Rewards

41%Denny’s Rewards
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StarbuckS’ 
My StarbuckS rewardS
Starbucks’ My Starbucks Rewards is cited frequently by 
marketers, and even by consumers, as a loyalty program 
benchmark. Perhaps surprisingly for some, the percent of 
Members who are strongly satisfied is only 37%, placing My 
Starbucks Rewards well outside the best-in-class programs. 
Additionally, OSAT has dropped by 7 percentage points from 
last year.

What’s really driving (or not) Member satisfaction with this 
program? The following quadrant chart plots a selection of the 
satisfaction drivers we studied across two axes:

• X-Axis: The importance of the attribute in driving   
 satisfaction with loyalty programs, and

• Y-Axis: My Starbucks Rewards’ performance on the   
 specific attribute

 

My Starbucks Rewards under-performs both within the dining 
category and when compared with other loyalty programs in the 
market. Our analysis reveals that “this program meets my needs” 
is a key driver of loyalty program satisfaction, and we see that 
My Starbucks Rewards performs relatively poorly on this metric. 
Conversely, “program websites” are not important in driving 
program satisfaction, yet My Starbucks Rewards performs well 
on this measure. This suggests that My Starbucks Rewards could 
benefit from re-focusing efforts on what matters most to their 
customers.  

my starbucks rewards 
Performance imProvement PLanner
(seLect drivers reveaLed)

Low Attribute Importance
High Attribute Performance

Low Attribute Importance
Low Attribute Performance

High Attribute Importance
High Attribute Performance

High Attribute Importance
Low Attribute Performance

% Importance of Attribute to Overall Satisfaction 

%
 V
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y 

Sa
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ith
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This program
meets my needs

Enrollment experience

Program website

I enjoy participating
in this program

StarBuckS’ 
my starbucks rewards
starbucks’ My starbucks rewards is frequently cited by 
marketers, and even consumers, as a loyalty program 
benchmark. Perhaps surprisingly for some, the percent of 
Members who are very satisfied is only 37%, placing My 
starbucks rewards well below the best-in-class programs. 
additionally, overall satisfaction has dropped by 7 percentage 
points from last year.

What’s really driving (or not) Member satisfaction with this 
program? the following quadrant chart plots a selection of the 
satisfaction drivers we studied across two axes:

• X-axis: the importance of the attribute in driving   
 satisfaction with loyalty programs

• Y-axis: My starbucks rewards’ performance on the   
 specific attribute

 

My starbucks rewards underperforms, both within the dining 
category and when compared with other loyalty programs in 
the market. our analysis reveals that “this program meets my 
needs” is a key driver of loyalty program satisfaction, and we see 
that My starbucks rewards performs relatively poorly on this 
metric. conversely, “Enrollment experience” is not important 
in driving program satisfaction, yet My starbucks rewards 
performs well on this measure. this suggests that My starbucks 
rewards could benefit from re-focusing efforts on what matters 
most to its customers.  



Loyalty 
to Brand 

over Loyalty 
to Program.
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thirty-four percent of customers say they would not be loyal 
to the brand if it weren’t for the brand’s loyalty program.

We’ve commented in earlier publications on the potential 
contradictory sentiments this figure might trigger among 
marketers. For instance, this stat may be perceived 
as a positive indicator for, say, a director of Loyalty – 
proud that his team’s efforts and accomplishments are 
responsible for a significant portion of his organization’s 
business. in contrast, this stat may also trigger worry for a 
cMo (and, in particular, for a cMo of a brand for which 
customer engagement with the program relies heavily on 
monetary drivers of program satisfaction, such as ‘amount 
accumulated per $1 spent’) concerned that a significant 
portion of her brand’s business might be at risk should 
a competitor’s loyalty program decide to offer a higher 
program dividend to the market.

Either way, the finding above suggests that without a 
program there would be no loyalty to the brand – as 

such, marketers must ensure that loyalty to the brand is 
achieved because of the program.

Meanwhile, programs are seen as extensions of the brand 
as affirmed by the 76% of americans who think that loyalty 
programs are part of their relationships with brands.

the ultimate role of the loyalty program is to drive loyalty 
to the brand; it is not sufficient for programs to drive 
program satisfaction without fostering corresponding and 
sustained loyalty to the brand. 

it is encouraging to see that 62% agree, “the program 
makes my experience with the brand better” and that 63% 
agree, “the program makes me more loyal to the brand.” it 
should be of concern to marketers that the other 38% and 
37% respectively do not agree that the program improves 
their brand experience – nor that the program makes them 
more loyal to the brand. 

LOyaLty iS in thE EyE 
OF thE BEhOLdEr.
the Program must serve the brand, 
not just the Program.

LOyaLty tEnSiOn: 
Program satisfaction vs. 
brand LoyaLty
there is tension between program satisfaction and brand loyalty. though 
satisfaction as a measure is universally embraced as a useful and general 
customer sentiment metric, it does not sufficiently embody the brand 
loyalty outcomes sought by marketers in their pursuit of brand loyalty. 
Loyalty outcomes such as the likelihood to continue doing business 
with a brand, to recommend the brand, to think of the brand first 
when shopping a category, to miss the brand if it went away, and more. 
satisfaction is fleeting, while loyalty endures. the tension is relieved when 
programs fulfill on achieving satisfaction among customers, all while 
engendering an enduring sense of loyalty to the brand.

thE imPOrtant rOLE OF thE LOyaLty PrOgram  / /

“this Program makes me 
more LoyaL to the brand” 
(strongLy agree ratings)

GameStop PowerUp
Rewards

TO
P 

3 44%
Cabela’s CLUB REWARDS 43%

BO
TT

O
M

 3

L’Oréal Paris Gold
Rewards 43%

Kellogg’s Family Rewards 16%
American Eagle Outfitters

AERewards 14%
Pepsi Experience Points 12%



The Loyalty 
Program is 
the 5th P 

of Marketing.
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drivers of overaLL brand satisfaction
(bond true drivers anaLysis)

traditionally speaking, marketers have planned their 
strategies guided by the framework of the 4 Ps: Product, 
Price, Promotion, and Place.

this study reveals the importance of a loyalty program in 
driving overall satisfaction with a brand; which just might 
be the evidence supporting the addition of a new and fifth 
“P”, the (loyalty) Program.

We included the loyalty program as a factor in the bond 
Loyalty report, and assessed it alongside a host of other 
factors that potentially influence consumer satisfaction 

with brands, including the quality of product (or service), 
the consistency of product (or service) quality, price, 
value for money, location/convenience, and more.

What the results show is that the loyalty program ranks 
ahead of factors such as value for money, price, and 
convenience/availability of locations in driving satisfaction 
with brands. Loyalty program ranks behind only two of the 
functional drivers assessed: quality of product/service, and 
consistency of product/service quality.

LOyaLty iS thE BridgE 
BEtWEEn Brand PrOmiSE 
and cuStOmEr ExPEriEncE.
the 4 Ps of marketing shouLd incLude a new 
5th P, the (LoyaLty) Program.

JuSt hOW imPOrtant iS thE PrOgram?  / /

Quality of product/service 10%
8%
8%

7%
7%
7%
7%
7%

The brand meets my needs

Consistency of product/service quality
The loyalty/rewards program

Availability of products/services
Experiences at the brand are enjoyable

The brand treats me like a valued customer

Value for money

Experiential brand attributesFunctional brand attributes

6%
6%
6%

5%
5%
5%

4%
3%

Customer service experience
Interactions with the brand are easy

Overall price

Communications received
Interactions with staff

Convenience and/or availability of locations

People I know are positive about the brand
People I know are loyal to the brand
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those who embrace 
a higher-order roLe 
for LoyaLty Programs 
– a roLe beyond that 
of simPLy a discount 
deLivery mechanism – 
wouLd be justified in 
arguing in favor of 
Program’s incLusion as 
a new 5th P. 
 

interestingly, represented among the top drivers of 
satisfaction with the brand, and ranked second overall 
among all factors assessed is, “the brand meets my 
needs.” this tells us that “loyalty” is an opportunity for 
brands to close the gap between what they promise their 
customers and what their customers experience along 
the path to purchase. done right, it becomes a path to 
repurchase that is frequently traveled by the customer 
who is engaged and loyal.

the role some loyalty programs currently play in terms 
of driving loyalty to the brand is evident. the role that all 
loyalty programs must play is significant; not just in terms 
of driving loyalty to the brand, but serving as a source of 
sustainable, competitive differentiation for brands. 

LOyaLty tEnSiOn: 
imPortance of Program
Product, Price, Promotion, Place…Program? is the loyalty program 
merely a proxy for price and promotion, or does it stand on its own as 
a legitimately distinct fifth consideration in the marketing mix? Given 
the emphasis of points and rewards within most loyalty programs, 
and therefore an overlapping role with price and promotion, the 
answer seems, “no.” Emerging thinking related to “informal loyalty” 
initiatives as covert and stealthy alternatives to formal programs might 
elicit a similar argument: informal initiatives, literally embedded in the 
product experience itself, may also serve as a proxy for product. in 
any case, the loyalty tension should be dissolved, given that the loyalty 
program asserts itself as the second most weighty functional element 
– sitting second only to product in driving overall satisfaction with the 
brand.



Mobile 
is a Strategic 
Imperative 
for Loyalty.
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alerts, apps, native apps, click-thrus, geo-fencing, 
ibeacons, Lbs, MMs, sMs, nFc, short codes, Qr codes, 
mobile payment, mobile wallet, mobile web, and more –  
if there’s one thing marketers continue to talk about and 
obsess about, it’s mobile.

Given the extent to which technology, and specifically 
mobile, permeates the lives of consumers today, it 
follows that brands are taking a mobile-enabled (and in 
many cases a mobile-only) approach to engaging with 
customers.

it’s clear that consumers want to interact with brands via 
mobile. data captured through this study reveals that 48% 
of Members agree, “i would like to engage with loyalty 
programs through my mobile device.” Further market 

trend evidence is plentiful, for instance: as of october 
2014, the apple app store surpassed 85 billion app 
downloads.1

Meanwhile, at least in terms of loyalty mobile apps, the 
appetite for apps might not be as it appears.

our study reveals the presence of what may appropriately 
be termed “mobile loyalty app’athy.” While 12% of 
customers have downloaded a program app (which 
represents an increase of 5% over last year), still 61% 
of smartphone owners are not even aware whether the 
loyalty programs in which they are enrolled even offer a 
mobile app.

Mobile pays dividends in terms of program satisfaction:

1 http://www.statista.com/statistics/263794/number-of-downloads-from-the-apple-app-store/

LOyaLty and thE uPWardLy 
mOBiLE cuStOmEr.
mobiLe in LoyaLty not onLy imProves the 
Program eXPerience, but uLtimateLy drives 
LoyaLty to the brand.

#mOBiLOyaLty  / /

overaLL satisfaction with LoyaLty Program
(very satisfied ratings)

Program Mobile App Downloaded

Program Mobile App Not Downloaded 45%

62%
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Marketers crafting their mobile loyalty strategy are 
susceptible to the pitfall of taking stock of competitor 
activity and, in turn, focusing only on the mobile loyalty 
feature set.

but, that’s not what’s important. While the role of mobile 
in loyalty is, in part, to improve the program experience 
itself, the higher-order objective is to improve the brand 
experience overall and, ultimately, drive loyalty to the 
brand. therefore, marketers must not simply ask, “What 
mobile features should we include,” but rather first ask, 
“What customer needs must we address,” and “how can 
mobile facilitate fulfilling these needs?”

What’s even more encouraging is the untapped 
opportunity for brands. Less than half the customers 
currently using a mobile loyalty app strongly agree, “the 
mobile app meets my needs.” the benefits of doing so 
are clear: the percent of customers loyal to the brand 
among those who strongly agree the mobile app meets my 
needs is 10 times higher (i.e., than among customers who 
disagree the mobile app meets their needs), proving a 
clear link to a better customer experience and the resulting 
brand loyalty.

toP 5 mobiLe aPP features of interest
among those whose LoyaLty Programs 
do not yet have an aPP

Marketers naturally ask, “What mobile features are most 
important?” Mobile loyalty app features and functions that 
interest customers most are familiar ones – that is, the 
table stakes elements as seen in most mobile apps today.

For instance, among the cohort of customers aware that 
a mobile loyalty app does not yet exist for their brand, the 
features in which they would be interested in if an app 
were available are as follows:

Manage account preferences

54%Digital membership card

50%

54%

Redeem for rewards

49%Access purchase history

49%Remember preferences for products and services

We’ve got an app’etite for mobile in loyalty. We can 
help your brand avoid the pitfalls others are making. 
reach out to us at tLr15@bondbrandloyalty.com 
to ask us about synapzeshoP – our mobile loyalty 
solution. We’d love to have a conversation.
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mobiLe aPP eLevating LoyaLty
Programs and brands
(strongLy agree ratings)

LOyaLty tEnSiOn: 
mobiLe aPP’athy
there is a lingering undercurrent related to mobile in loyalty 
marketing, perhaps resembling that which existed in the early web 
years, and manifested itself as enthusiastic remarks such as, “We 
need a website.” there’s no denying the impact mobile is having on 
the interactions between consumers and brands – enabling new 
possibilities, new experiences, and unlocking new forms for value 
for both consumers and brands. there’s tension here, however, 
between Loyalty’s and Members’ enthusiasm for mobile. brands are 
eager to enable mobile experiences for customers, and nearly half of 
consumers state a reciprocal interest in interacting with brands via 
mobile device, yet still only 12% of customers have downloaded a 
program app.

Yet, this brings us to an innovation imperative. nintey-six 
percent of respondents to this study were able to identify 
at least one mobile feature of interest from among the 
nearly two dozen we assessed. in other words, only 
4% indicated that “none of the [features] above” are 
of interest, which suggests that through this study we 
have been able to assess the features on the minds of 
most consumers. in turn, the implications related to the 
innovation imperative: First, marketer must innovate to 
create new features beyond the existing familiar and mildly 
appealing feature set, or instead marketers must innovate 
by applying the existing familiar features in new ways to 
unlock new forms of value.

While it’s likely true that many mobile features must first 
be experienced to truly be appreciated by customers, 
there also exists the need for brands to move much more 

quickly to mend the gap between enabling mobile-centric 
customer experiences and meeting customer needs. 
brands must first anticipate their customers’ needs, 
innovate, test, and if the mobile solution fails to deliver, 
fail quickly and move on.

Mobile is a strategic high ground in loyalty. it’s at once 
a combination of a communication conduit, a unique 
identifier, and a payment vehicle. it is the customer’s link 
between online and the real world. Mobile adds utility to 
marketing in a way that loyal customers appreciate as part 
of an improved customer experience.

Program mobile app meets needs

43%Program mobile app makes program experience better

43%

46%

Program mobile app makes brand experience better

42%Program mobile app makes me more loyal to brand
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iF it LOOkS LikE a duck.

What do nike+, apple’s itunes Genius, and the nest 
Learning thermostat have in common? For starters, these 
brands have been included for the first time in our annual 
loyalty study.

the short answer: Marketers often cite these brands as 
benchmarks, because of their high customer loyalty. they’re 
strong brands that own a loyal following. but the one thread 
that ties them all together? they achieve high levels of 
customer loyalty without an explicit loyalty program.

the term “loyalty” carries a great deal of baggage. today, 
the term is most often used as a synonym for loyalty 
“program,” and as a proxy term for points, perks, and 
rewards. Mostly, it has lost its association with its literal 
meaning as an unwavering allegiance to something.

as such, we endeavored to identify what guidance can 
be gleaned from the approaches and mechanics these 
benchmark brands are taking, in order to guide a better path 
forward for the brands and marketers tied to existing loyalty 
programs.

Loyalty (in the program sense) appears stalled; virtually 
all loyalty programs in-market today – including tenured 

programs launched decades ago, as well as new 
incumbents launched since the widespread adoption of 
Facebook, twitter and mobile – rely on the same, familiar 
do-this-get-that behavioral models, and lean all too 
predictably on the same, familiar monetary rewards to 
influence customer behavior. 

the resulting loyalty landscape is one full of undifferentiating 
me-too programs. in many ways, programs have been 
relegated to serving as a discount delivery mechanism for 
brands, dispensing run-of-the-mill satisfaction in the name 
of a program that keeps the status quo – instead of riding 
higher as a catalyst for brand loyalty.

Meanwhile, savvy marketers seek strategies to differentiate 
and win. and so, while evidence to guide loyalty’s repair and 
recovery is yielded through a thoughtful analysis of loyalty 
programs, we also crave new clues to pave loyalty’s path 
forward, uncovered from an assessment of less-formal and 
more-embedded activities by brands achieving loyalty to 
their brands without formal loyalty programs.

impressively, a number of these brands without programs 
included in our study are achieving loyalty outcomes (in the 
emotional sense), and all without a formal loyalty program.

key Performance metrics for seLect 
informaL LoyaLty Programs

how some of the most beLoved brands have 
used LoyaLty design PrinciPLes to (seemingLy)
avoid LoyaLty “Programs” aLtogether.

#inFOrmaLOyaLty  / /

90%

Very/Somewhat
Satisfied

Nike + Plus

70%
73%

82%

72%
68%

84%

74%
79%NEST Learning Thermostat

Apple iTunes Genius

Strongly/Somewhat Agree:
“Likely to continue doing business”

Strongly/Somewhat Agree:
“say good things about the brand”

INFORMAL LOYALTY
SELECT KEY DRIVERS

72%
63%
73%

Meets my needs
Makes me feel valued & important
Communications are relevant
Personalized experience

SELECT OUTCOMES
Experience makes my overall experience with the brand better
Willing to share personal information with brand
Makes me more willing to pay a premium
Makes me more loyal to the brand

71%

74%
68%
59%
75%

FORMAL LOYALTY

65%
53%
60%
55%

62%
51%
38%
63%

INDEX (%/%*100)

111
119
122
129

119
133
155
119
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LoyaLty Program Performance metrics and outcomes 
(strongLy/somewhat agree ratings) 

to infer from the data that informal initiatives we 
studied outperform formal loyalty programs is accurate. 
to conclude, however, that the intended guidance to 
marketers is to do nothing rather than to proceed with a 
loyalty program would be a mistake. in fact, these informal 
loyalty initiatives are loyalty programs – highly organized, 
highly purposeful, highly embedded…programs. these 
programs identify customers uniquely, track behaviors, 
employ highly sophisticated segmentation and scoring 
mechanisms, and intervene to encourage customers 
toward desired outcomes and behaviors. informaloyalty is 
loyalty, nonetheless. 

and though the evidence is highly supportive, we are careful 
not to convey that informal programs are the right choice 
for all brands.  still, much can be learned from brands 
approaching customer loyalty in informal ways.

consider itunes Genius: With your permission, it identifies 
and deciphers your media preferences, and in turn guides 
you effortlessly to additional choices of potential interest.

consider nEst: it learns your habits, adjusts your 
environment for you accordingly, and even ‘rewards’ you 
with digital acknowledgements of your green behaviors.  

both of these connected services enable your unique 
identifier, capture and monitor your activity, intervene to guide 
your behavior, and reward you by meeting your needs.

through informal loyalty, these brands have crafted a 
value exchange that is not solely reliant on a discount and 
monetary exchange, but rather on one that fulfills customer 
needs, makes customers feel recognized and valued, and 
engages through relevant and personalized experiences.

Whether via a formal program, or via an informal one, 
organizations should strive to become a loyalty brand, 
not just a brand with a loyalty program.

LOyaLty tEnSiOn: 
Quick wins vs. brand LoyaLty
there is tension between the marketer’s average tenure vs. the time 
it takes to build brand loyalty. brand loyalty not only takes work, it 
takes time – yet, the marketer’s scorecard is typically comprised 
of mostly short-term objectives. brand loyalty is not an overnight 
endeavor, and it’s most certainly not a tactic to lean on at the end of 
the quarter when sales need a promotional boost to achieve target.  
Given the pressures marketers face to drive a return immediately, it’s 
understandable how loyalty programs are seized upon to serve as a 
mechanism to deliver discounts.

and while these informal approaches to loyalty have 
managed to avoid the loyalty ‘program’ moniker, they have 
cleverly borrowed some of the familiar design principles of 
formal loyalty program design, for instance:

• a mechanism that uniquely identifies customers
• a means to capture and track activity

• interventions to encourage and reinforce behaviors
• benefits beyond discounts, including genuinely 

meeting the needs of customers

in comparison to their formal program counterparts, 
brands with embedded and informal approaches to 
engendering customer loyalty are outperforming on a 
number of elements.

90%

Very/Somewhat
Satisfied

Nike + Plus

70%
73%

82%

72%
68%

84%

74%
79%NEST Learning Thermostat

Apple iTunes Genius

Strongly/Somewhat Agree:
“Likely to continue doing business”

Strongly/Somewhat Agree:
“say good things about the brand”

INFORMAL LOYALTY
SELECT KEY DRIVERS

72%
63%
73%

Meets my needs
Makes me feel valued & important
Communications are relevant
Personalized experience

SELECT OUTCOMES
Experience makes my overall experience with the brand better
Willing to share personal information with brand
Makes me more willing to pay a premium
Makes me more loyal to the brand

71%

74%
68%
59%
75%

FORMAL LOYALTY

65%
53%
60%
55%

62%
51%
38%
63%

INDEX (%/%*100)

111
119
122
129

119
133
155
119
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amaZOn PrimE  / /

BarnES & nOBLE mEmBEr  / /BARNES & NOBLE

“We are well-positioned in today’s dynamic reading and 
learning markets and confident in our ability to provide our 
customers with the best content offerings, digital media 
and educational products available in today’s marketplace”

— Michael Huseby, CEO 

WHAT THE BRAND IS SAYING

WHAT WE ARE HEARING

SATISFACTION ABOVE
CATEGORY AVERAGE (45%)

 yes_noeeee
 @noelleges_

@k_fitti never leave home without my Barnes 
and Noble member rewards card

58% (+31% vs. 2014)

Who would have thought that physical book sales would make a return 
and a paid loyalty program would be one of the biggest climbers in the 
2015 Loyalty Report? With comparable sales at its retail stores on the 
rise the bookseller is seeing a turnaround and a big part of their 
growth is physical books. 

Barnes & Noble increased their overall satisfaction by 31% since 2014. 
Barnes & Noble’s website and enrollment experience are two areas
of strength. 
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It’s no surprise that Amazon Prime ranks best in class when it comes to 
overall satisfaction at 71%. Membership in this paid program is up 53% 
and members spend $1,500 a year on average, more than twice the 
average non-members spend.

Even down 5% from last year, Amazon Prime is 26% higher than the 
category average and examples of satisfaction would be personalized 
communications, the website and enrollment experience. Amazon 
Prime is one of Bond’s best in class loyalty programs. 

AMAZON PRIME

“For customers, Prime is the best bargain in the 
history of shopping. Worldwide paid membership 
grew 53% last year (50% in the U.S).”

— Jeff Bezos,- Founder and CEO

WHAT THE BRAND IS SAYING

WHAT WE ARE HEARING

 Adrian Broadacious
 @adrian_broaddus

Whenever I order stuff from a non-Amazon 
Prime website, I realize how much I take for 
granted in life.

SATISFACTION ABOVE
CATEGORY AVERAGE (45%)

71% (-5% vs. 2014)
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krOgEr FuEL  / /

dOvE inSidEr  / /

30% (-13% vs. 2014)

In the 2014 Loyalty Report Dove Insider was ranked #1 in overall 
satisfaction in the CPG Category.

2015 is a different story…Even though Dove Insider excels in 1 of 
Bond’s top drivers of Satisfaction the 2015 Loyalty Report has Dove 
Insider sitting just below the category average (dropping 13%).

DOVE INSIDER

“We believe that conversation leads to brand 
love, and brand love leads to brand loyalty”

— Jennifer Bremner,  Brand Director

WHAT THE BRAND IS SAYING

WHAT WE ARE HEARING

SATISFACTION BELOW
CATEGORY AVERAGE (31%)

 Nicole Reynoso
 @ReynaNicole

Just became a Dove Insider, you should be, too! 
Go to this link, dove.us/offers/dove-in... 
@ViveMejor #MujerDove

PR
O

G
RA

M
 P

ER
FO

RM
A

N
CE

 O
N

TO
P 

D
RI

V
ER

S 
O

F 
SA

TI
SF

A
CT

IO
N

Appeal of
rewards / benefits

Program is worth the
effort of participating

Ease of
redemption 

Program meets
my needs

Amount accumulated
per $1 spent

0 10 20 30 40 50 60 70 80 90 100

(Rating of 4-5 on a 5-point scale)

Category Average

Dove Insider

KROGER FUEL REWARDS

70% (+9% vs. 2014)

As the fifth largest retailer in the world, its no surprise that since 2013 
Kroger Fuel continues to rank as a leader in overall program 
satisfaction with a score of 70% in this years report. 

Up 9% from last year, Kroger Fuel’s impressive score for enrollment 
experience and amount accumulated per $1 spent are two of the
many reasons why they find themselves as one of Bond’s best in class
loyalty programs.

“Kroger associates continue to enhance our connection 
with all customers and achieve our key performance 
measures, which are allowing us to achieve our growth 
strategy and create shareholder value.”

— Rodney McMullen, CEO

WHAT THE BRAND IS SAYING

WHAT WE ARE HEARING

SATISFACTION ABOVE
CATEGORY AVERAGE (45%)

 Julie Ryan
 @JulieRyan90

Using @Kroger fuel points to save over
$14 @ the pump just by buying groceries!! Love 
this program. #FuelPoints #GotADiscount
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my BESt Buy  / /

tOyS “r” uS rEWardS  / /

With 40 million+ members My Best Buy should be driving significant 
revenue for Best Buy. The retailer is facing an uphill battle to retain its 
share of the consumer electronics market and needs to do everything 
possible to retain members and keep them spending, engaged
and delighted.

The 2015 Loyalty Report shows that My Best Buy continues to drop
in satisfaction year over year (down 27% from last year and more 
importantly 30% below the category average including worst in class
in three of Bond’s top drivers of satisfaction.

MY BESY BUY

“We are pursuing a strategy that is focused on 
delivering advice, service, and convenience at 
competitive prices to our customers.”

— Hubert Joly, President & CEO 

WHAT THE BRAND IS SAYING

WHAT WE ARE HEARING

SATISFACTION BELOW
CATEGORY AVERAGE (45%)

15% (-27% vs. 2014)

 Mark R. Monaco
 @MarkRMonaco

The @BestBuy rewards program has a lot of 
b/s. They’re one of the few stores I know that 
makes it difficult to earn due to restrictions.
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TOYS R US REWARDS

29% (+10% vs. 2014)

With 18 million members responsible for 70% of sales, a revamped 
program, more offers and multiple customer experience improvements 
it’s surprising to see where Toys “R” Us ranked this year.

The 2015 Loyalty Report shows that while Toys "R”Us Rewards had a lift 
in overall satisfaction this year (up 10% from last year), they still find 
themselves lagging behind the majority of programs across all categories. 

“This year, the objective of the company’s “TRU Transformation” 
strategy will be to continue to slow the company’s sales decline, 
strengthen margin, and improve EBITDA to effectively position 
the business to become fit for growth.”

— Antonio Urcelay, CEO

WHAT THE BRAND IS SAYING

WHAT WE ARE HEARING

SATISFACTION BELOW
CATEGORY AVERAGE (45%)

 Doug
 @DougWatching

Waiting for @ToysRUs Rewards Points to appear 
in agony. Especially when you have 316 points 
pending...
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market commentary: how standaLone LoyaLty 
Programs can comPete with new coaLition PLenti.
so, what are the implications of the Plenti launch in May 
2015? While the u.s. marketplace has distinct differences 
compared to other countries where coalition models 
thrive, one can suspect a lot of attention against this 
landmark initiative. coalition, by design, has an inherent 
power of helping partners acquire new customers by 
harnessing each brand’s customer pool. it can also 
move market share away from retailers with standalone 
programs, as customers tend to gravitate toward 
programs that alleviate the need to carry multiple cards, 
and collect multiple currencies. Last but not least, coalition 
tends to accelerate Member’s currency-earning powers by 
getting them to their rewards quicker.

so, how should standalone loyalty programs defend 
against these threats? in regions with successful coalitions, 
we also see standalone loyalty programs that have 
prospered. take the canadian marketplace where air 
Miles and aeroplan (two key coalition programs) have 
extremely high penetration and a wide range of hundreds 
of partners. Large-scale standalone loyalty programs 
such as shoppers optimum (operated by shoppers drug 
Mart), scEnE (operated by cineplex & scotiabank), and 
many others not only co-exist with coalition – they thrive.

operators of standalone proprietary programs need to 
ensure their programs are meeting their membership 
needs by following some of the loyalty design principles 
we utilize at bond: 
 
Brand Alignment – this is core to loyalty design, and 
refers to the precise relation of the program’s components 
with the attributes and personality embodied by the brand. 
Marketers should be concerned with the extent to which 
the attributes of their loyalty programs support and align 
with their brands’ attributes and positioning. doing so 
can deliver nearly 6 times higher Member satisfaction 
compared to programs that fail to achieve strong brand 
alignment. it can be very challenging to get a coalition’s 
brand to align with all partner brands, given the vast array 
of brand types that could join a coalition. Getting this right 
will ensure your program is designed to succeed. 

More than a Transactional Relationship – understanding 
human motivation is the key to successful loyalty program 
design. it is important to understand how and when 
tactical monetary features, such as discounts, cashback, 
and rebates, are used and how to integrate non-monetary 
benefits into your program. in fact, sometimes non-
monetary benefits can have a higher value to certain 
customer segments. Your loyalty program should strive 
to make customer connections that go beyond discounts 
or points, given that coalition programs focus much of 
their attention on helping customers get to their monetary 
benefits quicker. 
 
Communication Relevance – Last year’s Loyalty report 
revealed a tight link between customer satisfaction and 
the extent to which customers deem loyalty program 
communications as personally relevant; the higher 
the relevance, the higher the satisfaction with the 
program. sixty percent of customers want to receive 
communications from the programs in which they are 
enrolled, and 60% consider those communications to 
be relevant. Given the investment most programs make 
in communications, marketers can do more to ensure 
their Members feel valued and important. a coalition 
loyalty program has the benefit of a shared marketing 
and targeting cost structure, and will therefore be able to 
communicate more frequently. conversely, it is even more 
important to ensure each standalone loyalty program 
communication effort is highly relevant and rewarding for 
Members.

cOaLitiOn SidEBar  / /

are you eager to differentiate your program from 
competitors? We can help. reach out to us at 
tLr15@bondbrandloyalty.com and ask us about our 
approach to brand-aligned program design. We’d 
love to have a conversation.



Build Loyalty 
to your 

Brand, not 
to someone 

else’s.



about the 2015 Loyalty report
the 2015 Loyalty report study was conducted in January of 2015. a sample of 11,316 north american 
consumers, over 1,700 of which have household incomes greater than $70,000, participated in this 
study through an online survey. the report explores year-over-year changes in consumer attitudes and 
behaviors to uncover insights on loyalty initiatives, brands and over 200 programs in industries such as 
retail, consumer packaged goods, financial services, entertainment, and dining. 

about bond brand Loyalty
bond brand Loyalty, a Maritz company, is a leader in building brand loyalty for the world’s most 
influential and valuable brands. We make the world more rewarding for customers, richer and more 
resilient for brands, and extremely profitable for our clients. We build measurable, authentic, and 
long-lasting relationships through a combination of services that include loyalty solutions, customer 
experience, marketing research, customer analytics, live brand experiences, and proprietary loyalty 
technology platforms. 

info@bondbrandloyalty.com bondbrandloyalty.com bond-brand-loyalty @createabond 

contact us at 1-844-277-2663

mailto:info%40bondbrandloyalty.com?subject=
http://bondbrandloyalty.com
http://www.linkedin.com/company/bond-brand-loyalty?trk=company_logo
https://twitter.com/createabond

