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Consumers do not recognise value of loyalty programs

ÅAlmost 90%of social media sentiment on loyalty programs is negative

Å57% of consumers believe it is too hard to earn rewards

Å53% believe reward programs do not deliver rewards they are interested in 

ÅReward choice is limited, no ability to take points elsewhere

ÅConsumers forget about their points because their value is too low

Å{ǳōǎŎǊƛōƛƴƎ ƛǎ ƻŦǘŜƴ Ψƴƻǘ ǿƻǊǘƘ ǘƘŜ ŜŦŦƻǊǘΩ

https://www.accenture.com/us-en/insight-customer-loyalty-gcpr

https://www.loyalty.com/home/thank-you/2017-colloquy-loyalty-census-report

https://www.uk.capgemini.com/blog/business-analytics-blog/2015/05/loyalty-is-dead-long-live-customer-engagement-by-hark-atwal

https://www.accenture.com/us-en/insight-customer-loyalty-gcpr
https://www.loyalty.com/home/thank-you/2017-colloquy-loyalty-census-report
https://www.uk.capgemini.com/blog/business-analytics-blog/2015/05/loyalty-is-dead-long-live-customer-engagement-by-hark-atwal


Companies see ROI of loyalty programs declining

ÅLoyalty programs see reducing growth of participating users

Å54% of participants are inactive, up to 80% of members lapse, 28% without 
redeeming

Å59% of consumers ignore irrelevant communication

ÅCompanies struggle to make the most of data-insights opportunity

ÅData is ǎƛƭƻΩŜŘ(channels), outdated and inconsistent

ÅBuilding joint programs is too hard

ÅConsumer engagement remains unchanged, despite increasing investments in loyalty

ÅLimited impact on retention, spend and profitability 

ά!ƴ ŜǎǘƛƳŀǘŜŘ 
$250Bn worth of 
loyalty rewards 
points expires 
every year and is 
ǎƛƳǇƭȅ ǿŀǎǘŜŘέ

https://www.loyalty.com/home/thank-you/2017-colloquy-loyalty-census-report

https://www.bondinsights.com/the-loyalty-report/

https://newsroom.mastercard.com/wp-content/uploads/2016/02/MasterCard-Travel-Loyalty-New-Program-and-Consumer-Dynamics-report-2016.pdf

https://www.loyalty.com/home/thank-you/2017-colloquy-loyalty-census-report
https://www.bondinsights.com/the-loyalty-report/
https://newsroom.mastercard.com/wp-content/uploads/2016/02/MasterCard-Travel-Loyalty-New-Program-and-Consumer-Dynamics-report-2016.pdf


ÅIndustry-wide desire to move to blockchain

ÅΨhōǾƛƻǳǎΩ ŎƘƻƛŎŜ ŦƻǊ ƭŜŘƎŜǊΣ ōǳǘ ŘƻŜǎ ƴƻǘ ǎƻƭǾŜ ƭƻȅŀƭǘȅ ƛǎǎǳŜǎ

ÅLƳǇƭŜƳŜƴǘŀǘƛƻƴǎ ŀǊŜ ǘȅǇƛŎŀƭƭȅ ΨōŜǎǇƻƪŜΩ

ÅTechnology standard will improve TTM and ROI

ÅΨhǇŜƴΩΣ ǎǘŀƴŘŀǊŘƛǎŜŘ ŀǇǇǊƻŀŎƘ ŜƴŀōƭŜǎ ŜŎƻ-system growth 

ÅAbility to distil and distribute global data-insights

ÅCheaper to connect existing solutions to standard API

ÅPlatform for new innovation with broad adoption

https://medium.com/nrf-events/4-ways-retailers-can-use-blockchain-to-their-advantage-1b4139a0b57d

Increasing demand to standardise $500Bn industry

https://medium.com/nrf-events/4-ways-retailers-can-use-blockchain-to-their-advantage-1b4139a0b57d


Momentum platform disrupts the loyalty paradigm 

Companies can instantly
join an alliance

Consumers can easily
swap points between each other

Data driven (ML) offer engine




