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1. ALONG
ROAD

"The past is a foreign country: they do
things differently there.”
(L.P. Hartley, science fiction writer)
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.

— @ - nectar m B
Vot CLUBCARD : ]
BARCLAYCARD " .

BRITISH MM\'S

1844 1958 1982 1986 1988 1991 1995 1996 1997 2002 2011 2015 =
Discount card Customer relationship management Data driven
Loyalty marketing Coalition loyalty customer centricity




ENDURING PRINCIPLES

» Monopoly loyalty (no alternative)
- Inertial loyalty (habit; can’t be bothered)

- Cognitive loyalty (rational reasons)

+ Price or deal loyalty (discounts, bribery)
- Incentivised loyalty (points mean prizes)
- Emotional loyalty

« Affective (liking, relational)

- Conative (potential for action, advocacy)
« Action

Brand switchers

gustomers

tential
i, swiitchers

Source: Oliver, 1999; IMP




UK: CURRENT STATUS

Spend More likely “UK shoppers are amongst the most likely to belong to a loyalty scheme,
brands should more to recommend but amongst the least likely to actually use them or be influenced by them.”
offer a lovalty (Nielsen, 2016)

"59% think all

programme,”
{YoulGor 2018)

13%

'superloyal
Reasons for belonging

- to benefit from in-store/online
discounts & offers

- to get discounts on other brands  55%

- to get early access to the brand ~ 23%

81%
"Only 28% say they feel
emotionally connected to a Emotionally

brand to whose programme connected

they belong.” (YouGor, 2018) - to be part of the community 6%
(YouGov 2018)

Sources: YouGov/Mando-Connect, 2018; Nielsen, 2016)




2. THE NEW RETAIL CONSUER
LANDSCAPE

— "The retail industry globally is
A in an era of profound, perhaps
& unprecedented, change.” COMPETITION

(Reynolds & Treadgold, 2016)

Mavigating the New

Retail Landscape




Consumers’ information search
efficiencies gained through

» new data sources

- capital substitution for labour

» crowdsourced insight (e.g. Pinterest,

Amazon reviews)

Growth in personal productivity and
scope for rational behaviour
BUT partly because of paradox of choice,
consumption can take longer with
omnichannel
AND some new sources of influence

SO what impaect on customer loyalty?

UBIQUITOUS CUSTOMER INTELLIGENCE
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STIMULATING NEW VARIANTS IN CONSUMER BEHAVIOUR

Instant gratification

+ Pandora's Box - "now-focused"
"Customers trust their peers

*e.g. Amazon D&Sh, Prime (7 = H ' and other customers of the

brand more than the brand.”

Mass vs personalisation

*e.g. Net-a-Porter " Net-A-Porter named the best UK
o retailer for personalisation

i b

Social proof
« e.g. ASOS

Attitudes to data privacy
- Personal data
- GDPR

Introducing amazondas!

b '|

. 3 el - - h B 1

|4 - & s 3 -
. . - L { g L

a a o A b Ay
= m IB“ @BASOS_HAMNMAH
<: = E
rime Felloow ma low vy unviguss sake or LA siviage os
avisged pacet




EXISTENTIAL COMPETITIVE CHALLENGES

The Amazon-Whole Foods Deal

Means Every Other Retailer’s Three-

Year Plan Is Obsolete Marks & Spencer to close 100-plus stores
by 2022 in ‘radical plan

by Darrell gy

5855 outlets closed on UK high streets in 2017, at a rate of 16 stores a day

B closures B penings

UK retail sector
Closures
« Fashion & footwear
- Travel agents
+ Estate agents
- Electricals
Openings
+ Health & beauty
- Cafes
« Bookstores

ruwng
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THE BAD

3.ILBUONO, IL BRUTTO,
IL CATTIVO

CLAT EATMIOD

l
ELl MHLIG
LEE YN GLEEE

THEUGLY —_

"Two hundred thousand dollars iz a lot of
money. We're gonna have to earn

it." (Blondie) THEGOOD

13.



THE BAD: UNDIFFERENTIATED SUPERMARKET LOYALTY SCHEMES

Are supermarket loyalty - . . . .
M . ] ¥ o r
cards worth it? Companies scaling down the value of their
e schemes
Our research shows that you'll typically receive £1 or S0p back per £100 » Prelude to moving from short-term promotions to
you spend (£4 for Boots). However, this can easily be cancelled out if the
supermarket you visit sells its products for slightly more in the first place. lﬂﬂgﬂl‘-tﬁl"m FPlﬂtlﬂHShlp hullding
» But shoppers still prefer simple money-off
rewards
Hore 4

Outrage as Tesco makes changes to Clubcard rewards
scheme

R |

Jources: Consumers’ Association 2018; Sky News, 2018
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THE UGLY: MARKS & SPENCER SPARKS CARD

MBS - e

- Launched in 2015
« Focused on offers and events; cycle of food and non-
food offers; top, core & occasional segments

« Criticised for:

Fancy seaing you here, Jonathan

i e v e e s e e o

« being "overly confusing and difficult to understand” oo e e e
+ excessive focus on "Mrs M&S" (female, 50-+) T+ = :
- el
« not meeting the needs or wants of regular M&S ﬁ grone——"—
shoppers, who are also a limited pool
- failing to capture sufficient insight on 'occasional E 2"}
USers ’ Rubbish offers on sparks card
"Central to the strategic plan ToE——— -
is the company’s need to
understamd and engage more
closely with customers.” To ask what iz THE POINT of the M&S SPARKS card? 74 peai)
-“S!rmt Rowe, CEQ) MO T f mesmage et

Because | can =& no point al all. | gol 20% off focd when it staned but since then all the affen:
have been unmiligated nonsense
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THE GOOD: PETS AT HOME VIP CLUB

e e

Fizceive exclsive savings ’

and Eailored offers for Lifelines
What would your “ du::.:gf'!nl_gi;' gty Sopeconmietitne
Very Important Pet really love? o o i

animal charily

6,000,000 VIP club members
can't be wrong!

Thery e alseddy enpoying o sonderful bundls of benalis with e pets - from regular srvings
ard ofiens o ored tps and adwice, And new w4 San s,

Ulock Viery Iniportant Pet
bangfits foo.

Eatn ot rane and Wil st d R i ek ased with @ 10% o coda e apaed anili
"5 sy B0 Sy Tank you and should amive 24 hours laler Thas, onoe ou've ssed M code
ar shapped Wi us onfing 07 n-sin - sl post T welonme pack s ansher 9% o
woascher io uss in-sinrs.

Pets at Home enjoys first quarter boost

The pet care business saw group revenue grow 8,1 per cant to £277,4m fram March to Juby
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7.

THE JOURNEY CONTINUES

o

the retail ecosystem and a need to
understand the new behaviours
engendered, as well as considering the
evolution of relationships hetween

VIAGGIO=ITALIA

INGRIE BERGMAY +  GEORGE SANDERS

Brosysten members

INFLUENCE AND
ENGAGEMENT

Much eentres on the role of new actors in

pre A

KEEP IT SIMPLE,
STUPID
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[nv::l::t:ns::::.dp::::e shopping process and in the businesses from which they I N Fl.u [NGE AN n EN GAGEM [NT

purchase
*  Actively seek to find out all they can about the products that interest them, the
alternative choices they have and the attributes of the retailers they use Do all customers want to be actively engaged?
*  Not content to rely solely on information sent to them ! o
*  Motivated and able to search out the information they feel they need in order
to make fully informed choices

Influencer Shoppers High CoTTTT Participative Shoppers |
*  Opinion-shapers I ] :
*  Highly informed and highly involved in the shopping process I I
*  Highly informed about the retailers they use and the products they purchase : _ I
*  Active in shaping the opinions of others by sharing their experiences online 1 I I
amongst often-wide networks of contact groups i :

I
s . :
Fnasgement ’ I |
I

I
N I
N I
! :
! 1

I
I 1
N 1
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Present
Z'D'E”a Low .Hﬂrtcrmfutum
12,017,392 subscribers
! LS DT Low Hiﬂh

Shopper Involvement
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HOW TO CREATE THE EMOTIONAL BOND?

----- ... we are only at the beginning of personalising engagement...

Coca Cola Pay with your face at this KFC in China

T

Alibaba/KFC

Q ol
~ -~
o
. but are these solutions in search of problems, or just i
™~ ~ N

plain creepy?
Creepy or Cool Survey, 2017

hitp: ! fwww richrelevance com fuk/
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“20 or 30 years ago il was ws
sagring Lo them, "This is e you
shop wilh ws’. Now il's the olher

INFLUENCE AND ENGAGEMENT

way round, We are bedng led by
the customer,”

Hugh Raeburn
Head of Information Systems,
Reiss

N ) ) John Lewis unveils details of new
The era of channel feilher online or t'.nnr.largﬂ shopping experience
storef is over. Wihat we re really -

embarking on now is a world, where
for consumers, channels are
completely merged and we need o
think that way,”
{Paula Nickolds, MD, John Lewis
Partnership)

“We cannol controf
social media bul we want
to be part of the

. "
f'f}ﬂ?z‘f’ﬂ‘;f.!fi-ﬂ .
Jerey Black, Chief Digital Officer,

AEON Group, Japan

Invest in understanding the customer

The role of the retailer in the new landscape is to
create a web of engagement possibilities
comprising multiple touchpoints, some virtual some
physical, but always with the shopper at the centre
of the engagement web and, therefore, at the centre

of the retailer’s world.

21.



KISS: KEEP IT SIMPLE, STUPID @

Uber personalisation

Pick Your Own. OFFERS @ Mobile wallets STOCARD

& W o 'ﬂ = --
Waitrose {r =

g

RetailWeek &=

Waitrose unveils 'game-changing'

i i, ‘s
i :

scheme that allows shoppers to pick E_."‘ Pileniins Wirte

their own offers h e

Eteas hanesrlied 8 T g craegleg” prrssea ied v pkersag Ceitiiive s ae

o1 ot L] e i Vi habsisi] s i B —
-]

Waitrose scraps "confusing’ loyalty perk - and customers
are actually relieved

22.



