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Prof. Cristina Ziliani, Ph.D 
Loyalty Observatory – University of Parma, Italy 

Evolution of Loyalty Strategy 
What are the leading innovations that  

will transform loyalty over the next 10 years 
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THE LOYALTY OBSERVATORY IN PARMA, ITALY 
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The	Yearly	Conference	
Founded	in	1999	

70	academic	papers	
5	books	

30	sponsors	
22	conferences	

4000	participants	
900	companies	
160	speakers	

100	dissertations	on	loyalty	

Osservatorio Fedeltà UniPR – The Loyalty Observatory 
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Osservatorio Fedeltà UniPR – The Loyalty Observatory 
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100	vendors		

	
17	categories		

in	the	loyalty,	CRM	and	
CX	market		

 
Between	150	and	250	
companies	every	year	

	
11	sectors	

	
70%	B2C	

35%	consumer	goods	
40%	retail	

25%	other	services	
 

	
NielsenIQ	Consumer	Panel	
	representative	of	Italian	

population	
	

25	million	families	
	

Sectors	vary	every	year	
Permanent	focus	on	
supermarkets/grocery	

loyalty	

Italian	households	 Brands	and	Retail	Chains	
Vendors	of	Loyalty,	CRM	and	

CX	solutions/tools	

Our yearly surveys 
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OUR VISION:  
THE EVOLUTION OF LOYALTY MANAGEMENT 
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Fonte:	Osservatorio	Fedeltà	UniPR	

The evolution of Loyalty Management 

1980		 2000	 TODAY	

The	retention	–	
profit	link	is	
discovered		

Individual	customer	
data	are	employed	to	
manage	customer	

relationships	

Individual	customer	
data	and	insights	are	
employed	to	(re)design	
customer	experience	
across	touchpoints		

LOYALTY		
PROGRAMS	
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Source:	Mando-Connect	and	YouGov,	2023	

Loyalty	membership	in	Europe	
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89% of respondents trust loyalty 
programs to help them overcome the 

inflation crisis and potential recession  

Antavo	Global	customer	loyalty	report	2023	
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The Inflation Challenge 

Source:	OECD,	January	2023	
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Consumer Confidence 

Source:	OECD,	January	2023	
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OMNICHANNEL/ TOUCHPOINTS / PAYMENTS/ BLOCKCHAIN / NFT / RETAIL MEDIA NETWORK / 
INFLATION/ INCREASED LP VALUE/ SUSTAINABILITY/ 

Price promotion targeted to 
price-sensitive customers in DB 

Systematic compensation in 
vouchers for price increases 

Cheaper subscription options 

Increased value of subscription 

Interest free card-based loan 
for households in need  

Cheaper alternative finder button, 
based on AI 

Reserving the majority of offers 
for members only 

Discount on energy bills, for 
members only 

How loyalty programs support companies in fighting 
inflation and value protection for customers 
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Price promotion targeted to  
price-sensitive customers in DB 

Systematic compensation in 
vouchers for price increases 

Cheaper alternative fineder 
button 

Increased value of 
subscription 

Cheaper subscription 
options 

Interest free card-based loan for 
households in need  

Reserving the majority of 
offers for members only 

Discount on energy bills, for 
members only 

OMNICHANNEL/ TOUCHPOINTS / PAYMENTS/ BLOCKCHAIN / NFT / RETAIL MEDIA NETWORK / 
INFLATION/ INCREASED LP VALUE/ SUSTAINABILITY/ 
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An	 ‘anti-inflation	 button’	 has	
been	 deployed	 across	 8,000	
products	 on	 Carrefour’s	 online	
platform,	 using	 algorithms	 to	
offer	shoppers	between	two	and	
six	cheaper	product	alternatives	

When	 a	 customer	 presses	 the	
anti-inflation	button,	in	21%	of	
cases	 they	 add	 a	 product	
offered	 by	 the	 algorithm	 to	
their	basket.	

Price promotion targeted to  
price-sensitive customers in DB 

Systematic compensation in 
vouchers for price increases 

Cheaper alternative finder 
button 

Increased value of 
subscription 

Cheaper subscription 
options 

Interest free card-based loan for 
households in need  

Reserving the majority of 
offers for members only 

Discount on energy bills, for 
members only 
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Price promotion targeted to  
Price-sensitive customers in DB 

Systematic compensation in 
vouchers for price increases 

Cheaper alternative fineder 
button 

Increased value of 
subscription 

Cheaper subscription 
options 

Interest free card-based loan for 
households in need  

Reserving the majority of 
offers for members only 

Discount on energy bills, for 
members only 

Kroger	introduced	Boost,	a	subscription	for	delivery	and	loyalty	program:	
•  Double	fuel	points	for	every	$	spent	and	free	delivery	of	orders	above	35$	
•  59$	year	free	24	h	delivery	
•  99$	year	free	2	h	delivery	
•  “Welcome	pack”	with	products	from	participating	brands,	worth	100$	

•  Retention	increased	+600	base	points	since	launch		
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Price promotion targeted to  
price-sensitive customers in DB 

Systematic compensation in 
vouchers for price increases 

Cheaper alternative fineder 
button 

Increased value of 
subscription 

Cheaper subscription 
options 

Interest free card-based loan for 
households in need  

Reserving the majority of 
offers for members only 

Discount on energy bills, for 
members only 
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Price promotion targeted to  
Price-sensitive customers in DB 

Systematic compensation in 
vouchers for price increases 

Cheaper alternative fineder 
button 

Increased value of 
subscription 

Cheaper subscription 
options 

Interest free card-based loan for 
households in need  

Reserving the majority of 
offers for members only 

Discount on energy bills, for 
members only 
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CITIZENSHIP 
 

SUSTAINABILITY 
 

BLOCKCHAIN  
AND PAYMENTS 

OMNICHANNEL 

RETAIL MEDIA  
NETWORK 

INFLATION/VALUE  
PROTECTION 

 

LOYALTY 
STRATEGY 

NEW  
TOUCHPOINTS 

 

ARTIFICIAL  
INTELLIGENCE 

 



O
SSERVATO

RIO
	FEDELTÀ	

U
N
IVERSITÀ	DEGLI	STU

DI	DI	PARM
A	

Customers	who	also	shop	through	the	app	spend	from	2	to	4	times	more	than	store	only	ones	

Customers	who	use	both	the	website	and	the	app	make	2,5	times	more	reservations	per	
customer;	 gross	 margin	 per	 customer	 and	 repeat	 reservations	 than	 website	 only	
customers	

Customers	who	buy	both	online	and	in	store	spend	3	times	more	than	store	only	ones	

Omnichannel customers are worth more 

Fonti: Edge by Ascential Retail Insight, eMarketer, RIS 

Sources: Edge by Ascential Retail Insight, eMarketer, RIS, company 

Omnichannel	customers	have	grown	34%	and	spend	3	times	more	than	store	only	ones	

Customers	who	add	a	digital	channel	display	a	retention	rate	of	98%	

OMNICHANNEL/ TOUCHPOINTS / PAYMENTS/ BLOCKCHAIN / NFT / RETAIL MEDIA NETWORK / 
INFLATION/ INCREASED LP VALUE/ SUSTAINABILITY/ 

Customers	who	become	omnichannel	buy	on	average	27%	more	than	other	customers	two	
years	after	their	first	ecommerce	purchase	and	have	a	higher	retention	rate	(97%)	than	store	
only	ones	
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25% of Walmart customers visited the 
retailer’s website shortly before entering 
the store 

OMNICHANNEL/ TOUCHPOINTS / PAYMENTS/ BLOCKCHAIN / NFT / RETAIL MEDIA NETWORK / 
INFLATION/ INCREASED LP VALUE/ SUSTAINABILITY/ 
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Panera’s drive thru 
voice assistant 

•  Speed of service     +20%  
•  Order accuracy       100% 
•  Drink sales            +150% 

OMNICHANNEL/ TOUCHPOINTS / PAYMENTS/ BLOCKCHAIN / NFT / RETAIL MEDIA NETWORK / 
INFLATION/ INCREASED LP VALUE/ SUSTAINABILITY/ 
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Artificial Intelligence impact on Marketing and 
Customer Experience Management  

Source:	Ziliani	and	Ieva,	2019©	
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The rise of Retailer Media Network 

Source: adapted from dunnhumby 2022 

OMNICHANNEL/ TOUCHPOINTS / PAYMENTS/ BLOCKCHAIN / NFT / RETAIL MEDIA NETWORK / 
INFLATION/ INCREASED LP VALUE/ SUSTAINABILITY/ 
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In the USA, retail media 
advertising spent is: 
•  37.4 billion $ 
•  or twice TV advertising spent 
•  and 15% of overal digital 

advertising spent 

Fonte: nostre elaborazioni su dunnhumby 2022 

OMNICHANNEL/ TOUCHPOINTS / PAYMENTS/ BLOCKCHAIN / NFT / RETAIL MEDIA NETWORK / 
INFLATION/ INCREASED LP VALUE/ SUSTAINABILITY/ 
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Source:	eMarketer,	October	2022	
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PAY WITH 
 POINTS 

CRYPTOCURRENCIES 

WALLET 

BUY NOW  
PAY LATER 

PAYMENTS 
+ 

LOYALTY 
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•  BNPL	market	will	grow	from	22.8	billion	$	in	2022	to	
90	billion	$	in	2029,	at	a	CAGR	of	21.7%	

•  BNPL	operators	have	launched	loyalty	programs	

	

•  Klarna’s	Rewards	Club	di	Klarna	 credits	 your	points	
when	you	repay	on	time	

•  Points	can	be	redeemed	at	a	variety	of	partners	such	
as	Amazon,	H&M,	Walmart	and	Starbucks	

•  Members	 access	 exclusive	 content,	 offers	 and	
experiences	

•  Has	 launched	a	wallet	 to	hold	digital	 cards	of	 store	
based	retailers	

Source: Fortunebusinessinsight 2022  

OMNICHANNEL/ TOUCHPOINTS / PAYMENTS/ BLOCKCHAIN / NFT / RETAIL MEDIA NETWORK / 
INFLATION/ INCREASED LP VALUE/ SUSTAINABILITY/ 
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Source: World Economic Forum weforum.org  

OMNICHANNEL/ TOUCHPOINTS / PAYMENTS/ BLOCKCHAIN / NFT / RETAIL MEDIA NETWORK / 
INFLATION/ INCREASED LP VALUE/ SUSTAINABILITY/ 
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•  Budweiser	

•  Luis	Vuitton	
•  Mariott	

•  Taco	Bell	
•  Clinique	
•  NFL	football	league	

•  Burger	King	
•  Sony	
•  AMC	

•  Burberry	
	

OMNICHANNEL/ TOUCHPOINTS / PAYMENTS/ BLOCKCHAIN / NFT / RETAIL MEDIA NETWORK / 
INFLATION/ INCREASED LP VALUE/ SUSTAINABILITY/ 
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Earn	app	points	 through	the	adiClub	Give	Back	
program	 by	 sending	 in	 your	 old	 items,	 which	
Adidas	can	resole,	reuse	or	recycle.	It’s	a	win	for	
your	closet	and	for	the	environment.	

Earn	 points	 a	 whole	 bunch	 of	 ways,	 from	
signing	 up	 and	 completing	 your	 profile	 to	
buying	 an	 item	 through	 the	 app	 or	 online	 and	
logging	your	workout	in	the	Adidas	training	app.	
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International benchmarks are:  Comarch Loyalty  marketing & reward programs Global market report 2022 and Antavo Global Customer Loyalty Report 2022  

How will loyalty programs evolve in the next 1-2 years? 

Lower	than		
International	
benchmarks	

Higher	than		
international		
benchmarks	

More	rewards	related	to	purchase	behaviour	
Offers	and	rewards	related	to	“values”	

More	experiential	rewards	
More	gamification	

Launch/improve	program	app	
More	digital	rewards.	E.g.	giftcards	

Reorient	program	towards	environmental	and	social	sustainability	
Improve	redemption	experience	

Add	theme	based	clubs	
Extend	program	to	other	brands	in	protfolio	

Launch	new	program	
Social	community	for	members	

Add	levels	
Reduce	levels	

Add	"buy	now,	pay	later"	
Add"early	access	offers"		
Add	crypto	and/or	NFT	
Add	subscription	level	

61 
46 
42 
42 
37 
35 
26 
16 
19 
9 
11 
7 
5 
5 
0 
4 
2 
4 

% in 
Retail	

53 
47 
40 
39 
31 
30 
30 
24 
17 
13 
11 
10 
7 
5 
4 
2 
2 
2 

Total 
B2C	

Italy	
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Source:	Antavo	Global	customer	loyalty	report	2023	
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Source:	iSeatz,	2023	
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Companies that will introduce offers and rewards 
related to “values” such as sustainability 47%	

30%	 Companies that will reorganise the LP entirely 
around sustainability 

OMNICHANNEL/ TOUCHPOINTS / PAYMENTS/ BLOCKCHAIN / NFT / RETAIL MEDIA NETWORK / 
INFLATION/ INCREASED LP VALUE/ SUSTAINABILITY/ 

Source:	Osservatorio	Fedeltà	survey,	2022	
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35% 

52% 

13% 

The	LP	and	the	sustainability	strategy	go	along	two	
separate	and	independent	routes		

We	try	to	make	LP	members	aware	of	our	
sustainability/ESG	efforts,	but	it	is	not	the	core	of	

the	LP	

The	LP	is	an	integral	part	to	our	sustainability/ESG	
strategy	

What is the relationship between your sustainability strategy and the LP? 

OMNICHANNEL/ TOUCHPOINTS / PAYMENTS/ BLOCKCHAIN / NFT / RETAIL MEDIA NETWORK / 
INFLATION/ INCREASED LP VALUE/ SUSTAINABILITY/ 

Source:	Osservatorio	Fedeltà	survey,	2022	
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62		
cases	

	
16	

industries	
	

12	countries	

•  Adidas	
•  Air	Canada	
•  Alibaba	
•  Amazonsmile	
•  Beer	Hawk	
•  Best	Western	
•  Binee	
•  Body	Shop	
•  Boots	
•  Brewdog	
•  Cogo	
•  Coop	Denmark	
•  Coop	Uk	
•  Costa	Coffee	
•  Credo	Beauty	
•  Cuyana	
•  Decathlon	
•  EB	Games	
•  Epic	impact	
•  Etihad	

•  Makeup	Eraser	
•  Mango	
•  Marks&Spencer	
•  McDonalds	
•  Nature	et	Decouverte	
•  Plae	
•  Points	for	Good	
•  Quantas	
•  REI	
•  REM	
•  SAM’s	club	
•  Sephora	US	
•  Tentree	
•  The	Body	Shop	
•  The	Gap	
•  The	North	Face	
•  Vans	
•  Veja	
•  Yves	Rocher	
•  Zooplus	

•  Fiat	
•  Four	State	
•  General	Mills	
•  Girlfriend	collective	
•  Good	Vibes	
•  H&M	
•  IHG	hotels	
•  Ikea	
•  Jet	Blue	
•  JohnLewis	
•  Jules	
•  Kiabi	
•  Kiel's	
•  Kroger	
•  L'Occitane	
•  Leroy	Merlin	
•  Lufthansa	
•  Lush	
•  Maakola	
•  Madewell	

OMNICHANNEL/ TOUCHPOINTS / PAYMENTS/ BLOCKCHAIN / NFT / RETAIL MEDIA NETWORK / 
INFLATION/ INCREASED LP VALUE/ SUSTAINABILITY/ 
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Donate	your	
points/credit	

Earn	points/credit	

Support	a	sustainable	lifestyle	

LP	in
volve

ment	w
ith	su

stain
abilit

y	

OMNICHANNEL/ TOUCHPOINTS / PAYMENTS/ BLOCKCHAIN / NFT / RETAIL MEDIA NETWORK / 
INFLATION/ INCREASED LP VALUE/ SUSTAINABILITY/ 
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Earn points/credit when: 

OMNICHANNEL/ TOUCHPOINTS / PAYMENTS/ BLOCKCHAIN / NFT / RETAIL MEDIA NETWORK / 
INFLATION/ INCREASED LP VALUE/ SUSTAINABILITY/ 

•  Ask	the	hotel	not	to	make	up	your	room	(IHG	hotels)	

•  Stay	at	an	eco	-	friendly	lodge	(Quantas)	

•  Have	your	shoes	repaired	(Veja)	

•  Post	pics	of	your	self	involved	in	ecofriendly	activites	(Girfriend	collective)	or	use	the	hashtag	#nomorewipes	
(Make	up	Eraser)		

•  Use	the	recycled	paper	cup,	not	the	plastic	one	(Costa	Coffee)	

•  Choose	store	pick	up	instead	of	home	delivery	

•  Take	the	ecological	footprint	test	(L’Occitane)	

•  Set	off	the	CO2	emissions	of	your	flight,	or	car,	or	home	(Etihad)	

•  Travel	with	less	luggage	(Etihad)	

•  Recycle	plastic	bottles	or	cosmetics’	packaging	(Credo	Beauty,	Boots,	John	Lewis)	

•  Recycle	garments	(Mango)	

•  Buy	used	(REI)	or	eco-designed	products	(Decathlon)	
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REI 

Members	 can	 purchase	 used	 sportswear	 or	
trade	 it	 for	 store	 credit	 in	 dedicated	 online	
shop	

•  +10	points	when	you	buy	second-hand	gear	

•  +10	points	when	you	buy	“ecodesign”	products	

•  +100	points	when	you	take	part	in	eco-activity	

Decathlon 

OMNICHANNEL/ TOUCHPOINTS / PAYMENTS/ BLOCKCHAIN / NFT / RETAIL MEDIA NETWORK / 
INFLATION/ INCREASED LP VALUE/ SUSTAINABILITY/ 
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•  Launched	buyback	program	for	used	Ikea	furniture		

•  Program	members	returning	Ikea	pieces	get	a	credit	to	spend	in	store	
(from	50%	to	30%	of	original	product	price,	based	on	item	state)		

•  Used	furniture	is	put	on	display	for	re-sale	in	a	special	in-store	corner		

Ikea 

OMNICHANNEL/ TOUCHPOINTS / PAYMENTS/ BLOCKCHAIN / NFT / RETAIL MEDIA NETWORK / 
INFLATION/ INCREASED LP VALUE/ SUSTAINABILITY/ 
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L’Occitane 

•  Po i n t s	 f o r	 t a k i n g	 p l a s t i c	
containers	to	store	to	recycle	

•  Points	 for	 taking	 the	 ecological	
footprint	test	

•  When	 customers	 buy	 purpose	
designed	 ecofriendly	 fair	 trade	
products,	 all	 revenues	 go	 to	
charity	

•  Employees	 can	 regularly	 donate	
to	charity	from	their	salary	

•  New	fully	sustainable	store	
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Alibaba	 Group	 has	 rolled	 out	 a	 carbon-
tracking	 mini	 program	 that	 monitors	
shopper	 behavior	 across	 the	 Alibaba	
ecosystem,	 rewarding	 consumers	 for	
making	eco-friendly	choices.		
	
Consumers	 can	 collect	 points	 through	 70	
‘low-carbon	 behaviors’	 such	 as	 taking	
public	 transport,	 purchasing	 energy-
efficient	 appliances	 and	 selling	 unused	
items	 on	 its	 second-hand	 digital	
marketplace.		
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Loyalty	Program:	earn	green	coins	
Measure	your	footprint	
My	shop:	green	products	catalog		
	
-40%	churn	
30%	program	penetration	on	customer	base	
70%	program	registration	are	app	based	
650.000	meals	donated	
300	beehives	adopted	and	50.000	square	meters	of	forest	
	

Sorgenia 
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Coop Denmark 
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Jetblue - AirFrance 
KLM – Lufthansa 
 

All	 have	 introduced	 programs	 that	 support	
corporate	 clients	 offset	 their	 emissions	 in	
order	to	meet	their	ESG	goals	

Membe r	 c ompan i e s	 c a n	 p u r c h s e	
Sustainable	 Fuels,	 and	 earn	 creadits	 to	
compensate	emissions	of	corporate	travel	

They	can	also	purchase	green	surcharges	for	
corporate	 airfares,	 that	 are	 reinvested	 in	
reforestation	or	community	programs		

When	 member	 companies’	 employees	
travel	 and	 earn	 miles,	 these	 are	 also	
credited	to	the	company,	that	can	use	them	
for	offsetting	emissions	
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Wear Me 30 Times 

•  Sustainable	 fashion	 brand	 Maakola	 has	
partnered	 with	 blockchain	 technology	
c omp a n y	 G e n u i n e	 W a y	 t o	 c r e a t e	
WearMe30Times,	 a	 new	 tool	 that	 helps	
consumers	 reduce	 their	 fashion	 footprint	 by	
encouraging	 them	 to	 get	 more	 wear	 out	 of	
their	clothing.	

•  Every	 piece	 of	 clothing	 includes	 a	 garment	
label	 with	 a	 dedicated	 QR	 code.	 By	 scanning	
that	QR	code	consumers	can	keep	track	of	how	
often	 they	wear	 the	garment,	building	up	 to	a	
goal	 of	 wearing	 everything	 at	 least	 30	 times	
and	sharing	their	achievement	on	social	media.	
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Customer  
Experience 

Management 

1980-1990 

Loyalty  
programs 

1990-2000 

CSR 
Business	focus	

on	ethical	
conduct	and	
social	impact	

2000-2010 

CRM 

Sustainability 
The	idea	that	it	is	
possible	to	live	and	

produce	in	a	way	that	
satisfies	human	needs	
and	preserves	a	healthy	

environment	

2010-2020+ 

ESG 
Criteria	to	assess	how	

a	business’s		
environmental,	social	

and	governance	
performance	aligns	
with	sustainability	

goals	

Source:	Osservatorio	Fedeltà	UniPR	2022	

Citizen	
Experience	
Management	
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Thank you! 

Follow us on Linkedin 

Our website: www.osservatoriofedelta.unipr.it  


