
”It is more likely for me to utilise an offer if based on  
my purchase history. ” 

Female, 32

The purpose of the survey was to get a better understanding 
of how to optimise customer loyalty clubs in order to 
build lasting relationships. The study was based on 1,500 
consumer interviews analysing attitudes and buying habits, 
focusing on grocery, pharmacy and fashion retail. We take a 
deep dive into what a great customer loyalty program could 
look like, to be appreciated by the members and improve the 
business at the same time.

This executive summary gives you the main findings from 
the report. The study was performed by the independent 
market research company Kantar Sifo and appointed by 
Extenda Retail AB, a global provider of software for retailers, 
including software solutions for loyalty programs. 

How to increase or retain customers loyalty is a crucial issue 
for retailers in the increasingly digital landscape. A Swedish 
market research study performed by Kantar Sifo and Extenda 
Retail shows that three out of ten consumers have blocked 
or simply opted out of a customer loyalty program during 
the last 12 months. The reason seems to be that consumers 
are more agile and only loyal to themselves rather than to 
customer loyalty clubs and brands. 

It is challenging for retailers to create strong and sustainable 
relationships to loyalty club members when the hurdle to 
apply for membership and also to cancel a membership is so 
easy and quick. How should a retailer act in order to obtain 
the customer’s attention and loyalty?

Customer loyalty   
through increased  

customer insight
Executive Summary



8 highlights from the report 

 Relevance 

Perceived relevance of offered deals is a crucial 
factor for the decision on where to go shopping. 
This is independent of if it’s membership deals or 
good discounts. There is also a correlation between 
perceived relevance and share-of-wallet, i.e. the share 
of the customer’s total purchases actually spent in the 
individual retail chain. There is much to gain for retailers 
who focus on providing relevant deals.

 
 Recognition

It is very important for the overall money spent with 
certain retailers that customers get a feeling that the 
loyalty club cares about them as  a member.  This could 
be achieved in many ways. Our research shows that 
there are benefits to actively work to create emotional 
ties with the members. The strongest link between caring 
and share-of-wallet in the fashion segment, but it is 
also important for pharmacies and groceries. The study 
shows that it is possible to create emotional ties between 
the member and the club but there are big differences in 
the approaches of the different loyalty clubs.

 Targeted messages

Customer loyalty clubs that run the same marketing 
message and same offers to all their members are facing 
the risk of losing members. Our research shows that 
there is much to gain from a strategy with deals more 
closely adapted to the consumers’ preferences and 
habits. Our interviews revealed that less than half of the 
loyalty members feel that deals received are customised 
and relevant, there is a great potential for retailers who 
implement more targeted messages.

 Ready for Digital solutions 

The interviews showed that consumers are ready for 
new technology in the shops, where technology should 
make life easier or bring some clearly added value to 
the customer. The most sought after solution was to be 
able to navigate in the store without asking for help. 
6 out of 10 people want to know which shops stock 
products searched for online since many are planning 
their purchases from home and want to be able to check 
if their preferred products are in stock in their preferred 
store. More than half of the respondents are positive to 
be able to order products with home delivery if not in 
stock. Digital receipts are also popular. One out of three 
customers are positive to pay directly in the aisles to a 
“mobile cashier person” without going to the traditional 
checkout point. Another customer wish is to be able 
to ”check in” digitally in the stores and receive relevant 
deals and offers tailored their unique shopping behaviour 
and profile. 

     

 Ease of identification and communication

Consumers appreciate when membership is cardless 
and the discounts and offers are automatically triggered 
at Point of Sale and check out. 63% of the interviewed 
customers prefer to be able to choose how to receive 
information about deals and offers. More than 50% 
have stated that email is their preferred method of 
communication. However, it is a fine line between the 
right frequency and relevance of communication,and 
too much and too often. The most common reason to 
leave or stop being a member is receiving too frequent 
communications, closely followed by irrelevant deals and 
offers, and thirdly the bonus system was not sufficiently 
beneficial.

 Saving money

The feeling of saving money with member deals and 
other benefits when being a loyalty member with a 
specific retailer is the variable that has the strongest 
correlation with share-of-wallet and with the decision 
on the next shopping destination. The grocery sector 
has been most successful on this topic, partly because 
households are putting a large proportion of their budget 
here, but also because grocery retailers are good at 
highlighting how much the customer has saved after 
each shopping round. The conclusion of the research 
is that one should not underestimate the value of 
discounts, deals, and attractive offers as an important 
variable to stimulate customers loyalty.

 
 Self scanning POS drives loyalty

Amongst the respondents we see a 25% higher 
consumer loyalty for self-scanning customers in the 
grocery segment versus customers that are using the 
ordinary POS check out. Another loyalty ratio is the 
percentage of customers that would recommend others 
to enroll to a loyalty program (“ambassadors”). For self-
scanning customers there are 16 % more that are good 
ambassadors for loyalty membership than non-self-
scanning customers. 

 SmartPhone to drive loyalty

SmartPhones are used frequently in stores, mainly 
among people below 50 years of age. The  common 
use – to call, send sms, using social media and listening 
to music in the retail environment, but today, the phone 
is much more strongly linked to shopping. 50% of the 
respondents transfer money via the phone, 33% compare 
product prices online and 22% use the phone for product 
information or product inspiration (like recipes or fashion 
tips). 



Nine out of ten people would also like to avoid having to 
keep track of coupons and refunds. They expect it to be 
handled automatically by the Club or the IT systems in the 
store.

75% of the respondents would rather avoid a physical 
member card. Some members would consider leaving the 
loyalty club if a physical membership card is required.

Three  out of ten loyalty members have left or stopped 
using one or more of their memberships during the last 
year. Too frequent communication is the most common 
reason. 

Four out of ten respondents appreciate a loyalty club that 
has a SmartPhone App that contains all deals and offers so 
you always have these available.

Three out of the ten respondents appreciates loyalty clubs 
that are able to trigger deals and offers via a message to 
the phone when the loyalty member is entering the store.

Only 2% would rather not 
receive any information from 

their loyalty club.

Communications, Apps and traditional cards

Question: How would you like to receive offers from a loyalty club (multiple answers possible)? (in %)

52

37

34

E-mail

32Letter to your mailbox

31An app

26At the checkout

25Your phone when you are in the store

7Social media, such as Facebook and Instagram

SMS

Store signage 

”An online store with stock 
information for the physical stores 
is an absolute must, as I plan all 

purchases from home. In the store, a 
digital terminal is a plus, otherwise 

you must be able to use your mobile. ” 
Man, 50

”I love digital information about 
deals and offers so I avoid paper 
advertising in the mailbox. The 

possibility to make a shopping list in 
the mobile phone is very useful!”

Female, 27

2%



Question: If you think of loyalty clubs in general, how would you value the following benefits? (in%) 

88

87

76

75

73

73

63

58

38

37

30

30

19

8

Refunds etc. are in the system, you 
do not need coupons

You get a good discount

No need for a physical card, 
everything is in the system

You get a discount every time you shop

You get the money back / discount 
when you bought for a certain amount

Great deals on certain products

Possibility to choose how you want the 
offer (letters, e-mail, sms, app etc)

Member offers are tailored to your 
buying habits and preferences

Possibility of payment being deducted directly 
from your card / avoid standing in line 

Have an app with offers so you 
always have them with you

Notification when in a store with 
great offers, i.e. to your phone

You get inspiration and 
knowledge, e.g. magazine

You are invited to special events

Great deals on certain products

Inspiring retailers to go further 
Extenda Retail inspires retailers to go further by creating pure software to help grow their business and optimise their customer experience. 
The extensive portfolio of solutions includes retail ERP, POS (point-of-sale), WMS and loyalty and pharmacy software.  
Learn more at www.extendaretail.com or follow us on LinkedIn.

To stay loyal to a brand or retailer today, consumers expect 
personalised communication that truly adds value to the customer 
journey. The retailer needs to become digital and relevant in their 
communication, always tailoring the offers to avoid opt-outs. As 
customers today are very aware of the fact that they share personal 
information with the store, they expect nothing less than relevant 
offers in return.        

Peter Fischer, CEO, Extenda Retail


