
Taking an online survey  54% agreed

Updating details online  34%

Social media activity  27%

Referring a friend to 20%

a programme

The two most popular non-transactional 

rewards, therefore, indicate a strong 

opportunity for brands to gather data 

from their loyalty members. Both online 

surveys and updating details online can 

provide invaluable information for brands 

about their customers and as such, the 

opportunity to better tailor their value 

proposition. 

By far the least popular non-

transactional interaction for consumers is 

referring friends to a programme. This fact 

implies that consumers are reluctant to 

potentially spam their friends or put their 

reputation on the line by sharing non-

relevant content in exchange for a reward. 

This indicates that brands should find other 

ways to drive word-of-mouth than directly 

asking existing members. 

One particular example could be social 

media, especially appealing to the younger 

market.

For the last two years, the Truth Loyalty 

White Paper has been published by 

WhyFive, a consumer insights research 

company that uses an “on line” tool to get 

feedback from many South Africans on 

their shopping habits.

Methodology
A total of 27 446 respondents participated 

in the latest survey and this sample is 

much higher than other surveys where 

2 000 to 3 000 interviews are completed.

Having answered over 250 questions, 

the results cover all types of loyalty cards 

used in SA ranging from supermarkets 

to clothing stores, health and beauty 

merchants, airlines, book stores, restaurants 

and banks., to name but a few.

The overall growth of usage over the 

previous year (2015) stands at 6%. 

Considering that real retail sales growth is 

below this figure, this growth in the usage 

of loyalty cards is impressive.

Some of the findings
Traditional loyalty programmes reward 

members for transacting with your brand. 

However, over the years some brands take 

loyalty to the next level by incentivising 

members for taking other specific actions. 

Focusing on transactions alone means 

you are only capitalising on one of 

many touch points a customer has with 

your brand. Think of all the interactions 

customers have with you pre, during and 

post their visit to your store or website. 

Activities include updating their details 

in order to increase contactability and to 

reduce your email bounce rate. 

Not only do these actions enhance your 

overall customer value offering but they 

also allow you to drive greater consumer 

engagement. 

In the latest BrandMapp survey, 

respondents were asked to rate which non-

transactional activities they would do in 

exchange for loyalty benefits. 

When answering the question “Which 

non-transactional activities would you 

do in exchange for loyalty benefits?” the 

following answers were recorded:

Brands need to focus on 
technology and software 
that enable the ability 
to churn through large 

volumes of data, perform 
statistical analysis quickly 

and render inferences 
in a usable format for 

executives and marketing 
agents to make key 

strategic decisions that 
are quick to enable and to 

measure performance. 
Timing is key. 

The quicker you, as  
a provider, are able to 

respond to observed trends 
will differentiate you from 

your competitors.

Ferdi Maritz (Strategic 
Consultant at P:Cubed)
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LOYALTY PROGRAMMES 
Consumer loyalty behaviour in South Africa

This is the third of a series of articles analysing the latest usage trends by consumers using loyalty cards in South Africa.  

Whether your store uses one or not, you are certain to find the series of interest.
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The younger market. 
Younger respondents are more willing to engage on social media.

Respondents aged 16–24 are: 5% points more likely to interact 

with a brand on social media than ages 25–34, which is 14% points 

more likely than respondents aged 35–49 and 27% points more 

likely than respondents aged 50+

This reflects a general trend of younger respondents to be more 

open to online interaction as a means to earn loyalty benefits. 

Respondents aged 16–34 were up to 10% points more likely than 

respondents aged 34+ to take an online survey to gain loyalty 

benefits.

Are South African brands capitalising  
on customer interactions?
Globally, this trend has emerged and gained traction over the past 

two years. More and more brands are realising that incentivising 

solely on a transactional basis is a one-way ticket to saying 

goodbye to real engagement. When conducting research on 

all the major loyalty programmes in South Africa across retail, 

financial services & travel, it was surprising to see how few of 

them offer incentivised or accelerated earn opportunities for ‘non-

transactional’ behaviours. However, when looking at retail and retail 

banking, they are few and far between.

As mentioned earlier, Discovery Vitality members earn additional 

Vitality points for being active. The Edcon Thank U programme 

however, offers all their Thank U account holders a once off, 

double points offer if you register for e-statements. This is seen 

globally as a way to not only reduce their carbon footprint, but 

also dramatically reduce cost of printing and postage of account 

statements.

On the other hand, in financial services, brands are using indirect-

transactional activities as an entry requirement or qualifying 

criteria to participate in their loyalty programmes. Thus, at the same 

time, ensuring specific business requirements are met. For example, 

FNB eBucks insist that members transact via specific channels 

such as online banking, cellphone banking (using USSD) banking 

or via the banking App at least once a month to qualify for eBucks 

at all. Although these activities require a transaction to take place, 

whether it be making a payment to a recipient or simply buying 

airtime or electricity, they are creating the requirement to engage 

via their online channels and be exposed to FNB related content 

in order to gain on-going access to their loyalty programme 

benefits. When looking at companies in South Africa such as FNB 

and Discovery, it is clear that they understand the importance of 

relevance and convenience to drive long-term engagement beyond 

the traditional transactional loyalty programme proposition.

For more information on the white paper, please contactinfo@truth.co.za
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