
The female factor
The report highlights the fact that 70% 

of female respondents said they preferred 

cash back rewards, a full 14% points 

more than men, with only 56% of male 

respondents indicating the same.

Cash back has proven to be very popular 

due to its transparency in terms of value 

and the fact that it drives engagement. 

Sonja Fourie (Head of Absa Rewards and 

VAS)

Small rewards count a lot
In 2014/2015, all things “VIP” and 

exclusivity came out tops as the most 

desired or most valuable benefits a loyalty 

programme could offer. However this trend 

has changed.

The research showed that an 

unconditional cash back voucher (i.e. 

receive R10 off immediately or off 

your next purchase) can achieve higher 

redemption levels as compared to a 

campaign-led conditional voucher (i.e. R50 

off of R250 spend), where redemption rates 

can be as low as 2-5%. 

Strategies, such as tiered loyalty 

programmes, offering status (based 

on a particular behaviour) and more 

personalised services or exclusive, VIP 

treatment have been introduced to offer 

additional recognition and rewards to 

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.

What do the customers  
really want?
Retailers mostly used their loyalty 

scheme to thank their customers for their 

patronage. This acknowledgement for the 

business received varies and there is no 

“one size fits all” solution where rewards 

are concerned. 

The four most popular  
rewards included

 % of those 
 interviewed

Cash back incentives 63% 

Points that add up 62%

Discounts 54%

Redeemable vouchers 52%

Other rewards that were less popular 

included free gifts (21%), competition 

entries (19%), airtime and VIP treatment 

(12%), exclusive invitation to events (9%) 

and better service (2%). 

loyalty members without actually 

needing to offer direct cash back 

rewards. This creates a heightened 

perceived value of a programme, 

without it being too costly. 

However, in the South African 

loyalty market place, most people 

just want cash back or a free cup of 

coffee. 

The more generic the value type 

of the reward, the more desirable 

it is to the customer (i.e. the more 

similar it is to cash). Kobus Ehlers 

(Co-founder of SnapScan)

Consumers prefer more frequent, 

smaller rewards as opposed to 

larger rewards that take longer to 

accumulate. Customers also like 

rewards and programmes with 

choice & flexibility. Too many terms and 

conditions and redemption hurdles turn 

them off. Jade Kirkel (Marketing Manager at 

The Sorbet Group)

Although experiential rewards such as 

a fully inclusive overseas trip or hot air 

balloon experience may still be aspirational 

and attractive to your members, loyalty 

marketers will need to combine these 

with smaller, more frequent rewards and 

engagement campaigns. This enables you 

to engage your customers more often, 

helping you stay top of mind with smaller, 

more frequent rewards. 

According to a 2015 global Discovery 

case study, highlighting the importance of 

frequency in terms of both engagement 

and rewards, Discovery Vitality Active 

Rewards saw an 88% increase in member 

engagement after introducing the 

frequent reward element. Locally, the same 

programme has been launched, whereby 

Discovery Vitality Active Rewards members 

get rewarded on a weekly basis for meeting 

their fitness goals. These rewards are small 

and not grandiose: a cup of coffee or a 

smoothie. However, statistics show that 

these smaller yet more frequent rewards 

can have a great affect on changing 

behaviour.

For more information on the white paper, please 
contactinfo@truth.co.za
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LOYALTY PROGRAMMES 
Consumer loyalty behaviour in South Africa

This is the second 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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