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cat lovers discounts on cat food and offer 
the cash-strapped student money off two-
minute noodles. Covert elements of loyalty 
programme marketing are contrasted 
to overt elements such as the 5% back 
everyone gets in points or the R50 birthday 
voucher we all receive, which are advertised 
as benefits in the programme’s marketing 
collateral. 

In the report this concept is referred 
to as ’The Iceberg Effect’. The difference 
between overt and covert is best 
understood in ‘The Iceberg Effect’. All the 
overt elements are above the waterline 
for all to see; however, your real value 
lies below the waterline where customer 
specific data should be used to change 
customer behaviours and drive increased 
long term loyalty. 

Red Lion Hotels (an American hospitality 
organisation) is a good example of a 
brand that has all but done away with 
the overt elements of loyalty marketing. 
Its “Hello Rewards” programme has done 
away with points and tiering and instead 
positioned itself as a guest recognition 
programme, seeking to treat every guest in 
a personalised and appreciated way. Instead 
of earning points, guests earn recognition 
and staff are encouraged to treat every 
guest personally. 

Hello Rewards is based on a surprise 
and delight strategy, offering guests 
recommendations and discounts based

What lies ahead for loyalty? 
There’s no doubt that the face of loyalty 

is changing. Companies have started 

to veer away from the traditional 

points-based loyalty model as the key 

indicator of a loyalty programme’s 

value. The observed shift is towards 

personalisation. Personalisation is no 

longer just a by-product of loyalty 

programme data, but has become the 

core value offering at the heart of 

loyalty. 

Loyalty in South Africa is following the 

global trend of moving away from pure 

rewards, earn-and-burn programmes to 

personal and personalised interactions 

that stretch further than just name 

personalisation in emails, towards big-data 

analysis of individual consumer behaviours 

and needs and the subsequent addressing 

of those needs. – Sonja Fourie (Head of 

Absa Rewards and VAS)

It has long been known that the 

customer data obtained from running 

a successful loyalty programme could 

be used to target consumers on a more 

individual level, ensuring increased brand 

relevance and minimising the risk of 

generalised campaigns based on limited 

data and guess work. A leading South 

African retailer stated that the insights 

gained from having a loyalty programme 

have encouraged them to move to more 

personalised rewards and to use more 

relevant partners. Personalisation is not 

a “nice to have” but rather a necessity. 

According to Bond Brand Loyalty, 78% 

of consumers who are satisfied with the 

level of personalisation offered by the 

programme are very satisfied with the 

programme as a whole. 

Loyalty programmes are going to come 

under pressure in terms of the value 

they create for customers vs. for the 

organisation. – Jade Kirkel (Marketing 

Manager at The Sorbet Group)

The Truth Loyalty Whitepaper issued 

in October 2016 advises clients to place 

the majority of their focus on the covert 

elements of their programme. Covert 

elements refer to the behind-the-scenes, 

data-fuelled marketing efforts that offer

 on their individual interests. Certain 

overt benefits also apply to Hello Rewards 

members, such as a free night for every 

seven nights booked, express check-in/

check-out, room upgrades when available 

and late checkout. 

We expect location based rewards, much 

greater integration with social media and 

more coalitions as the future of loyalty. 

Customers will be consolidating their 

loyalty engagement to a handful of key 

programmes that they feel give them the 

greatest return (and a possible slowdown 

in the willingness to sign up for new 

programmes). – Alex Emmerich (Head 

of Loyalty & CRM at TFG (The Foschini 

Group))

One does not need to do away with 

points entirely to have a customer-data 

led loyalty strategy. While the Red Lion 

example illustrates an international brand 

getting it right, it is worth noting that the 

overt benefits (i.e. free night stay) would 

have served to attract consumers to the 

programme initially. 

In conclusion, points, cash back and  

other overt benefits still serve a place 

in attracting consumers to your loyalty 

programme and brand. However, covert  

leveraging of customer data for personal-

ised offers and experiences should form  

a core part of your value proposition.

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