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ITALIAN LOYALTY

For the benefit of its Fidaly loyalty 

programme, the chain sourced an upmarket 

range of bags and luggage branded NAVA 

DESIGN. This is not a cheap product and its 

quality was appreciated by the discerning 

Italian shopper and it consists of a full 

range including a trolley travel bag, a 

weekend bag, a shoulder bag, a backpack, a 

tote bag and a vanity case. 

The next step was to find a novel way 

to publicise that these items could be 

procured by collecting loyalty points every 

time they spent €25 (R375) in-store. 

Typically, this announcement is done in 

the usual way by headlines on adverts and 

flashes on leaflets to convince shoppers 

to accumulate points (called strawberry 

points) and redeem them together with 

Esselunga is an Italian chain of stores that continues to innovate in the competitive 

Italian shopping environment. Over and above the conventional promotional activity 

followed by all food chains in the country, Esselunga decided on a differentiating 

campaign aimed at its loyalty card base.

a small cash payment against a bag of 

their choice. Various supplier products were 

tagged as part of the promotion and the 

purchase of two or more of these products 

earned the buyer multiple strawberry 

points.

The Esselunga marketing team came up 

with a novel visual campaign by using fruit 

as the main conveyor of the message. Thus, 

an apple with a rucksack on its shoulder 

was branded by using the word “apple” 

in the phrase “APPLEy in-store for this 

terrific offer” or a pear with a sling 

bag was branded as “ApPEAR as 

a fashionable shopper”, while 

a peach with a vanity case was branded as 

“Be the PEACH in his eye”. (NB. These are 

English examples)

The campaign was an instant success 

with the Italian public as both men and 

women found a bag that appealed to their 

fashion sense.

In addition, some of the bags were 

linked to the Esselunga Verti insurance 

programme, where shoppers could also get 

a discounted car insurance policy when 

buying a shoulder bag or a motorbike 

insurance policy when buying a vanity case.

A clever promotion differentiates 
from the competition
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