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Welcome to For Love or MoneyTM 2021, the 9th Australian consumer research study 
tracking key trends and insights on customer loyalty and loyalty programs.

7. Loyalty program data collection and use:
   privacy, personalisation and trust

1. How do members feel about loyalty programs collecting
    and using their information? 
2. What do members consider when providing their data
     to loyalty programs?
3. Loyalty program terms and conditions – do members read them?
4. How is loyalty program personalisation performing?
5. Loyalty program data and trust – The Net Data Trust Score (NDT)

6. The five loyalty program persona profiles

1. Loyalty program member persona profiles.
   A benchmark was set in 2019 - what’s changed?

5. Loyalty program structures and benefits

1. Subscriptions: Loyalty programs with free membership
    vs with a subscription fee
2. Partner ecosystem: Earn and redeem rewards within
    vs beyond the brand-specific program
3. Timing of rewards: Earning rewards instantly
    vs earning rewards for future purchases
4. Rewards for referrals: Earning rewards for referrals
    vs no rewards for referrals
5. Cashback shopping platforms: Awareness and interest
6. Gamification: Loyalty programs and gamification

1. Tracking changes in the Australian loyalty program landscape

1. Profiles of loyalty program members
2. Active participation in programs

3. Ranking Australian loyalty programs – ‘doing a very good job’

2. The impact of COVID-19 on brand loyalty and 
loyalty programs - 2020 and 2021

1. The impact of COVID-19 on brand loyalty: 
Looking back at 2020     ..  

2. The influence of loyalty programs 
                                                                                while COVID-19 prevails       

   
      3. Attitudes to ‘loyalty’ and 

loyalty programs

1. What is loyalty? The consumers’ point of view
2. Do brands need a loyalty program to 

keep their customers loyal?
3. Are loyalty programs improving?

4. Where should programs improve in the future?
5. Improvement of loyalty programs to date vs future focus

4. Member interaction and engagement

1. Member interaction, identification and payment integration
2. Ranking the three principles for optimising the loyalty program experience

3. What are the most important moments of a member’s experience
                                                                                  with a loyalty program?   

New Insights in 2021
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COVID-19 and the For Love or MoneyTM 2020 and 2021 research

The For Love or MoneyTM 2020 research was initiated in the early part of the first quarter
of 2020, before Australia was impacted by the COVID-19 pandemic. 

The results from the For Love or MoneyTM 2020 research study are therefore an insight
into attitudes and interactions with loyalty and loyalty programs before COVID-19.

The For Love or MoneyTM 2021 study was initiated in the early part of the first quarter
of 2021 after the main impact of COVID-19 in 2020.
Note: While COVID-19 is still impacting Australian lives and lifestyles, all of the research
results have a before and after COVID-19 view (2020 vs 2021) of Australians’ attitudes
and interactions with loyalty and loyalty programs. 

There is also a dedicated section on the impact of COVID-19 on brand loyalty 
and loyalty programs.
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Welcome to For Love or Money™ 2021: The Australian Edition

This is the Executive Summery of the 9th edition of the annual For Love or Money™ 
consumer research study taking the pulse on customer loyalty and loyalty 
programs in Australia. 
With benchmarks first established in 2013, the 2021 study continues to 
track changes in the Australian loyalty program landscape and build 
on trends and insights revealed in previous studies.
It also aims to uncover new insights for brands that want to know 
more about ‘what loyalty is’ beyond enrolling in a loyalty program 
and the key success factors influencing the value and viability of 
loyalty programs in the future.

For Love or Money™ 2021 – New Zealand Edition

In 2021, the For Love or Money™ research has again been extended to 
New Zealand with comparisons on loyalty and loyalty program trends
and insights to the study completed in 2019.
An Australian and New Zealand comparison report has also been 
compiled in 2021.
All reports are available at thepointofloyalty.com.au as a complimentary
Executive Summary with comprehensive reports also available for 
purchase. 
A presentation of the research by the author and customer loyalty specialist, 
Adam Posner, is also available by request at thepointofloyalty.com.au. Adam will 
personally present a summary of the findings and their impact on the future of 
customer loyalty and loyalty programs.

Research methodology

For Love or Money™ 2021 Australian Edition was commissioned
by The Point of Loyalty and conducted independently

by First Point Research and Consulting in the first quarter of 2021
through an online panel of Australian consumers

(men and women aged 18 years +) who are all members
of at least one loyalty program. 

The research was structured to gain quantitative 
results with comparative analysis.

Open text responses were included to gain actual feedback
and comments from loyalty program members.

The total sample of N = 1000 provided a margin of error
of +/- 3% on the total sample at a 95% level of confidence. 

Broad quotas were placed on the sample to ensure an 
appropriate distribution of responses by gender and age. 

Interpreting the results
Throughout the report, significant differences have been
highlighted as follows: A result that is significantly lower

is highlighted with orange.  A result that is significantly higher is
highlighted with green. In charts where the 2021 results are

compared with previous years e.g. 2020, the significant difference
is the difference (higher or lower) compared with the result of the
comparison year e.g. 2020. In charts where only the 2021 results

are presented, the significant difference is the difference
(higher or lower) for that consumer segment

(gender and generations) compared with the 2021 total.

Use of term ‘loyalty program’ in the research
For simplicity and consistency the For Love or Money™ research studies asked consumers their point of view on ‘loyalty programs’.
In the research we defined ‘loyalty programs’ as any type of loyalty or rewards program, VIP club, frequent buyer, member benefits or discount program.
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1. Introduction and research methodology
For Love or Money™ 2021 researched the following areas for insights with new insights highlighted.              New insights in 2021

1. Tracking changes in the Australian loyalty program landscape

1. Profiles of loyalty program members
2. Active participation in programs
3. Ranking Australian loyalty programs – ‘doing a very good job’

2. The impact of COVID-19 on brand loyalty and loyalty programs 
    - 2020 and 2021

1. The impact of COVID-19 on brand loyalty:  Looking back at 2020
2. The influence of loyalty programs while COVID-19 prevails

3. Attitudes to ‘loyalty’and loyalty programs

1. What is loyalty? The consumers’ point of view
2. Do brands need a loyalty program to keep their customers loyal?
3. Are loyalty programs improving?
4. Where should programs improve in the future?
5. Improvement of loyalty programs to date vs future focus

4. Member interaction and engagement

1. Member interaction, identification and payment integration
2. Ranking the three principles for optimising the loyalty program experience
3. What are the most important moments of a member’s experience with a 
    loyalty program?

5. Loyalty program structures and benefits

1. Subscriptions: Loyalty programs with free membership vs with a subscription fee
2. Partner ecosystem: Earn and redeem rewards within vs beyond the 
    brand-specific program
3. Timing of rewards: Earning rewards instantly vs earning rewards for future purchases
4. Rewards for referrals: Earning rewards for referrals vs no rewards for referrals
5. Cashback shopping platforms: Awareness and interest
6. Gamification: Loyalty programs and gamification

6. The five loyalty program persona profiles

1. Loyalty program member persona profiles. A benchmark was set 
    in 2019 - what’s changed? 

7. Loyalty program data collection and use: 
   privacy, personalisation and trust

1. How do members feel about loyalty programs collecting and 
    using their information? 
2. What do members consider when providing their data to loyalty 
    programs?
3. Loyalty program terms and conditions - do members read them?
4. How is loyalty program personalisation performing?
5. Loyalty program data and trust – The Net Data Trust Score (NDT)
  

Thank you for your interest in 
For Love or Money™ 2021 Australian Edition.

As you continue to enhance and
build your customer loyalty and loyalty program 

strategies and programs, 
For Love or Money™ 2021 will provide you 

with observations and insights 
to guide you along the journey to success.

Adam Posner
CEO – The Point of Loyalty
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To find out more about the results and insights in this Executive Summary 
you can purchase the comprehensive report at www.thepointofloyalty.com.au
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Profile of 
participants

2.
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Gender

Metro:  74%
Regional:  26%

Boomers
29%

Gen X
29%

Gen Y
28%

Gen Z
14%

N=1000 Figures may not add to 100%.  Missing figures accounted for by customers who ‘prefer not to say’

9

49%    51%

Under $40,000    $40,000-$99,999     $100,000-$149,999      $150,000 or more    

17%

38%

23%

14%

18-24 years  13%  

25-34 years                               18% 
    
35-44 years                                  20% 

45-54 years                               18% 

55-64 years                            16% 

65+ years                               16% 

No children     39%

Children living at home                         37%

Children not living at home                              23%

10%

2% 20%

25%

10% 30%

3%

2. Profile of participants

Age

Household Structure

Location

Income

Generational Cohort
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Executive summary
of trends and
new insights

3.



© COPYRIGHT The Point of Loyalty 2021

1. Memberships of loyalty programs
 
In 2021, 88% of Australians over the age 
of 18 are enrolled in at least one loyalty 
program. This has remained stable 
(89% in 2020 and also 89% in 2019).

11

2. Average number of 
memberships in 2021

4.4

88%

3. Active* participation in loyalty programs 
has declined significantly since 2018
 
In 2021, only 43% of loyalty program members 
indicated they are active in all of the programs 
they are enrolled in.

1. Tracking changes in the Australian loyalty program landscape

% who are active in ‘ALL’ of the loyalty programs they are enrolled in

2013   2015   2016   2017   2018   2019   2020   2021
* An active member in the research was defined as ‘having 

presented their card or membership number when making a purchase 
in the past 12 months’

Full results for 2021 and comparison to 2019 results are available in this comprehensive report, including the list of 30 other programs mentioned by members as ‘doing a very good job’.

4. Ranking Australian loyalty programs – ‘doing a very good job’
 
Woolworths Everyday Rewards is right on the tail of flybuys in 2021
While flybuys is still at number one ranking in 2021, Woolworths Everyday Rewards has had 
a significant increase since 2020 in members voting the program as ‘doing a very good job’. 
New entrants in 2021 are ANZ Rewards and Mecca Beauty Loop.

19.4%
in 

2020

Ranking based on the volume of members who voted 
the program (unprompted) as doing a ‘very good job’ 2021 

1. flybuys
2. Everyday Rewards 
    (Woolworths Rewards)

3. Qantas Frequent Flyer

4. Priceline Sisterclub

5. Dan Murphy’s - My Dan’s

29.7%

28.9%

4.8%

1.8%

1.6%

1. flybuys

3. Qantas Frequent Flyer

4. Virgin Velocity

5. Dan Murphy’s - My Dan’s

2. Woolworths Rewards

30.8%

19.4%

5.8%

3.1%

2.5%

2020
Ranking based on the volume of members who voted 
the program (unprompted) as doing a ‘very good job’ 

The comprehensive report reveals insights by age, household income, gender 
and the generations (Gen Z, Gen Y, Gen X and Baby Boomers)

43%
46%47%53%50%51%

59%

45%

To find out more about the results and insights in this Executive Summary 
you can purchase the comprehensive report at www.thepointofloyalty.com.au
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2. The impact of COVID-19 on brand loyalty and loyalty programs - 2020 and 2021    NEW

 I tended to remain 
with the brands I know

I switched to more 
new brands

87%

13%

1. The impact of COVID-19 on brand loyalty: 
Looking back at 2020
 
87% remained with brands they know: 
The vast majority of consumers in Australia tended 
to remain with the brands they knew in 2020.

13% switched to more new brands: 
Only around one in eight consumers found themselves 
switching to more new brands during the COVID-19 
pandemic.

2. The influence of loyalty programs while 
COVID-19 prevails
 
Loyalty programs have an influence on brand loyalty
Almost half (48%) of consumers tend to stay loyal to the brands 
whose loyalty programs they are a member of while COVID-19 
prevails. Only 14% tend to seek out new brands despite loyalty 
program memberships.

While COVID-19 prevails…

 I tend to stay loyal to the 
brands whose loyalty 

programs I am a member of

I tend to seek out new 
brands despite any loyalty 

programs I am a member of

My loyalty to brands and 
respective loyalty program 

memberships are not 
impacted by the 

COVID-19 pandemic period

48%

14%

39%

While COVID-19 prevails 
Gen Z tend to be the most 
loyal to the brands whose 
loyalty programs they are 
a member of. 

49%

51%

37%

Gen Y

Gen X

Baby Boomers

Gen Z

Tend to 
stay loyal

63%

The comprehensive report reveals insights by age, gender and the
 generations (Gen Z, Gen Y, Gen X and Baby Boomers)

To find out more about the results and insights in this Executive Summary 
you can purchase the comprehensive report at www.thepointofloyalty.com.au
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1. What is ‘loyalty’? The consumers’ point of view

Customer loyalty is an ongoing source of debate and discussion, ignited by the ever-changing technology, data, social and 
demographic landscape. As brands and businesses continue to invest more in customer retention and loyalty, gaining clarity 
on what ‘loyalty’ is helps to determine why it is important for a business to invest in customer loyalty as a growth strategy 
and how to achieve it as a profitable outcome.

The 2021 For Love or Money™ research continues to benchmark ‘what is loyalty’ by asking consumers - 
‘Beyond enrolling in a loyalty program, what does loyalty to a brand/business mean to you?’

Eleven dimensions of loyalty were assessed by members.

The 11 dimensions of ‘loyalty’ as an outcome were categorised into two constructs and connections. 

13

3. Attitudes to ‘loyalty’ and loyalty programs    

Behaviour loyalty
is primarily driven by a 

transactional connection with a brand

Belief loyalty
is primarily driven by an 
emotional connection with a brand

2. Do brands need a loyalty program to keep their customers loyal?

“YES “ “NO “

38%
‘no’

62%
‘yes’

This comprehensive report reveals the ranking of the 11 dimensions of loyalty based on Behaviour loyalty and Belief loyalty. 
It also identifies insights  by age, gender and the generations (Gen Z, Gen Y, Gen X and Baby Boomers)

This comprehensive report reveals insights by age, gender and the generations (Gen Z, Gen Y, Gen X and Baby Boomers)

   
It helps us feel valued

Loyalty needs to be acknowledged by benefits

Because nowadays people will quicky leave

It attracts more customers

   
People will come back anyway       

for products that they love   

Excellent customer service 
can also make people loyal to a brand

Just a gimmick to spend more money

To find out more about the results and insights in this Executive Summary 
you can purchase the comprehensive report at www.thepointofloyalty.com.au
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3. Are loyalty programs improving and where can they improve in the future?

14

3. Attitudes to ‘loyalty’ and loyalty programs    

1. Member interaction, identification and payment integration

Loyalty cards are still on the table
From 2017 to 2020, the preference for loyalty cards to interact with loyalty programs declined (81% to 47% respectively). 
In 2021, this preference was reversed with an increase in the proportion of members preferring to interact with their loyalty 
program with a loyalty card, although the preference for loyalty cards overall has declined significantly over the last few years. 
For members keen on moving to digital interactions, mobile app with rewards and payment integrated (card-linking) has 
increased 400% in preference since 2017.

The comprehensive report reveals insights by age, gender and the generations (Gen Z, Gen Y, Gen X and Baby Boomers)

Areas of improvement to date Future focus of improvement

Rewards are 
more achievable 51%

40%

37%

34%

28%

They are simpler 
and easier to 
interact with

Enhanced technology, 
such as mobile apps 

and mobile payments

More achievable 
rewards

More moments 
of surprise 

and delight

More innovative 
rewards not just 

financial discounts

Earn rate

Simplicity

Use of technology

Earn rate

Surprise and delight

Non-financial rewards

4. Member interaction and engagement    

Loyalty card – payment separate
Presenting a loyalty card to receive rewards/benefits and 
then pay separately with your preferred payment method

The 4 year trend away    
from cards has been 

reversed in 2021

Payment card-linking 
400% increase in 

preference since 2017

2017 2021 2020 2019       2018

Mobile app with rewards and payment integrated
Use a mobile app to receive rewards/benefits at the same time 

as paying with your preferred payment method

55%
47%

58%
67%

81%
20%

19%
17%

13%
5%

The comprehensive report reveals insights by age, gender and the generations (Gen Z, Gen Y, Gen X and Baby Boomers)

57%

Whichever way you look at 
it, loyalty programs should 
always be focusing on the 
earn rate. It’s clearly the 
most important element of 
a program members care 
about.

To find out more about the results and insights in this Executive Summary 
you can purchase the comprehensive report at www.thepointofloyalty.com.au



S = Simple
How simple a program is to interact with = easy to join; easy to identify as a member; easy to earn and redeem rewards

© COPYRIGHT The Point of Loyalty 2021 15

4. Member interaction and engagement

P = Personal 
How personal a program is to members = the communication and rewards are tailored and relevant to members 

V = Valuable
How valuable a program is to members = the rewards are meaningful and valuable to members

2. Ranking the three principles for optimising the loyalty program experience

The Point of Loyalty has developed a design framework with three principles for optimising the loyalty program experience.

The comprehensive report reveals insights by age, gender and the generations (Gen Z, Gen Y, Gen X and Baby Boomers)

3. What are the most important moments of member’s experience with a loyalty program?

NEW
Understanding 

the program
Joining 

the program
Being 

welcomed 
by the program

Identifying as a 
member when 

interacting 
with a program

Earning
a reward

Redeeming
a reward

Post reward
redemption

Accessing 
your program

profile/account

Making an 
enquiry about 
the program

Exiting
the program

Proximity
to a reward

7 8 9

101112

1 2 3

46
Interacting

with a program
in all channels

5

For the the first time in 
the For Love or MoneyTM 
research studies,12 key 
moments of a member’s 
experience with a loyalty 
program were researched 
and ranked to understand 
their importance to the 
member.

The comprehensive report reveals insights by age, gender and the generations (Gen Z, Gen Y, Gen X and Baby Boomers)

To find out more about the results and insights in this Executive Summary 
you can purchase the comprehensive report at www.thepointofloyalty.com.au
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1. Subscriptions: Loyalty programs with free membership vs with a subscription fee
    Free to join is the winner

16

5. Loyalty program structures and benefits

2. Partner ecosystem: Earn and redeem rewards within vs beyond the brand-specific program
    Partnerships ecosystems will enhance member engagement

3. Timing of rewards: Earning rewards instantly vs earning rewards for future purchases
     Instant rewards wins

 4. Rewards for referrals: Earning rewards for referrals vs no rewards for referrals
     Rewards for referrals wins

5. Cashback shopping platforms: Awareness and interest

    Cashback shopping platforms* have become quite prominent in the Australian consumer shopping landscape.
    
    The For Love or MoneyTM research reveals the consumer awareness of these shopping platforms. It then 
    identifies the interest in the benefit of earning cashback rewards by shopping with these platforms and also  
    earning rewards from the retailers and brands of the loyalty programs they belong to.

    *While this is not an exhaustive list of cashback shopping platforms, these examples were provided as reference in the research    
     - Cashrewards, Shopback, Jamjar

6. Gamification: Loyalty programs and gamification

    Participating in gamification to access rewards and benefits within loyalty programs is of interest to around
    one in three members (34%).

The comprehensive report reveals insights by age, gender and the generations (Gen Z, Gen Y, Gen X and Baby Boomers)

BRAND

BRAND
BRAND

BRAND
BRAND

NEW

NEW

NEW

NEW

To find out more about the results and insights in this Executive Summary 
you can purchase the comprehensive report at www.thepointofloyalty.com.au
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6. The five loyalty program persona profiles

The Point of Loyalty has developed the Five Benefits Model for best-in-class loyalty and rewards programs. It provides the five  
benefit layers every loyalty program should consider blending into their structure. The depth and focus of each is tailored to the 
business and category a program operates in, the program’s objectives and customer behaviours.

1. Member profiles are moving away from being transactional

While the majority of loyalty program members in Australia in 2021 (69%) can be classified as ‘transactional members’ 
there has been a significant shift away from transactional since 2019 (76%).

The Five Benefits Model
Best-in-class loyalty and rewards programs 

are a blend of five benefit layers

Financial benefits = transactional

Functional benefits are useful, aim to reduce friction, complexity 
or hassle whether through tech (mobile) or any aspect of the purchase 

experience such as buying (pre-order for members; loyalty and 
payments app) and post-purchase (free returns).

Functional benefits = service and utility

Financial benefits are transactional and range from discounts (one-off and ongoing),  
earn-and-redeem offers (dollars or points), cashback vouchers, members-only pricing, 

free delivery and birthday and member anniversary vouchers.

Experiential benefits = more than money

Experiential benefits are more than just money. They enhance the 
experience of being a member. While there may be savings, these benefits 

are mostly experiential such as events, access to limited releases, pre-sales, 
rewards with the experience of entertainment, food, fitness, sport and music, 

product samples, gift boxes and the classic surprise-and-delight offers.

“ “Make life 
easy for me

“ “Show me
the money

Social benefits = share with others

Program benefits hit their peak emotional 
connection when playing a part to connect 

members to each other or a greater purpose. 
Examples include cause-related giving,community

 forums for members, program ambassador 
communities, samplers or product testers.

Personal benefits = tailored and relevant

Personalised content and behaviour-triggered 
communications are critical to this category of benefits. 
It is driven by the member’s personal data. Examples 

include replenishment offers and product recommendations 
relevant to previous purchases. Tiered benefits are part of 

personalising programs.

Ra
ti

on
al

Em
ot

io
na

l

“ “Add moments of 
magic to my life

“ “Show me that 
you know me

“ “Connect me 
with community

This comprehensive report reveals insights by age, gender and the generations (Gen Z, Gen Y, Gen X and Baby Boomers)
To find out more about the results and insights in this Executive Summary 

you can purchase the comprehensive report at www.thepointofloyalty.com.au
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1. How do members feel about loyalty programs collecting and using their information?

18

27%

22%

51%
I am ok with sharing my information with 

loyalty programs knowing that it is used to 
enhance my shopping experience

I feel the information collected by loyalty 
programs is an invasion of my privacy, even if 
it is used to enhance my shopping experience

I don’t have a particular view on this

7. Loyalty program data collection and use: privacy, personalisation and trust

While the majority of members (51%) 
are comfortable sharing their information 
with loyalty programs, confident it is 
being used to enhance their shopping 
experience, more than one in four (27%) 
feel the collection of personal information 
by loyalty programs is an invasion of their 
privacy.

2. What do members consider when providing their data to loyalty programs?

The number one consideration for members when asked to provide personal details to a loyalty program is the security 
of their data. This consideration has magnified in importance over the past two years with 70% of members placing it within their 
top three considerations, up from 64% in 2019. 

Security Use of data Company reputation Data value exchange Control Privacy policy Knowing why

This comprehensive report reveals insights by age, gender and the generations (Gen Z, Gen Y, Gen X and Baby Boomers)

This comprehensive report reveals insights by age, gender and the generations (Gen Z, Gen Y, Gen X and Baby Boomers)

Yes

No

40%

60%

3. Loyalty program terms and conditions - do members read them? NEW

They are too long

They are too 
complicated

41%

They just don’t 
interest me

I feel compelled to 
join the program so 

I don’t worry about them
Something else

23%

6%

1%

14%

The comprehensive report reveals insights by age, gender and the generations (Gen Z, Gen Y, Gen X and Baby Boomers)

To find out more about the results and insights in this Executive Summary
you can purchase the comprehensive report at www.thepointofloyalty.com.au
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4. How is loyalty program personalisation performing?

19

Communicating  
with me through 

my preferred channel 
e.g. email vs SMS 
vs App message

“

“

Medium

Communicating 
with me in a 

personal and 
relevant way 

(the message, offers  
and rewards are 
relevant to me)

“

“

Message

Communicating 
with me in a way 

that is relevant to me 
and my lifestyle 

(they understand me)

“

“

Member

Communicating  
with me at the 

right time/
right place

“

“

Moment

The Loyalty Program 2021
 Net Data Trust Score (NDT)

-22

2021 2020 2019

Overall NDT -22 -33 -38

 Net Data Trust Score (NDT)

7. Loyalty program data collection and use: privacy, personalisation and trust

Loyalty programs are known for 
data collection and the promise of 
personalisation in communications.

In the 2020 For Love or Money™ 
research we set a benchmark for 
the performance of four pillars of 
personalised communication. 

In 2021, we were seeking to identify 
any improvement in personalisation 
since 2020.

Trusting loyalty programs with personal details and data 
is improving (more room to improve)

The Net Data Trust score (NDT) is a metric first introduced 
in For Love or Money™ 2019 to assess the level of confidence  
members have in the loyalty programs they are a member of 
to safeguard their personal details and data.

The 2021 result reveals members have become more trusting 
of loyalty programs with their personal details with a 
significant improvement in the NDT from -33 in 2020 to -22 
in 2021. It has improved significantly since 2019 (-38).

The comprehensive report reveals insights by age, gender and the generations (Gen Z, Gen Y, Gen X and Baby Boomers)

The comprehensive report reveals insights by age, gender and the generations (Gen Z, Gen Y, Gen X and Baby Boomers)

5. Loyalty program data and trust – The Net Data Trust Score (NDT)

To find out more about the results and insights in this Executive Summary 
you can purchase the comprehensive report at www.thepointofloyalty.com.au
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Who loves loyalty?

20

Behind the research

5.
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Adam Posner is founder and CEO of The Point of Loyalty. He is a strategic customer loyalty specialist working with 
organisations to retain their best customers and grow the rest through thriving customer retention, loyalty and rewards 
programs.

Established in 2017, The Point of Loyalty (a divisional brand of Directivity – est. 2007) provides customer loyalty and 
rewards programs strategy, structure, deployment and research.

These have been provided for retail (various), hotels and accommodation, financial services, leisure and 
entertainment, trade and education.

Since 2013, Adam has commissioned, co-authored and authored 14 independent in-depth consumer research studies 
- For Love or Money™ on loyalty and loyalty programs in Australia and New Zealand.

He is also the author of one of Australia’s only practical books on loyalty programs – Give-back to Get-back – 
9 steps to a profitable loyalty program.

Adam is a Certified Loyalty Marketing Professional (CLMPTM) and speaker on customer loyalty and loyalty programs 
at industry and client conferences nationally and internationally.

 

5. Behind the research – who loves loyalty?

To find out more about the results and insights in this Executive Summary 
you can purchase the comprehensive report at www.thepointofloyalty.com.au
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For more information on this report please contact:
Adam Posner
CEO – The Point of Loyalty

t: AUS 1300 461 900
t: NZ 0800 000 015
e. adam@thepointofloyalty.com.au
w. thepointofloyalty.com.au

The research study taking the pulse
on customer loyalty and loyalty programs
in Australia
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