Achieving Advocacy and
Influence in a Changing
Loyalty Landscape.
A Mastercard Asia Pacific Study.

INTRODUCTION

Welcome to
Mastercard’s
APAC loyalty study
Mastercard conducted one of the biggest studies on
loyalty in the Asia Pacific region, speaking to 7,000
members of loyalty programs across seven markets
– including programs from small retailers to large
financial institutions, interviewing a wide range of
consumer demographic segments.

Three clear objectives of the study
1. T
 o highlight the changing loyalty program
landscape in the region.
2. To examine the extent to which loyalty programs
are delivering value and engaging experiences,
and are thereby influencing the behaviour of
their members.
3. To explore how loyalty programs can further
engage with members, and sustainably
cultivate greater influence.
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INTRODUCTION

Executive Summary
The consumer loyalty space in Asia
Pacific is at a crossroads. It is a hotly
contested and extremely crowded
market with many players competing
for their position in a consumer’s wallet.
To examine the dynamics, Mastercard
conducted one of the biggest studies
on loyalty in the Asia Pacific region,
speaking to 7,000 respondents who
were members of a loyalty program.

consumer behaviour. When customers
were asked if they were likely to
recommend their MIP, the Net Promoter
Score (NPS) was on average -5 across
the seven markets, though some
emerging markets had positive results.
There is a stark contrast between
the markets; loyalty in the developing
markets is a newer concept to
consumers and they are more firmly
associated with the program status
to which many consumers aspire.

Mastercard found that there is an
uneven loyalty landscape in Asia Pacific
with markets at very different points
In contrast, loyalty in the developed
on the maturity curve. Markets like
markets is a mature concept. And
Australia, Hong Kong, Japan and South
Contents?
for many consumers, the realisation
Korea are highly mature; programs
is that program value is diminishing
in these markets are well established
– ultimately, rewards are becoming
but face the challenge of continuing
harder to earn, and this is driving the
engagement among an expectant,
NPS scores down.
and sometimes jaded, consumer.
Emerging markets like China, Indonesia,
and India present an opportunity
to capitalise on the unquestionable
appetite for loyalty among the
burgeoning middle classes.
Consumers on average have 7.6 loyalty
programs in their wallets, however
there is a difference between a
consumer’s participation in a program
and what they consider to be the
Most Important Program (MIP).
Every consumer has an MIP – it is the
program that motivates and influences
them to the greatest extent and thus
owns the greatest share of their wallet.
On paper, more loyalty programs in
Asia Pacific are currently not influencing

Mastercard found that there are still
opportunities across the region for
loyalty programs to drive influence. This
is important, as a program that fails to
influence consumer behaviour cannot
hope to achieve strong advocacy and
vice versa. The programs that facilitate
positive engagement with members are
able to drive influence.
Namely, there are three key areas
to drive further engagement
with consumers – digitisation,
personalisation, and communication.
Twenty-eight percent of consumers
who reported satisfaction with one of
these experiences also indicated their
MIP strongly influences their behaviour.
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1.	State of play in
loyalty in APAC
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Is your loyalty card
being lost in a
crowded wallet?
We asked consumers to report on their loyalty
program participation. All types of programs
from basic programs such as coffee club cards
to larger, formalised programs such as frequent
flyer, credit card reward and major retailer
programs were in scope.

7.6

Our research found that the average number of
programs in a consumer’s “wallet” differs across
the region. Markets such as India and Indonesia
have over 10, whereas markets such as Japan
have a little over four. The reasoning behind this
lies in the maturity of the market.

Average number
of loyalty programs
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1 . S TAT E O F P L AY
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What’s the mix
of programs
people are
members of?
The majority of programs people
participate in are operated by Financial
Institutions, Retailers and Airlines.
Sixty-three percent of consumers
regionally are members of a Financial
Institution’s loyalty program.

of Retail programs; compared to 43
percent who are members of a Financial
Institution program.
Also, in Hong Kong, 73 percent of
consumers say they are a member of
an Airline program; compared to 66
percent who are members of a Financial
Institution program.
Interestingly, Millennials as a segment
participated in more loyalty programs on
average, compared to other generations.
For example, Australian Millennials have
7.9 loyalty programs in their wallet, and
Chinese Millennials have 9. This suggests

However, in Australia, 79 percent of
consumers say they are a member

an increasingly competitive environment
into the future.

Which of the following types of loyalty/rewards program are you a member of?
FINANCIAL
INSTITUTIONS

77%

75%

66%

65%

60%

58%

43%

63%

R E TA I L E R S

63%

63%

65%

55%

47%

56%

79%

61%

AIRLINES

45%

43%

73%

40%

30%

26%

50%

44%

R E S TA U R A N T S

45%

46%

40%

44%

42%

N/A

28%

41%

HOTELS

37%

35%

20%

29%

14%

14%

19%

24%

E N T E R TA I N M E N T

26%

28%

16%

20%

24%

10%

17%

20%

VEHICLE HIRE

12%

13%

3%

5%

5%

4%

4%

7%
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1 . S TAT E O F P L AY
I N LOYA LT Y I N A PAC

Program participation:
active or passive?
As the competition in a consumer’s wallet is high, there was a need to understand
what was driving a consumer’s Most Important Program (MIP).
While consumers can participate in multiple loyalty programs, participation levels
differ between programs.
Consumers may identify with multiple programs but most consumers participate
quite passively in some of their loyalty programs. These are programs that do little
to influence behaviour, cards that rarely leave the wallet, or programs in which
benefits are poorly understood and seldom earned.

Most
Important
Program

MIP

Every consumer has a Most Important Program (MIP).
It is the program that motivates and influences them to the
greatest extent and thus owns the greatest share of their
wallet. The one they are most highly engaged in and where
they seek to maximise the value obtained.
•2
 9 percent of Indian consumers believe their MIP is having
Lots of Influence on their Shopping Behaviour
• 26 percent of Indonesian consumers believe their MIP is
having Lots of Influence on their Payment Behaviour
•2
 2 percent of Australian consumers believe their Retailer
MIP is having Lots of Influence on their Shopping Behaviour

Insight
The program that is deemed
the ‘Most Important’ has the
strongest influence on a
member’s behaviour.
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Financial services programs are most successful at driving MIP status.
The primary objective of any loyalty
program should be to win greater share
of its members’ most important
relationships – loyalty experiences and
program objectives should be devised
with this goal in mind.

• Financial institutions are the clear front
runners for MIP status in China, Hong
Kong, India, Indonesia and South Korea

Across the region, programs offered by
financial institutions were most likely to
become a consumer’s most important,
representing nearly 50 percent of
consumers’ MIP relationships.

• Australia is the most retailer program
centric market: more than half of
consumers identify a retailer program
as their MIP

• In Japan both retail and financial
institutions have equal MIP status

Which of the following best describes your most important loyalty/rewards program?
FINANCIAL
INSTITUTION

62%

59%

51%

49%

44%

41%

25%

47%

R E TA I L E R

18%

22%

22%

19%

26%

41%

53%

29%

8%

5%

9%

8%

20%

12%

13%

11%

AIRLINE
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An important factor to realise is that while the participation rate of loyalty programs
for financial institutions, retailers and airlines were reported as high, their proportions
did not translate directly into MIP status. For example, as previously noted, 73 percent
of Hong Kong consumers reported membership in an airline loyalty program, yet only
20 percent say that an airline program is their Most Important. Also, in India, 63 percent
say they are members of a retailer program, yet only 18 percent cite it as their MIP.
Conversion Rates from membership to MIP status:
Financial Institutions: 75%

Retailers: 47%

Achieving Advocacy and Influence in a Changing Loyalty Landscape

Airlines: 24%
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What drives the
consumer to
pick their Most
Important Program?
We explored why consumers
decide upon their MIP across
the key seven markets, and
found that on average the top
reason members choose their
MIP is because the program
benefits are easy to earn. Easy
to earn benefits is only a clear
standout asthe primary driver
in Hong Kong.

In the other markets consumers
choose their primary programs
based on several factors, such as
the cost of membership, range
of benefits available and the
relevance of these benefits to
them. What was interesting is
that the research highlighted
that consumers are often willing
to accept a suboptimal return
if other elements of a program’s
experience exceed their
expectations, particularly around
the simplicity, transparency,
accessibility and relevance of
program delivery.

‘’It is so difficult when
you have to work out
the numbers. If I can tell
straight away how much
I will need to redeem, I am
much happier with that.’’
Research participant,
Hong Kong

Why is this your most important loyalty/rewards program?
Does not
cost me
anything
to be a
member
38%

Offers a
good range
of rewards/
benefits
34%

Has benefits
that are easy
to earn
42%

Has an easy
redemption
process
28%

Offers
rewards/
benefits that
are relevant
to me
33%

Does not
cost me
anything to
be a member
39%

Offers a
good range
of rewards/
benefits
36%

Has benefits
that are easy
to earn
30%

Offers
rewards/
benefits that
are most
relevant to me
36%

Offers good
value
28%

Offers
rewards/
benefits that
are relevant
to me
35%

Offers a
good range
of rewards/
benefits
28%

Offers a
good range
of rewards/
benefits
30%

Makes it easy
for me to
keep track
of my points
balance/
benefits I am
eligible for
36%

Is linked to
my credit
card
31%

Offers a
good range
of rewards/
benefits
28%

Has benefits
that are easy
to earn
29%

Has benefits
that are easy
to earn
27%

Has an easy
redemption
process
31%

Offers
rewards/
benefits that
are relevant
to me
28%

Has an easy
redemption
process
28%

Has benefits
that are easy
to earn
35%

Has benefits
that are easy
to earn
29%

Offers
rewards/
benefits that
are relevant
to me
28%

TOTAL
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What’s more popular,
points earned or discounts?
Across the region, a variety of rewards currencies are being used to incentivise
consumer behaviour, including points, miles, cashback, discounts, bonus products
and VIP experiences. Yet, interestingly, Mastercard’s research found popular
currencies in one market are less so in another, highlighting the importance of
a locally grounded approach.

What benefits are you able to earn as a member of your
Most Important Program?
DISCOUNTS

65%

53%

46%

45%

36%

35%

32%

45%

R E WA R D S P O I N T S
OTHER THAN
F R E Q U E N T F LY E R
POINTS/AIRLINE MILES

40%

57%

46%

39%

30%

43%

48%

43%

C A S H B AC K

43%

50%

28%

42%

26%

36%

32%

37%

B O N U S/
C O M P L I M E N TA R Y
PRODUCTS

42%

36%

47%

24%

24%

37%

17%

32%

F R E Q U E N T F LY E R
POINTS/AIRLINE MILES

25%

23%

25%

14%

12%

29%

33%

23%

V I P/S P E C I A L
T R E AT M E N T/
PRIVILEGES

24%

21%

29%

15%

13%

18%

11%

19%

TOTAL
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Australia remains a heavily points centric market where consumers are more willing to
accumulate points and wait for their reward to be obtained. This preference for points
remains despite consumer recognition of program devaluation over recent years.
In contrast, in markets like Indonesia the focus is much more on ‘’reward me now’’. This
demand for instant gratification and recognition of status explains the strong showing
of discounts (65 percent) and VIP privileges (24 percent) in Indonesia and in the other
developing markets included in the study, China and India.
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Redemption Mix:
Preferences vs Reality
Mastercard also examined the extent to which loyalty programs in each market
met consumer preferences for the types of benefits they are able to redeem from
their MIP. What we found was that the markets with programs that are closely
aligned with consumer ‘wants’ are reporting better engagement and satisfaction.
For example, many Indian consumers prefer cashback, and 62 percent of consumers
report being able to redeem for this. In South Korea, consumers are generally less
likely to be earning their preferred program benefit, providing an explanation for
weaker program metrics in that market.

% members who have their most preferred benefit
available to them today.
C A S H B AC K

62%

59%

51%

48%

48%

37%

37%

49%

DISCOUNTS

68%

53%

78%

61%

51%

48%

59%

61%

R E WA R D S P O I N T S
OTHER THAN
F R E Q U E N T F LY E R
POINTS/AIRLINE MILES

75%

54%

55%

68%

53%

63%

55%

63%

F R E Q U E N T F LY E R
POINTS/AIRLINE MILES

58%

46%

60%

79%

53%

61%

38%

58%

B O N U S/
C O M P L I M E N TA R Y
PRODUCTS

51%

31%

47%

32%

50%

38%

62%

47%

V I P/S P E C I A L
T R E AT M E N T/
PRIVILEGES

55%

31%

51%

34%

33%

39%

61%

47%

TOTAL
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Millennials report feeling disengaged with current points accumulation models
for higher ticket items – usually due to their lower spend levels. Millennials in both
developed and emerging markets state that they would like to use their points for
point of sale or online purchases.
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2. Maximising Program
Influence in APAC
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M O S T O F LOYA L
C U S TO M E R S

There are
mixed levels
of customer
advocacy across
the region

Using advocacy as a measure of
loyalty program value.
It’s often expected that consumers
will recommend their loyalty program
to a friend. They might be reluctant
to recommend their bank, their telco
or their utility provider, but, based
on the value on offer to them, their
loyalty program should enjoy an
advocacy halo. However, if consumers
are reluctant to recommend their
loyalty programs, and particularly the
program that they have made their
most important, it invites exploration
of why this is the case and what can
be done about it.

Key to understanding consumer
behaviour when it comes to loyalty
programs is to examine the extent to
which loyalty programs in Asia Pacific
are delivering value and creating
engaging experiences.
On paper, programs do deliver value.
Consumers view programs as a “twoway interaction” providing the ability
to earn a reward simply by displaying a
certain behaviour. But is the consumer
value equation really this simple?

Promoters

Passives

10

8

9

7

To understand the advocacy of
consumers towards their loyalty
programs, we measured the Net
Promoter Score (NPS1) for consumers’
Most Important Program (MIP).

Detractors

6

5

4

3

2

1

0

Net Promoter Score = % Promoters - % Detractors
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At a regional level, the NPS1 outcome is -5.

37
However, this masks a significant discrepancy between
the markets – ultimately, while loyalty programs in
emerging markets especially are generating very high
levels of advocacy, programs in others are failing to do so:

IND

19

NPS – MOST IMPORTANT PROGRAM

IDN

14
I

CH

-6
AUS

• India enjoys the best NPS result of all countries with
an NPS of +37.
• Programs in China and Indonesia, where more than
30 percent of consumers were highly likely to recommend
their Most Important Program, and less than 20
percent were unlikely to do so, enjoy very positive NPS
performance of +14 and +19 on average, respectively.
Conversely, of the developed markets included in
Mastercard’s research, programs in Korea and Japan
display the worst NPS performance. For both, only 12
percent of consumers stated they were highly likely to
recommend their Most Important Program, with 49
percent and 51 percent respectively saying they were
unlikely to do so. In Australia, the average NPS is -6
and in Hong Kong it is -26.

-26
HK

OR
HK

-38

ST

NPS
Net
Promoter
Score

-39

Regional
NPS Score

-5

JPN

Respondents were asked how likely they would be to recommend their Most
Important Program (MIP) using a scale of 0–10 where 0 = ‘’Not at all likely to
recommend’’ and 10 = ‘’Extremely likely to recommend’’. NPS is calculated by
subtracting the percentage of customers who are Detractors (0–6 out of 10)
from the percentage of customers who are Promoters (9–10 out of 10).

1
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Mature markets see a declining
NPS; emerging markets still strong.
So, what explains the wide
discrepancy in NPS performance
across the region? It is a
consequence of the maturity of
the markets in question. Loyalty
in the developing markets is a
newer concept to consumers.
Consumers are more likely to see
program value increasing, and
rewards are firmly associated
with the status to which many
consumers aspire.
In contrast, loyalty in the
developed markets is a wellestablished concept. Consumers
generally have high expectations

and a point of comparison for
current programs.
In mature markets such as
Australia, consumers report
seeing reduced value from
their loyalty programs, due to
increased regulation, which
impacts on program value.

“They keep moving the
goal posts. It’s not fair.
It’s a challenge to earn
enough points for a
reward but it’s getting
harder and harder
and further away.”
Research participant, Australia

In contrast, in India and
Indonesia, 67 percent and
75 percent of consumers
believed the value they obtained
from their MIP had increased
over the last two years.

Over the last two years, has the value members receive from their MIP changed?
100%
90%
80%
70%
60%

75%

67%

53%

41%

39%

36%

46%

49%

58%

13%

12%

7%

50%

30%

19%

10%
0%

47%

51%

40%

20%

30%

6%

25%
8%

42%

36%

10%

19%

11%

TOTAL
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STAYED THE SAME
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Is your program truly
influencing consumer behaviour?
Loyalty programs ultimately exist to
influence member behaviour in a way
that is favourable to the program
operator. Clearly, influence and advocacy
cannot be detached from one another.
A program that fails to influence cannot
hope to achieve strong advocacy
performance and vice versa.
Consumer behaviour is changing quite
significantly as the way in which
consumers pay, shop and travel evolves.
It is increasingly important that loyalty
programs continue to influence three
main behaviours:
Payment behaviour
Shopping behaviour
Travel behaviour

Our research found evidence
of programs underinfluencing
consumer behaviour:
• In Hong Kong, only 24 percent
of consumers said their MIP
is strongly influencing their
shopping, payment or travel
behaviour. In Japan, the
comparable score is 26 percent.
• As expected given other findings,
influence in Indonesia and India
is greater, but India is the only
market where more than half
of consumers reported that
their MIP strongly influences
their behaviour in any of the
three key areas.

% of members whose MIP is having strong influence on their behaviour
60%
50%

53%

40%

38%

30%

33%

20%

30%

33%
26%

26%

24%

10%
0%

TOTAL
IND
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AUS

CHN
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Delivering member
experiences that actually
matter to consumers
As previously noted, this study has highlighted mixed levels of advocacy and
programs in Asia Pacific potentially underinfluencing member behaviour.
Mastercard has identified key strategies to address these areas of
underperformance. Namely, Digitisation, Personalisation and Communication.

There are three critical ingredients for building a
healthy ongoing relationship:

Digitisation
Positive digital experiences for a member when they sign up,
check their points balance, receive offers, redeem, etc.

Personalisation
Positive personalised experiences for a member when
presented with ways to earn or redeem rewards and
ultimately engage with their program.

Communication
A program operator communicating with a member by their
preferred channel, at the right intervals, about personally
relevant topics.

Achieving Advocacy and Influence in a Changing Loyalty Landscape
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Loyalty programs offer members a succession of experiences from the
moment they join a program to the time they first earn points, first receive a
points statement, and redeem and beyond. Each of these experiences presents
as a moment of truth and can have very meaningful impact, positively or
negatively, on how a member perceives and engages with a program.

A good
onboarding
experience can
deliver value

65%
of consumers with a good onboarding
experience said the value they attain from their
MIP had increased over the last two years.

The onboarding process is critical for ongoing support and engagement.
The first critical experience is at the point of sign-up. Delivered effectively,
a sign-up experience can set the tone for a mutually beneficial relationship.
Delivered poorly, a sign-up experience can result in a disengaged member who
never fully understands or enjoys the benefits of a program. Mastercard’s
research found that the onboarding experience sets the tone for ongoing
program perception and engagement.
Among consumers who reported a poor onboarding experience, 40 percent
said the value they attain from their MIP has decreased over the last two
years; 40 percent also indicated that this program would no longer be their
MIP in two years’ time. A poor onboarding experience was typically defined as
one where program benefits were not properly explained or where the amount
of personal information required from the consumer was perceived as being
either too light or excessive.
In contrast, 65 percent of consumers who reported an excellent onboarding
experience said the value they attain from their MIP had increased over the last
two years, and more than half of these consumers said they were now more
loyal to the program operator as a result.

Achieving Advocacy and Influence in a Changing Loyalty Landscape
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1. Digitisation

Huge opportunity to increase
digitisation of loyalty programs
More than 60 percent of consumers in Asia Pacific
are now able to interact with their MIP online.
This implies 40 percent can’t interact with loyalty
programs online. Only 40 percent of consumers
can do so via a mobile app. These metrics vary
quite widely across the region:
• In Japan, 71 percent of consumers
have access to a website where they can track
benefits, claim rewards, check latest offers or
their points balance. However, only 29 percent
said they have access to a mobile app where
they can do the same.

40

%

of consumers don’t
interact with loyalty
programs online.

• In contrast, in Korea, 42 percent of consumers
said they have access to a website and 53
percent said they have access to a mobile app.

If a program was able to offer access via both
website and mobile app, the effect on program
satisfaction was marked.
Eighty percent of Indian members are highly
satisfied with programs that offer both a website
and mobile app, compared to 65 percent satisfied
when programs do not.
Only 17 percent of Australian members can manage
their program account on both website and mobile
app, and the average NPS of programs is -6.
Touchpoints to digitise:
• Sign up
• Welcome

• Points balance
• Offers

• Redemption

Achieving Advocacy and Influence in a Changing Loyalty Landscape
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Indian and Indonesian consumers are
most connected, reporting among
the highest levels of access to both
websites and mobile apps. When
asked to report their satisfaction
level with the use of technology in their
MIP, they were also the most likely to

report a high level of satisfaction
– 65 percent of Indian consumers
reported being highly satisfied with
the use of technology, as did 59
percent of Indonesian consumers.
At a regional level, this view was
shared by 39 percent of consumers.

Website vs. app for tracking benefits: significant differences
For your MIP loyalty program, do you have access to the following?
100%
90%
80%
70%

71%

70%

69%

67%

60%

63%

50%

62%

60%

59%
53%

53%

52%

40%

42%

41%

46%

30%
20%

29%
24%

10%
0%

TOTAL
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IND

IDN

AUS

HK
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Access to a website
Access to an app

Insight
Providing access to your program
via BOTH website and mobile
app has a significantly positive
effect on satisfaction.
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2. Personalisation

Consumers expect higher
levels of personalisation
To explore the prevailing level of program
personalisation in Asia Pacific, consumers
were asked how satisfied they are with
their ability to personalise their program
experience. Regionally, only 36 percent of
consumers reported being highly satisfied
with the level of personalisation.

be willing to share personal information
with their loyalty programs in order to
receive a more relevant experience or
benefits, 71 percent reported being willing
to do so. In India, Indonesia and China this
proportion exceeded 80 percent.
Consumers have an appetite for
programs that can customise rewards
based on their interests.

In China, India and Indonesia, more than
50 percent of consumers were highly
satisfied, but in Korea and Japan this fell
to 19 percent and 16 percent respectively.
Consumers often reported low levels of
satisfaction with their ability to personalise
their program experience, many displayed
a strong appetite for personalisation as a
concept. When asked whether they would

Insight

% members willing to share personal
information with loyalty/rewards programs

Only 36 percent of consumers
are highly satisfied with the
level of personalisation in
their MIP loyalty program.
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3. Communication

Improving relevant communication
with members to drive satisfaction
Consumers want more regular communication from their loyalty programs.
To understand the extent of communication with consumers, program operators
need to look at both the frequency and channels of communication to understand
consumers’ satisfaction.

Even countries with regular communications aren’t meeting consumer needs.
Australian consumers are the most regularly communicated with. Fifty percent
of Australian consumers reported being highly satisfied with the methods of
communication being used, however 48 percent said they typically go six months
or more without hearing from their program operator.

Regionally, approximately
40 percent of consumers
reported being highly
satisfied with the
methods and frequency of
communication used by
their program operator.

On average only 25 percent
of consumers reported
receiving email
communication from
their MIP operator at
least every six months.

Only 18 percent
reported receiving postal
communication.

Insight
Only 40 percent of consumers
reported being highly
satisfied with the methods
of communication.

Achieving Advocacy and Influence in a Changing Loyalty Landscape

23

2 . H OW TO M A K E T H E
M O S T O F LOYA L
C U S TO M E R S

In South Korea, where consumers appear to be communicated with the least, 78
percent of consumers said they typically go six months or more without receiving any
communication. Only 18 percent of South Korean consumers reported being highly
satisfied with the methods of communication used by their MIP, and only 19 percent
reported being highly satisfied with the frequency.

% of members who receive regular email or postal
communications from their MIP
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It’s important to understand the communication
preference of your consumers
In China, for example, there is a significantly higher
preference for in-app communication compared to other
markets – 47 percent of Chinese consumers said their
preferred communication channel was via an app versus
an average of 21 percent across the region.
Chinese consumers report attaining numerous benefits
via WeChat, including receiving promotional messages,
news on latest offers and updates on program benefits.
The research found that this proactive communication
encouraged Chinese consumers to spend more to attain
benefits and redeem in their programs.

% of members who prefer programs to communicate with
them via an app
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Programs delivering strong levels of digitisation,
personalisation and communication are most likely
to influence consumer behaviour.
Mastercard found that if consumers can be delivered better
experiences in two of the three areas of digitisation, personalisation
and communication, or better yet in all three, then the impact on
program influence is magnified threefold.

% that say their Most Important Program has ‘lots of influence’
over their shopping, payment, or travel behaviour
None of these
experiences

One of these
experiences

Two of these
experiences

All three
experiences

21%

28%

53%

70%

Achieving Advocacy and Influence in a Changing Loyalty Landscape

26

3 . CO N C LU S I O N

Conclusion:
How loyalty
programs can
future-proof
their success
There is an ongoing
appetite for loyalty in
Asia Pacific. There are
stark contrasts across the
region from developing
markets where large
populations, rising affluence
and untainted program
perceptions create
strongly favourable
conditions, to mature
markets where consumers
are seeing diminishing
values and perceptions
in loyalty programs.
The loyalty landscape is crowded.
Consumers have plentiful choice
about whether and how their loyalty
is rewarded, and are demanding and

expectant. Differentiation also continues
to be a challenge when programs have
typically utilised the same earn and burn
levers to control member value and have
created uniform member experiences.
Many programs are not operating at
optimal levels of advocacy or influence.
Loyalty programs should be generating
high levels of advocacy and should be
influencing behaviour – after all this is
at the very core of their existence.
There is an opportunity to drive the
ultimate customer experience for
consumers, by developing better digital
interactions, leveraging opportunities
to personalise platforms and offers to
individuals and developing the optimal
communication frequency and channel.
When a program is able to achieve these
factors, their ability to influence the
purchase, travel and payment behaviour
of their members will be optimised.
Ultimately creating ongoing member
value, and advocacy, which will indeed
future-proof the loyalty program.

i

For more information
on this study, please
contact your Mastercard
Representative.

Research conducted by RFi Group in conjunction with Mastercard.
Mastercard is a registered trademark and the circles design is a
trademark of Mastercard International Incorporated.
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