
October 11, 2016

Riding Loyalty's Wave: 
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LOYALTY CLIMATE HAS CHANGED
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Loyalty programs are still 

popular; memberships 

up 26% in 2014, BUT 

58% are inactive*

44% of consumers agree it 

would be easy to replace a 

program with a 

competitor’s program.**

*Colloquy Loyalty Census, 2015

** Bond Brand Loyalty 2015

Is it time for brands to 

reinvent their 
loyalty efforts? 

Are brands 
differentiating 

themselves enough to 

drive long-term 
engagement? 



THERE IS THE NEED AND DESIRE TO TAP INTO 
THE POWER OF OMNICHANNEL 

“Only 6% of global business leaders think they’re 
managing customer relationships in a truly 

sophisticated, ‘joined-up’ way.”*

*http://www.marketing-interactive.com/tapping-power-omnichannel/



LOYALTY PROGRAMS NEED MORE

Sears CEO: 

“Our loyalty program has 

fallen short”

"Getting people engaged 

and interested is super-important.

We've built the platform, (but) 

we've fallen short on  getting them 

engaged.  We want to serve 

our members deeper.

Sears Holdings Chairman and CEO, 
Edward Lampert
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CONSUMERS ARE READY FOR CHANGE

62% of all US consumers would consider joining a 
fee-based rewards program if their favorite 
retailer offered one, and 47% believe rewards in 
premium programs are better than those in free 
programs.
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54% of consumers would be somewhat to very 
likely to purchase an additional benefit 

96% of consumers surveyed would pay between 
$4.99 - $9.99 per month for access to an 
additional, expanded array of benefits.

LoyaltyOne, 2015

Inte Q  2016

Inte Q  2016 Paid-Tier Research



THE HEADLINES TELL THE STORY
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CHICAGO 
TRIBUNE 
5.6.16

DIGIDAY 
5.11.16

RETAIL 
DIVE 
5.10.16

CHICAG
O 
TRIBUNE 
2.25.16

FORTUNE
10.6.16



THE CONUNDRUM – SHOULD WE CHARGE 
FOR LOYALTY OR NOT?
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Paid-tier is not a new concept.



PAID-TIER LOYALTY
• What it is
• How it works
• What are the benefits/why it works



PAID-TIER LOYALTY PROGRAMS 
DRIVE MORE SALES
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Paid-tier programs are member-funded 

loyalty initiatives that:

• Drive traffic, repeat purchase behavior and 

introduce brand-building benefits to customers

• Generate a recurring high-margin revenue stream 

without inventory costs, capital investment or 

financial risk
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To enable more personalized relationships, there is no “one-size-fits-all” for 

member-funded loyalty initiatives. 

THREE APPROACHES TO PAID-TIER
LOYALTY PROGRAMS

BRAND 
GENERATED

CUSTOM

TURNKEY

• Customized benefits with some/all brand-provided benefits
• Extension of the brand, often referred to as VIP
• Segmentation, best-customer marketing and acquisition strategies drive 

the design

• Custom-designed based on member profiles and demographic
• For a monthly or annual fee, members receive a mix of third-party-

provided exclusive benefits, rebates, discounts or services
• Standalone-loyalty offering or on top of loyalty program

• Turnkey programs for every life stage and lifestyle 
• Sustainable benefits structure based on ease of use and convenience
• For a monthly fee, members receive exclusive benefits, discounts and 

services



BRAND EXAMPLES: 
Who is doing it well and why?



AMC STUBS PREMIERE

“…especially upbeat 
about AMC’s 
recent restructuring 
of its AMC Stubs into 
a $15 a year paid tier 
and free one. That 
could boost revenues 
by as much as 5%,
Aron says.”

8.1.16

Deadline.com
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FRANK + OAK’S ELEVATE PROGRAM 

• $20 one-time fee

• Faster orders

• 5% cash back in store credit 

2.5 million members spend 
about three times more 
than non members

• Program is meant to keep customers 
coming back 

• Company doesn’t refer to it
internally as a loyalty program

“We wanted to create a way of validating loyalty, 
but the Elevate program isn’t as much of a way to 
drive loyalty as it is a way for people to more 
easily shop.” Eric Alper, CMO, Frank +Oak
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• Piper Jaffrey estimates 
nearly half of all US 
households subscribe*

• Prime members spend an 
average of $1,500 per 
year compared with $625 
per year spent by 
Amazon customers who 
aren’t Prime members**

*Retail Dive, 5.10.16
**2015 Consumer Intelligence Report Partners

PAID TIER – AMAZON PRIME
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PAID TIER – RESTORATION HARDWARE

• Eliminating promotions for 
loyalty 

• $100 annual fee

• 25% OFF all the time

• Early access to clearance events,
7-day advance notice on all 
clearance events

• Complimentary interior design 
services – one-on-one consults

• Concierge service to manage 
orders

• Eligibility for preferred financing 
plans

“The new membership program will 

improve customers' experience and make 

the company's brand more valuable 

while cutting costs.” Chicago Tribune, 2.25.16
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PAID TIER – GAMESTOP
• GameStop's PowerUp

Rewards program has 40 
million members

• Fifty percent of transactions 
have a PowerUp Rewards card 
attached to them.

• Paid membership tier costs 
$14.99 per year and offers 
customers exclusive access to 
merchandise, special deals, 
discounts, bonus points, and 
Game Informer magazine. 

"It makes you feel like 
you're a part of this 
exclusive club," said Mr. 
Wurmser at eMarketer.

Ad Age, 6.`17.15
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PAID-TIER CASE STUDY – HILTON
Objective: 

Enhance customer loyalty and enrich the customer 
experience through a distinctive set of new benefits 
in a customized, member-funded loyalty program

Solution: 

• Offer a robust set of “member only” exceptional,  
relevant, value-added perks – discounts, features 
focused on travel, dining, shopping, entertainment 
and protection

• Customers receive significant savings through 
client-contributed benefits to create a richer offer 
and to  strengthen the affinity to the brand 

• Affordable consumer price point for a broad-base 
demographic

Results: 

• Exceeded enrollment and financial goals in first 12 
months

• Almost tripled enrollments by end of 2015 and nearly 
tripled incremental revenue from year one to end of 2015
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A WIN-WIN-WIN FORMULA

ENHANCED 
BRAND/PROGRA

M-BUILDING 
BENEFITS

ENGAGEMENT & 
PROFITABILITY 

FROM 
MEMBER 

BASE

HIGH-MARGIN
RECURRING 

REVENUE STREAM

A differentiated 
value proposition 
and competitive 
advantage



20

WHO IS INTE Q
We are a leader in loyalty, CRM and paid-tier 

programs that enhance customer relationships, 

strengthen brand affinity and drive incremental 

customer engagement.
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We work with some of the largest brands in the world. With significant 

experience in retail, banking and technology, we help our clients grow and create 

more meaningful relationships with their customers. 

FORTUNE 500 CLIENTS

http://www.fisglobal.com/
http://www.fisglobal.com/


Q&A



Thank you. 
Bill Stewart

bstewart@inteqinsights.com

203.940.1500

inteqinsights.com
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