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THERE ARE TWO SIDES TO EVERY STORY

Each of your customers is really two customers sharing one body: one customer motivated by transactional drivers
such as price and convenience; the other one motivated by emotional drivers such as status and experience.
Earning customer loyalty requires sophisticated combinations of reward and recognition, driven by deep customer
insight, and designed to appeal to both sides of your customers’ brains. Aimia can help you marry our data science
capabilities with your brand promise to build real relationships with your best customers. Let us help you tell both
sides of your story.

CREATE DEEPER RELATIONSHIPS WITH YOUR
CUSTOMERS BY CONNECTING BOTH SIDES

DATA
SCIENCE

YOUR
BUSINESS

© 2014 Aimia Inc. All Rights Reserved.

RATIONAL
“I want to
be rewarded.”

BRAND
PROMISE

AND

EMOTIONAL
“I want to feel
recognized.”

YOUR
CUSTOMER
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SUMMARY

In May 2013, Aimia Inc. commissioned research firm
IMRB to conduct a study of consumer behaviour in
urban India. This primary research aimed to enhance
our understanding of current issues and trends
affecting customer loyalty. Given the nature of our
business we wanted to find out more about consumer
relationships with brands, the extent to which
consumers are aware of customer loyalty programs,
the level and nature of their participation in them, the
channels customers use to access brands, and their
rewards preferences. Fieldwork involved online and
face-to-face interviews in several cities.
We conducted two types of quantitative research
as a foundation for this report, supported by desk
research, to help us paint a picture of the general
consumer landscape and more specifically, the nature
and role of loyalty among young consumers in urban
India. The study has allowed us to reflect on customer
preferences versus true loyalty, and helped us to
develop a better understanding of the maturity and
consumer perception of loyalty across the region. Given
our extensive body of recent similar research in other
markets (the Aimia Millennial research series), we have
also compared and contrasted some of our findings
with insights from this study in India. The influence of
technology and the regional trends in attitudes towards
the use of personal information are other areas that
came under our microscope.
Our top level insights include the following:
> Some truths are universal. Loyalty behaviours are
the same in India as they are in other markets we
have studied.

> Now not never. The young Indian consumer is
smart, connected, aspirational and impatient. Unlike
their parents they are not prepared to wait a lifetime
for material satisfaction.
> Tech savvy but cautious. Despite infrastructure
challenges, levels of personal technology adoption
and social network interaction are rising rapidly.
The smartphone is everywhere and is increasingly
shaping society and lifestyle choices, although
Indian consumers are slower to shop online or
share personal data.
> There’s a gap to fill. There is a significant gap between
awareness of and participation in loyalty programs.
While in urban India, the appetite to interact with
brands and demonstrate loyalty exists, few local or
global players have cracked the market successfully.
> Potential exists in partnership. Per capita spend
is still generally low and distributed across a wide
variety of goods and services in both traditional and
modern retail. An attractive route forward for brands
and businesses looking to appeal to young Indian
consumers over the long term, is to build partnerships
or alliances with other similar but non competing
businesses, that will enable this fragmented spend
to be ‘pooled’ for greater value.
In lifting a lid on young consumer behaviour in one
of the most exciting, varied and diverse regions of
the world, we trust this report will offer you fresh
insights and open new conversations in relation to
how customer loyalty can better shape your business
in India.

Table of Contents
2
4
6
8
10
12

Introduction
Urban Shopping: Modern Meets Traditional
Mobile, Vocal and Aspirational Young
From Like to Love
Smart, Connected, Cautious, Private
Bridging the Expectation Gap

14
16
18
19
21

Comparing our Indian Consumer
You Need to Be in It to Win It
Survey Questions
Methodology
About the Author
© 2014 Aimia Inc. All Rights Reserved.

2 / India Millennial Loyalty Survey

INTRODUCTION

India is the world’s largest
democracy, bursting with youthful
energy. Of its 1.3 billion population,
63 percent are under 30 years
of age. According to the CRISIL
Centre for Economic Research,
the youth are here to stay and
in contrast to the rapidly aging
populations of Western countries,
will provide the largest contribution
to the global workforce over the
coming decades. This workforce is
skilled, well-educated and coming
online fast. According to McKinsey,
at 120m, India has the world’s third
largest internet user base, which is
forecast to triple by 2016 according
to Boston Consulting Group (BCG).
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more or less consciously engaged
These developments make India,
in a brand’s loyalty program?
and especially its major cities,
What levels of awareness and
increasingly attractive to all types of
participation in loyalty programs
commercial enterprise, not least to
currently exist in the market?
the many global super brands, both
What are the consumer’s reward
domestic and foreign, that seek to
preferences in India and how do
expand their footprint. They also
these differ from other markets?
mean that the race to attract and
engage the influential and affluent
> Technology: How do Millennials
young customer of today — the
engage with technology and how
primary buyer of tomorrow — is
does this impact how brands and
about to heat up. Brands that find
businesses should communicate
favour with Millennials — those in the
with them? Does their adoption
20 to 30 age bracket — will prosper,
of technology impact their
while others will fall behind. As is
expectations of a brand’s loyalty
the case in other markets we have
proposition, such as the speed
looked at, understanding the drivers
to earn a reward?
of customer loyalty and placing
these in a cultural context, will help
commercial enterprises fine-tune their > Privacy: How does the Indian
consumer feel about sharing their
products, processes and programs
personal data? How important is
to win young hearts and minds.
privacy and data security across
the market? What reassurance or
No one wins a race without good
value does the consumer need
preparation. Basing our research
or expect before sharing their
on similar studies we have carried
personal information?
out around the world, we wanted
to better understand what actually
makes young Indian consumers tick. In this report we aim to create a
better understanding of modern
What are their unique or distinctive
India’s socio-economic environment,
motivations and behaviours?
needs, aspirations and attitudes —
What does a business need to
what are the similarities and what
know in order to develop the most
are the differences when compared
appropriate and successful loyalty
to other parts of the global
proposition for their customers?
community. We hope that these
insights will help businesses and
Some of the specific questions we
brands develop deeper and more
set out to answer were:
meaningful relationships with the
Indian consumer, now and in
> Loyalty programs: What are the
the future.
different motivations for being
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“Emotions are
as powerful a driver
of consumer behaviour
as rationality and
calculation.”
— Rama Bijapurkar
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URBAN SHOPPING:
MODERN MEETS TRADITIONAL
The retail landscape in urban India
has a marked traditional/modern
trade distinction. For the vast
majority of Indians the vegetable
cart or small grocer at the end
of the road — the Kirana — still
commands a virtual monopoly on
their grocery spend. The owner of
the kirana might be regarded as
a loyalty management specialist.
He knows his customers by name
and their individual consumption
preferences, he provides added
value such as credit to best
customers, and free delivery a
few minutes after a phone order.
Furthermore, he knows that trust
is key to his survival and never
misuses his customer’s personal
details. This traditional approach
to customer relationships has
endured, despite pressures to
automate and modernize.

For the urban Indian that is
increasingly visiting modern
retail, the picture has changed
dramatically since the market
opened up in 1991. In contrast to
the experience of their parents,
gone are the days of frugal lifestyles
and unbranded products. Young
consumers live for today, there is no
time to wait, they are comfortable
buying on credit, and loans have
helped them to buy their house and
their car. From a relatively young
age they have their sights set on
the big purchases in life and their
aspirations are fuelling a virtuous
cycle of demand and supply. A wave
of consumerism is sweeping across
urban India, moving from the large
metros to the smaller urban centres,
and increasingly gravitating toward
modern retail.
Here are some of the key consumer
behaviour changes resulting from
this retail evolution:
> Busy with browsing. According
to a McKinsey 2012 report
consumer browsing behaviour
is high for big‑ticket items such
as automobile, computers and
appliances and comparable with
the US, Germany and Japan.
And in the year 2011, Google
witnessed a doubling in the
growth of shopping queries
from mobile phones in India.

consumer spending in India, that’s
as much as five times the size of
the e-commerce market alone.
BCG reported in 2013 that this
digital impact is expected to
grow fivefold by 2016.
So, how should brands and
commercial organizations be
adapting to India’s rapidly
evolving and increasingly
digitally-centric consumers?
> App development. According to
BCG, businesses who invest in apps
and mobile optimized websites to
drive consumers in store, benefit
from purchases in categories that
do not currently lend themselves
well to e-commerce.
> Create brand communities.
Aspirational brands who connect
like minded individuals through
communities, or offer access
through lower price merchandise,
create a halo effect through
positive buzz. Tata Tea’s ‘Jaago Re’
social marketing campaigns are
a good example of how a brand
can build communities to generate
engagement and drive loyalty.

> Connect online and offline.
Brick and mortar businesses should
use online and e-commerce to
increase their market reach, as well
as protect their businesses against
‘showrooming’ — when a consumer
visits their store to experience or
> Cautious to commit. Online
test a product and then purchases
product retail makes up less
cheaper at an online competitor.
than one percent of India’s retail
Croma (Infiniti Retail) is a good
market, according to Euromonitor,
example of a company that is
but is expected to reach up to
working hard to ensure that its
eight percent by 2020. Forrester
various customer touch points are
believes India is still at least eight
optimized to guard against such
years behind China in terms of
leakage and has online and bricks
e-commerce adoption because
and mortar experiences which
of supply side issues. This low
complement each other.
penetration is exacerbated by low
payment card penetration, lack of
trust in fraud protections, and the As urban India’s shopping
landscape marches forward and
consumer’s habit of needing to
modernizes, it is up to brands to
‘touch and feel’ a product before
not just innovate technologically,
buying it.
but to borrow from the treasure
trove of traditional Indian customer
> But influence is clear. A healthy
relationship management practices.
40 percent (35 million) of India’s
Loyalty principles perfected over
urban internet users report that
generations, and at the heart of
their online activities influence
what they buy, whether via online authentic relationships, should not
be lost in the noise of an increasingly
or offline. Digitally influenced
digital future.
purchases represent $30bn of

© 2014 Aimia Inc. All Rights Reserved.
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45%
of online consumers
access the internet
only through their
mobile devices

85%
of smartphone and social
network users are below
the age of 35

60%
of urban internet users surf
the net for entertainment,
networking, business,
education and
shopping

Source: McKinsey & Co. Online and Upcoming:
The Internet’s Impact on India, 2012
© 2014 Aimia Inc. All Rights Reserved.
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MOBILE, VOCAL AND ASPIRATIONAL YOUNG

With a young, informed, vocal
and aspirational population,
India is an attractive marketplace
for businesses seeking growth.
There is a burgeoning urban
middle class, a large, skilled and
educated workforce, and Indians
have overwhelmingly embraced
consumerism. In recent years, there
has been a surge in mobile and
internet adoption. In spite
of low broadband penetration,
60–70 percent of India’s population
has mobile handsets and 60 percent
of urban internet users surf the
net for entertainment, networking,
business, education and shopping.

© 2014 Aimia Inc. All Rights Reserved.

Urban consumers are working
harder than ever to enable them
to enhance their lifestyles. There
is no shortage of people carrying
shopping bags in malls and retail
centres, wearing branded clothing,
socializing heavily, and surfing
their smartphones for meaningful
products and experiences.
Key features of this changing
consumer landscape include:

45 percent of online consumers
accessing the internet only through
their mobile devices. McKinsey
predicts that by 2015, this number
will grow to 55 percent. The
message for consumer businesses
is clear: to have any chance of
capturing the attention of the
impatient, young Indian, your
marketing must be omni-channel
and especially mobile.

> More vocal. With the rise and rise
of mobile phones in India, digital
technology has had a significant
impact on the youth culture.
India’s youth behave differently
from previous generations in a
variety of ways. These youngsters
are far better connected, and
while still heavily engaged in their
family network, less reliant than
they might have been. Social
media networks have opened
new doors and the younger
generation are embracing
their new connections, testing
boundaries and being more active
as consumers and critics. This
> Social mobility creates new
behaviour has been recognized in
expectations. The great Indian
the political world as well as the
diaspora continues to expand its
business world, with some leading
footprint around the world. While
politicians creating multi-lingual
Indian nationals are living abroad,
social media swat teams to help
they are exposed to sophisticated
them win the hearts and minds of
brands and customer relationships.
young Indian voters in the run up
On returning, their expectations
to general elections in 2014.
of brands in India are higher than
ever before. For many businesses,
India’s vibrant youth culture has
understanding how best to
some implications for tomorrow’s
leverage their global brand while
making it locally relevant, requires customer loyalty strategy. For
example, brands may need to take
further investigation.
radically different approaches
according to the age of their
> Mobile is mandatory. Advances in
customers. This younger audience
internet and mobile technology
will expect communication that
have shaped a vastly new
is shorter, faster, more mobile
generation in India — one that
increasingly organizes its life online, centric and more bi-directional.
and has consequently leapfrogged And companies will need to ask
numerous infrastructure and social themselves if they are brave
enough to give this young
constraints. Where Indians were
consumer his or her voice on
previously unaware of events
channels they control, or simply
in the next city, they are now
globally aware and informed with
leave them to do it elsewhere.
> Aspirational and self-indulgent.
Across all product categories,
Indian consumers are more brand
aware at a younger age than ever
before (Economist 2011). As a
result of the post‑liberalization
period in 1991, this younger
generation is now more
independent and self-indulgent.
By 2020, it is forecast that this
group will contribute to nearly
75 percent of all spend. However,
this group still has issues with
affordability at this stage of
their lives.
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40%
of India’s urban internet
users report that their
online activities influence
what they buy, whether
online or offline
Source: BCG

up to 8%
of India’s retail market
expected to be online
by 2020
Source: Euromonitor

“In India, Kirana and
traditional retailing still
continues to be the single
largest outlet for sale of
fast moving consumer
goods (FMCG)”
Source: PwC

© 2014 Aimia Inc. All Rights Reserved.
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FROM LIKE TO LOVE

Our global work over many years
has taught us there is a basic
difference between the affinity
(like) a consumer might have with
a brand or organization, and true
customer loyalty (love) built on a
deeper, more involved relationship
between consumer and the brand
or business that he or she is
buying from. Affinity is fuelled by
fundamental product and service
drivers, while loyal relationships are
powered by reciprocal added value.
Our study in India provided us
with another opportunity to check
that our theory remains robust
regardless of geography. We are
pleased to report that it does.
We contend that the foundations
of customer loyalty are created
by the same core drivers
first articulated by legendary
McDonald’s CEO Ray Kroc:
> Quality: the quality of your
products and services in contrast
to the quality of your competition.
> Service: the responsiveness
and training of your front-line
employees, and the ease of use
of your virtual tools.
> Cleanliness: the experience
customers undergo while doing
business in your physical or virtual
locations. More broadly labelled
as “Environment.”

> Value: the prices of your products
and services, which must be in line
with your competitors’ prices, and
in line with your delivery of the
other three drivers.
These drivers however, are just
the foundation. True customer
loyalty is a by-product of stronger
relationships which involve the
irrational side of product or services
attributes. These relationships are
defined by the reciprocal added
value exchanged between brands
and their customers.
You create newly loyal customers
by delivering on Ray Kroc’s loyalty
drivers, and you keep customers
loyal by building relationships
with them based on these three
building blocks:
> Value: For a brand to sustain a
relationship with a loyal customer,
the value of that relationship must
increase over time for both.
> Trust: Relationship value increases
as the level of trust increases
between loyal customers and the
brand. Trust increases when you
deliver on your brand promise,
use customer data responsibly,
and deliver relevance through
marketing insight.
> Information: The value of the
relationship also increases as the
amount of information flowing
between the brand and its loyal
customers increases. Information
becomes the data that fuels value
and trust, creating a positive
feedback loop.
So what did we discover in India?
> Loyalty behaviours are consistent.
Classical loyalty behaviours such
as forgiveness and feedback,
attentiveness and action,
recommendation and repurchasing
are just the same here as they are
anywhere else in the world.
> Word of mouth is highly
influential. It’s worth noting that
in Indian society, with its emphasis
on larger family units and status
within the community, word of
mouth drives decisions. A study by

© 2014 Aimia Inc. All Rights Reserved.

Synovate in 2010 reported that
when it comes to seeking advice
about goods and services, word
of mouth is held in the highest
regard. Seventy-eight percent of
Indians rely on friends and family
in this area.
> Advocacy is not given lightly.
A notable characteristic of the
Indian shopping landscape is that
recommendations are not given
lightly, for fear of what a friend
or relative’s bad experience with
the product or service would do
to one’s own reputation. It could
be argued therefore, that the
earning of advocacy, the ultimate
measure of loyalty, is harder for
brands and businesses in India
than it might be in other parts of
the world.
> Reputation at stake. The
proliferation of brands available
to young Indians will also play
into the concept of advocacy
in ways that are not easy to
predict. On the one hand, there
may be a natural disinclination
to recommend because of the
personal reputational concerns
outlined above. On the other
hand, there is the kudos that
might be earned from being the
one that introduces an exciting
new brand to the family unit.
In summary, the consistent loyalty
behaviours we have seen in other
countries we have researched are
evident in India. The importance of
word of mouth recommendation,
loaded with personal credibility
and social standing, cannot be
underestimated. But, there is
another interesting dimension to
this landscape. While advocacy
is clearly hard earned, challenger
brands have a window of
opportunity. It seems there are
plenty of young, aspirational Indians
ready to gamble their reputation
on credible, new alternatives.
We expect this young, consumer
boldness, combined with the
excitement and freshness created
by challenger brands entering India,
to form the basis of a reciprocal
value exchange — a platform for a
new type of loyal relationship. These
are indeed exciting times.
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FROM LIKE TO LOVE
The success of a long term loyalty marketing strategy can be tracked through your customers’ emotional
engagement, where their commitment and advocacy will be reflected in a more profitable relationship for
your business.

THE BASICS
“The goodwill of a company can
earn loyalty and to earn (it) you need
to work on good customer service,
good quality products and honesty.”
— Male, 33, Single, Delhi

MUTUAL TRUST

COMMITMENT

“I won’t be happy if
someone misuses my
personal information. But if it
is well used for a good purpose
then I would be happy.”

“They must take time
to truly listen to what
their customers say.”

— Female, 21,
Single, Pune

— Male, 28, Married,
Ahmedabad

RECIPROCITY
“Referring family members
or relatives (to a) company
has to give some rewards.”
— Male, 30, Married,
Hyderabad

Loyalty Maturity

Recommend Brands

As our research results show, while 2 out of every 3 Millennial
participants are responsible for recommending the brand
to purchase, the older generation remain the ones in charge
of payment. To engender customer loyalty, it’s therefore
important to recognize and engage both the influential,
as well as the financially responsible family members.

Q. What role do you play in brands purchased by you and
your family?

Advocate

Millennials
72%

69%

Non-Millennials

64% 67%

Committed

51%

Appreciated
Relationship
Marketing

Interested
Acknowledged
Reward and
Recognition

Unknown

51%

Increasing Customer Loyalty
and Return Per Consumer ( )

Valued

41%
32%

Promotional
Strategy
Scheme maturity

Research price
and features

Actively
influence
purchase

Recommend
brand to
purchase

Pay for
purchase

© 2014 Aimia Inc. All Rights Reserved.

10 / India Millennial Loyalty Survey

SMART, CONNECTED, CAUTIOUS, PRIVATE

This is what we discovered:
Our proprietary research probed
the nature of our young, urban,
> Self-investment. Indian urban
Indian consumer; his and her
consumers, much like we
attitude to life and their relationship
expected, place a great emphasis
with technology; insights from both
on educating themselves. As in
of which are vital to the way in
other emerging markets, this is
which businesses operate in India.
a key enabler for their upward
Armed with these insights, brands
mobility in a new and burgeoning
and businesses will give themselves
middle class.
a head start when it comes to their
ability to develop deeper, more
> Born better connected. Most
meaningful relationships with
young, urban Indians have
smart, connected, but cautious
been born digital natives —
and private young Indians.
60 percent of our Millennials own a
smartphone. And more Millennials
— 22 percent — had their first
experience of the web via their
mobile or tablet in the last year
than via a desktop — 18 percent.

specifically, these lifestyle choices
are dominated by entertainment
such as playing music or games,
and social networking.

> Security concern. We discovered
that Indian Millennials care a lot
about their data security, clearly
indicating to brands that they will
share their data for marketing
only if data privacy and trust
are maintained. Reassurance on
security is the most heavily cited
need among consumers before
they would consider offering up
personal information — 18 percent
of Millennials and 20 percent of
Non-Millennials indicated it was
their primary need — however
24 percent of Millennials indicated
they would not share under
any circumstances.
> Mobile natives. Sixty‑three percent
say they use their mobile phones
To capture Indian consumer loyalty
for social networking, 53 percent
in the future, marketers will need
say they download apps, but few
to be mobile for sure, but they will
conduct commerce on mobiles.
Of the apps users, less than a third also need to be nimble, timely and
targeted; Indian consumers do not
use commerce based apps or pay
indulge in a lot of wasted activity.
via mobile. Twenty‑four percent
Indeed some would argue that the
get apps of brands they like.
hyper short attention span among
the young is fast becoming a social
> Responsive but cautious. Our
issue. A study by American Express
study showed that a healthy
in 2012 found that 64 percent of
50 percent of Millennials say
Indians lose their temper with a
they respond to email offers,
customer service executive, far
and provide personal info to
higher in comparison to an average
register on web sites. Forty‑eight
of 48 percent in other markets. And
percent say they are very likely
they won’t be making it any easier
or somewhat likely to respond
for marketers either by giving up
to marketing offers in the future.
personal information lightly. Trust,
And while 54 percent of our
the key to the deeper relationship
respondents reported that
shopping and 46 percent reported and the basis for true loyalty, will
be hard earned.
banking as their main reasons to
access the internet, less than half
Building deeper, more profitable
of our consumers currently pay
customer relationships will also not
for or buy anything online.
simply depend on direct contact
through smart technology, it will
> Everyday habit. We found that a
also rely on influencing social and
whole host of activities beyond
family networks. Increasingly the
shopping, fuel a daily diet of
prospects of brands in India may
online access for young Indians.
Managing emails (97 percent) and be shaped more by what others
say and do, than by what they
social networking (76 percent)
say and do themselves. With the
are the dominant behaviours,
addition of social endorsement
but we see digital technology
impacting daily lifestyle decisions to family approval, solving the
word of mouth equation is no
as well, with over 30 percent of
less important for these brands
young Indians also going online
in India today, though possibly
to check the cricket scores!
more challenging.
Looking at mobile web access

© 2014 Aimia Inc. All Rights Reserved.
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SMART, CONNECTED, CAUTIOUS, PRIVATE
Urban, Indian millennials distinguish themselves as highly educated individuals, leveraging new technology
platforms to their advantage, both to communicate with their friends and family but also to better inform
and reassure themselves prior to making a purchase. Indian consumers are cautious about sharing personal
information unless reassured by data security or associated personal benefits.
Q. For which of the following activities do you currently use your mobile device?

63%

63%
52%

52%
arch and
Search63%
and
Search 63%
and
Search and
ormation
information
information
arch and
Search and
Search
and
information
ormation
information
information

63%
52%
52%
52%
63%
52%
52%

63%

60%

60%
50%

60%
50%
60%
50%

60%

50%

53%

39%

60% Social
60%
50%
Social
Social
Social
networking
networking
Social networking
Social
Social
networking
networking
networking
networking

50%
50%

60%

Email
Email
Email

60%

60%
Email
Email

$$$

59%
59%
48%
Entertainment
59%
59%
48%
rtainment
Entertainment
Entertainment

59%

59%
48%
59%
48%

48%

48%
53%
53%
39%
Download
48% DownloadDownload
53%
53%
39%
apps Download

53%
39%
53%
39%

$$$

39%
39%

$$$

21%

60%
51%

51%

60%
51%
Email
Email
16%

$$$

21%
16%
21%
Shopping,
21%
16%
21%
tickets, bills
Shopping,
Shopping,Shopping,
REWARDS

REWARDS
$$$

REWARDS
$$$

REWARDS

REWARDS

REWARDS
$$$

REWARDS

apps Download
apps Download
apps
tickets,
bills
tickets,
bills
tickets,
bills
Download
Shopping,
Shopping,
Shopping,
apps
apps
apps
tickets, bills
tickets, bills
tickets, bills
Q. Please tell us how strongly you agree with the following statements; related to personal information privacy:

rtainment
Entertainment
Entertainment

It is important for me to… (strongly agree/agree)
Know what data you’re collecting

Be able to create a portable “privacy profile”

72%

70%

76%

77%

Opt in to online tracking

Be rewarded for sharing personal data

64%

59%

69%

63%

Opt in to location tracking

43%
42%
Q: What value would you need in order to share personal information with marketers?
(% selecting their top value)

24 22

18 20
15 15

15 14

15 12

14 15
8 10
4 5

Security

Rewards

Service

Products

Price/Value

Ethics

Communication

Millennials

60%
51%
60%
51%

Not interested

Non-Millennials

© 2014 Aimia Inc. All Rights Reserved.

21%
16%
21%
16%
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BRIDGING THE EXPECTATION GAP

One of the most significant findings
in our study was the existence of
a large gap between awareness
of loyalty programs and the
level of participation in them.
Seventy percent of our Millennials
and 74 percent of Non-Millennials
have heard about loyalty programs,
but only 54 percent and 56 percent
respectively are actually members
of any program. While some of
this gap can be attributed to the
socio-economic context within
India — being aware of hotel
loyalty programs but not having
the opportunity to stay at a hotel
for example, or not owning a credit
card due to still being financially
dependent upon parents — there
remains a more fundamental issue.
Young Indians are not dancing to
the existing loyalty beat because,
at the moment, it simply doesn’t
excite them.
Leveraging our understanding
of the marketplace and our
primary research results, we have
identified four core reasons for this
discrepancy between awareness
and customer participation:
> Tangible value. Seventy‑two
percent of our ‘in a hurry’

Millennials believe that they
should be able to earn rewards
in less than three months. This
is a long way from the current
reality. Aimia’s qualitative research
in India tells us that in apparel,
retail and airline programs it
often takes more than a year for
the average active member to
earn enough points to make a
reward claim. In hotel programs,
50 percent of participants claim
they never convert their points.
And respondents claim that after
a year and a half of belonging to
a fuel program, they only have
enough points for a free cup of
coffee — not quite what they
expect in exchange for their
loyalty. Businesses who want to
attract and retain their customers,
need to build a more balanced
value exchange.
> Keeping in contact. The lagging
internet infrastructure makes it
challenging for Indians to access
loyalty programs enough — for
registration or account checking
purposes — to see adequate value
from them. The infrastructure
barrier is one that policy makers
will need to help address. In
March 2013, Google Chairman
Eric Schmidt, interviewed on
CNBC‑TV18 said “India is well
behind in the web services
model that the rest of the world
is adopting. It is crucial for India
to invest and enable fast fibre
internet connectivity within the
country, between the country and
the other countries.” However, all
is by no means lost — accessible,
well trained customer service
teams will help Indian businesses
close this gap.
> Meaningful rewards. Loyalty
programs need to better answer
the “What’s in it for me?”
question. Thirty-five percent of
our Millennials and 40 percent of
our Non-Millennials reported that
relevant rewards would encourage
them to join a loyalty program.
34 percent of our Millennials
reported that exciting rewards
such as trips would make them
more likely to enroll. And though
Indians expressed their preference
to redeem for gift cards (choice),
discounts/cash-back (value), and
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talk-time and electronics (mobile
centric), the younger generation
are also increasingly interested in
lifestyle rewards.
> Multiple opportunities to earn.
In our experience, a robust loyalty
program proposition includes
the ability to earn across multiple
purchase points with multiple
types of payment. Many programs
in India are currently restrictive
in these areas. Not everyone can
or wants to have a credit card.
Thirty‑four percent of Millennials
and 31 percent of Non-Millennials
would be inclined to join a program
where rewards are earned
regardless of type of payment.
> Working together. One way of
closing the gap, is through the
introduction of coalitions and
partnerships — where multiple
complementary businesses
work together so the sum of the
parts offer greater benefits than
individual businesses can deliver in
isolation. We probed this concept
with our urban Indian consumer
and the results were interesting.
Forty-two percent of Millennials
and 49 percent of non-Millennials
ranked a single common currency
across multiple partners ahead
of special offers and services,
and 43 percent and 45 percent
respectively are interested in joining
coalition reward programs. This
begs an interesting question for
brands and businesses in India. Do
we need to answer today’s loyalty
challenge alone, or would we be
able to build a better proposition
for our customers tomorrow by
working in partnership with others?
Our study indicates that many
more Indians intend to participate
in programs across all sectors in the
future. The rate at which these ‘passive
participants’ become more ‘actively
engaged’ will depend on how brands
and businesses tackle the barriers
identified above. We recommend
businesses connect with customer’s
needs, capitalize on their smartphone,
deliver an attractive proposition that
enables relevant rewards to be earned
in a timely fashion, and partner with
others to ensure attainability and
choice. How to go about this is
usually the challenging question.
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BRIDGING THE EXPECTATION GAP
Non-Millennials in India have better awareness and participation in loyalty programs, motivated to a greater
extent by financial benefits than the younger generation. Millennials in comparison, are much more motivated
by exciting, lifestyle driven rewards with higher expectations on how frequently and speedily they can earn
these rewards.
Q. Are you aware of the existence of loyalty or reward
programs in India?

Q. Are you currently participating in any loyalty or
rewards program?

Millennials

Non-Millennials

Millennials

Non-Millennials

70%

74%

54%

56%

Q. Top reasons to join a loyalty or reward program:
Brand or company I like:

Rewards can be quickly earned:

49%
50%
Points earning irrespective of
mode of payment:

Rewards are relevant to me:

Exciting rewards such as trips:

Free to join:

30%
34%

34%
29%

34%
31%
Easy to join and easy to participate:

35%
40%

45%
53%

Connected to a social cause:

30%
31%

Multiple places to earn points:

27%
17%

25%
36%

Q: How long should it take to earn a reward?

33%

31%

≤ month

39%

30%

≤ 3 months

22%

25%

≤ 6 months

6%

14%

≤ 1 year

Q. When earning rewards in a loyalty or reward program, which category of rewards is most appealing to you?
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COMPARING OUR INDIAN CONSUMER

Between 2011-2013, Aimia
produced a series of research
studies focusing on 19–29 year
olds in the US, Canada, UK,
Australia and New Zealand. In
2013 we added the Middle East
to this series. This research
generated insights around
technology adoption and usage,
which we have used to compare
and contrast with our findings in
India, in order to provide guidance
on how businesses in India should
develop their loyalty strategies.

When comparing our research
findings in India to those across
other markets, we identified the
following unique insights:
> Life at your fingertips. Our
research shows that young Indians
use their mobile devices for the
same activities as Millennials in
all other countries. The most
popular usage — making phone
calls, to the least popular activity
— accessing paid subscription
content, is virtually identical to
the rest of the world. Absolute
penetration rates for browsing
the web (63 percent), click/
store or uploading photographs
(63 percent) and accessing social
media (62 percent) are generally
equal to or slightly lower than
rates reported elsewhere. Our
findings shows that it doesn’t
matter what part of the world you
are in; the social necessity to have
a mobile, remains the same.
> Loyalty will be built on a mobile
platform. Overall, computer
device ownership among
Millennials is substantially lower
in India than in all of the other
countries surveyed (laptop,
desktop and tablet). However,
what is unique about India is
the rapid phone and internet
on phone penetration, driven
by price drops and internet
availability. This is disrupting the
natural evolutionary adoption of
technology experienced across
other markets, and therefore
opens up new ways for Indian
businesses to dialogue and
connect with their customers.
Overall, levels of adoption
are widespread enough now
for loyalty initiatives to take
advantage of phone web-based
delivery platforms for program
communications, and to explore
more appropriate ways for
customers to earn and
redeem rewards.
> Smartphone usage crosses
generations. While the
smartphone penetration gap
favours Millennials in all regions
of the world, the differences are
marginal in India (3 percent),
similar to the Middle East.
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This is reflective of the fact
that smartphones have only
become affordable for the young
Indian consumer in the last
few years. Brand’s smartphone
communication strategies in India
will reach young and old. Adopting
mobile is therefore essential for
any business’ loyalty proposition.
> More willing to engage. In perhaps
the most striking contrast we
found, the Indian consumer is
more likely to respond to social
network and online ads and email
and mobile offers than in other
countries — up to three times
more likely and with very little
difference between Millennials
and Non‑Millennials. When we
asked about likelihood to engage
in loyalty program behaviours
in the future, we got a similarly
enthusiastic response. Indian
consumers showed a slight
tendency towards being more
willing to give their data to join
a loyalty program and stated
that they were much more likely
to respond to offers in social
media than other markets.
Fifty‑six percent of Millennials
indicated that they would be
prepared to click on offers
from social media sites such
as Facebook.
> Loyalty can change behaviour.
As in other markets, 72 percent
of urban Indian Millennials said
they would choose brands with
loyalty programs over similar ones
without loyalty programs. This
percentage was 74 percent in
the UK, 78 percent in the US,
and 80 percent in New Zealand.
These comparative insights
help us to complete a vivid and
colourful picture of our young
Indian consumer: well educated,
aspirational, impatient, smartphone
in hand and, given the right kind
of proposition, willing to engage
with brands and businesses seeking
their loyalty. When 3 out of 4
consumers state they would
change their shopping behaviour
based on who offers them a loyalty
program, it feels like the right time
for businesses to accelerate their
customer engagement strategy.
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COMPARING OUR INDIAN CONSUMER
While urban Indians report lower levels of social media, web browsing, bank account access, coupon downloads
or reward redemption activity on their mobile devices than those reported in the Middle East, UK, North America
or the southern hemisphere, much of this can be attributed to market readiness. What is really exciting for
businesses, is that — given the opportunity — urban Indians display a greater appetite than their counterparts,
Making
phone
Accessing social media
Browsing the web
to connect
regularly
withcalls
brands.
63% use 50%
94%
Q. For which of the95%
following
activities do you currently
your mobile device?

Making phone calls
94%
95%

Accessing social media

96%
94%

Making phone calls

77%
63%

63%
50%

63%

52%

Browsing the web
83%
63%

Accessing social media

77%
52%

Browsing the web

95%
94%

99%
96%
94%

76%
77%
63%

47%
63%
50%

83%
63%

75%
77%
52%

95%
94%

99%
96%

76%
77%

47%
63%

83%

75%
77%

83%

75%

Q. What reward features do you currently access through your mobile device?
95%

99%

Accessing bank account

76%

47%

Downloading coupons or
reward certificates

Redeeming points

17%

16%

20%

16%

17%

13%

55%

55%

18%

19%

55%

43%

81%

64%

60%

43%

54%

43%

Q. Please tell us about your behaviour and how likely you are to engage in the following activities:
Providing personal information
to register on a website

Clicking through ads in
Facebook/social media

Responding to email offers

49%

47%

54%

56%

50%

52%

44%

42%

24%

11%

50%

45%

36%

22%

15%

11%

13%

15%

India

UK

UAE

US

Canada

Australia

New Zealand

Millennials

Non-Millennials
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YOU NEED TO BE IN IT TO WIN IT

Both our research and our
experience across India show
us that the consumer desire to
be respected and appreciated
by brands and businesses is the
same here as it is anywhere else.
Local Kirana retailers know this
and most have been practicing it
for generations. These retailers
recognize there is a substantial
difference between telling a
customer you love them and
showing them you do. In modern
urban India, outside of the airline
and hotel industries, there are few
brands and organizations seizing
the opportunity to invest in and
develop customer loyalty in a
style that will truly engage the
educated, aspirational, digitally
confident and time precious
Indian consumer.

Strategic loyalty programs have
not achieved the same level of
penetration in India, as they have
in other markets. Therein lies the
opportunity. Our findings around
consumer behaviour indicate that
people in India are just as likely
to want a relationship based on
trust and mutual exchange, as they
are in other parts of the world.
And the reported behaviours
in response to loyalty program
participation possibilities should
prompt comforting thoughts
among the region’s commercial
and marketing officers.
Based on the findings of our study,
we offer the following advice on
program development:
> Keep it simple. Complexity is
a turn-off, especially for our
time poor and information
inundated consumer.
> Facilitate early redemption.
Waiting months let alone years
for tangible rewards will not
work for our impatient customers.
And they are more than smart
enough to recognize a poor
value exchange.
> Optimize for mobile. The
smartphone is the medium of
choice and the one through
which brands must manage their
customer relationships. Not just
in the future, but right now.
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organizations offers an attractive
way of overcoming many of the
barriers to participation. One plus
one is bigger, better and more
noticeable than one on its own.
But remember, loyalty cannot be
nurtured unless there is an affinity
with your brand in the first place. As
we learned from the loyalty guru, Ray
Kroc, a great loyalty proposition will
not fix basic flaws in your customer
proposition. However, where price,
product and service already attract
custom, a great loyalty proposition will
enable your business to stand out from
the crowd. It will help you develop
more emotionally centred connections
where you turn everything you learn
about your customers into a better,
more personalized service for them,
creating more mutually beneficial
customer relationships.
Our research identified a clear appetite
from Indian consumers, for a closer
and more beneficial relationship with
businesses and brands. We believe that
businesses who enhance their loyalty
propositions to reflect local market
needs, and build greater, ongoing
relevancy for their customers, will be
the ones who benefit the most and
the fastest from the opportunity that
exists in India today.

> Be sensitive to privacy. Personal
information is not lightly parted
with. In fact, we would suggest
that the Indian consumer typically
starts from a position of active
mistrust. Overcoming this mistrust
through education and positive
action, will be essential in India.

And you don’t need to go it alone.
In light of the disparateness, market
fragmentation and infrastructure
challenges faced in India, we
anticipate a trend towards more
organizations working in partnership
to drive customer loyalty rather
than pursuing this goal alone. With
the burgeoning mobility of India’s
middle classes and the learnings and
expectations they bring back, now
is the time for businesses in India to
get closer to their customers.

> Be open to partnership. Joining
forces with other non-competing

After all, if you don’t, you can be sure
one of your competitors will.
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“Mass markets, like
time and tide, don’t
sit around waiting for
the “trickling down”
of sophisticated
consumer offerings.”
— Rama Bijapurkar
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SURVEY QUESTIONS

Chart page 9:

Chart page 13:

S7Q1: What role do you play in S3Q1: Are you aware of the
brands purchased by you and existence of loyalty or reward
your family?
programs in India?
Chart page 11:
S2Q6: For which of the
following activities do
you currently use your
mobile device?

S3Q3: Are you currently
participating in any loyalty
rewards program?
S3Q60B: What would
be the factors that might
make you consider joining
a loyalty or rewards program?

S7Q2: Please tell us how
strongly you agree with the
following statements related to S6Q2: How long do you think
personal information privacy:
it should take to earn enough
points in a rewards program
S7Q8: What value would you
generally before you can
need in order to share personal redeem some or all of the
information with marketers?
points for a reward?

S6Q1: When earning rewards
in a loyalty or reward program,
which category of rewards is
most appealing to you? Please
rank Top 3 rewards, giving
Rank 1 to most appealing
and so on
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Chart page 15:
S2Q6: For which of the
following activities do
you currently use your
mobile device?
S2Q4: What reward features do
you currently access through
various devices?
S5Q3: Please tell us about
your behaviour and how
likely you are to engage in
the following activities:
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METHODOLOGY

In May 2013, Aimia partnered with IMRB International
to conduct quantitative consumer research in India.
Recognizing that internet adoption in urban areas
remains low, we used both online and face-to-face
methodologies to provide a more robust set of data.

The surveys were randomly administered to individuals
aged 19 years and above, SEC A, B & C across urban
India. There were no specific quotas set for various
age bands within the Millennials (19-29 years) and
Non‑Millennials (30-55 years).

In total 1,516 quantitative interviews were conducted by
IMRB — 706 online and 810 face-to-face — and the data
was combined into this report. Fieldwork took place in
Mumbai, Delhi, Chennai, Kolkata, Bangalore, Hyderabad,
Pune, Ahmedabad, Lucknow and Guwahati in May 2013.

In order to make the sample representative of the
targeted universe and guard against any possible
skews, the data was weighted in reference to a universe
distribution of age, gender and SEC from IMRB’s large
scale proprietary benchmark research conducted in
2012, and accordingly applying correction factors.

Online participants were drawn from IMRB
International’s online panel of 150,000+ verified
panellists. The face-to-face also used the same
questionnaire, converted into a Computer Assisted
Personal Interviewing (CAPI) format.
The research was conducted by contacting the
respondents purposively. Colleges, offices, shops
owners, residential areas and various other locations
were scouted. Street intercepts were not conducted
where the quality check of the CAPI would be affected.

The ‘SEC’ system used to classify households in India is
based on two variables:
1. Education of chief wage earner (highest contributor
of income) of the household
2. Number of “consumer durables” (from a predefined
list) owned by the family. The list has 11 items, ranging
from ‘electricity connection’ and ‘agricultural land’ —
to cars and air conditioners
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SAMPLE OUR BRAIN FOOD.
Sample some of our other thought leadership at aimia.com
THE FOUR FUTURES:
The Digital Loyalty Survey 
By Martin Hayward,
Vice President,
Global Digital Strategy
To help marketers divine
the proper strategy for
navigating the digital future,
Aimia has conducted a
research study designed
to understand consumers’
current attitudes and
opinions about data sharing
and control, the role of
digital media in their lives,
and about the nature
and frequency of digital
marketing communications.
We found that marketing
success in the digital future
will depend upon how well
marketers use data to build
relationships dependent
on two primary variables:
the degree of engagement,
and the degree of consumer
control over their
personal information.

INFLECTION
POINTS
SEIZING THE MOMENTS IN
CUSTOMER LOYALTY

RETAIL BRIEF
Cindy Faust,
Vice President,
Product Management
Paul Sage,
Product Management Director,
Loyalty Management Systems

INFLECTION POINTS:
Seizing the Moments in
Customer Loyalty
By Cindy Faust,
Vice President, Product
Management and
Paul Sage, Product
Management Director,
Loyalty Management
Systems
While marketing utopia may
yet lie over the horizon, our
vision of the future remains
firmly fixed: reward and
recognize best customers
throughout their purchase
cycle. To take the first step
on this path, you’ll need to
identify the most important
inflection points along
your customers’ journeys
from curious newcomers to
brand loyalists. In this brief,
we identify the 10 most
important loyalty moments
of truth — and offer a few
guidelines for getting
them right.

aimia.com
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SHOPPER
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Matthew Quint and David Rogers
Columbia Business School

Rick Ferguson
Aimia

BUILDING
STRONGER CUSTOMER
RELATIONSHIPS
WITH SAINSBURY’S
EMBRACING CUSTOMER DATA
TO DELIVER BUSINESS
TRANSFORMATION
David Buckingham,
Chief Executive Officer,
i2c
Mike Coupe,
Group Commercial Director,
Sainsbury’s

SHOWROOMING
AND THE RISE OF THE
MOBILE-ASSISTED
SHOPPER
By Matthew Quint and
David Rogers, Columbia
Business School and
Rick Ferguson, Aimia
With the rapid rise in
smartphone penetration,
consumers can now
browse a store’s aisles with
the internet immediately
available in their purse
or pocket. This study
examined 3,000 consumers
in three markets (US, UK,
Canada) in order to shed
light on how consumers are
actually using their mobile
devices in-store, and what
strategies retailers need
to consider for these
mobile‑assisted shoppers.

BUILDING STRONGER
CUSTOMER RELATIONSHIPS
WITH SAINSBURY’S
Embracing Customer
Data to Deliver Business
Transformation
By David Buckingham,
Chief Executive Officer, i2C
and Mike Coupe, Group
Commercial Director,
Sainsbury
Since embarking on their
ambitious path to business
transformation, Sainsbury’s
and Aimia have worked
together to use insight
from Nectar customer
loyalty data to transform
Sainsbury’s business, take
on the competition, and
put customers at the heart
of the company’s business
strategy. In less than a
decade of partnership,
the two companies
have developed a clear
process for delivering
data and insight-led
business innovation.
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Why not let the people who inspire loyalty for
280 million households, run your loyalty program?

HIGH DATA
CONTROL

REAL
RELATIONSHIPS

EMOTIONAL
ENGAGEMENT

At Aimia, we believe that businesses who emotionally connect with their
customers while also offering a high level of responsible data control,
will be best positioned to inspire long term customer loyalty.

For an initial conversation, contact Akash Sahai on
M +91 99 3008 2107 | T +91 22 6611 9901 or
write to him at akash.sahai@aimia.com
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