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CUSTOMER		
LOYALTY		
IS	DEAD	
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Customer	Loyalty		
is	Declining	

46% of consumers believe they 

are more likely to switch 


compared to 10 years ago. 
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41%	of	consumers	said	they		

					ditched		

a	company	because	of		

“poor	personaliza-on		
						and	lack	of	trust”	

Source: Accenture Strategy Global Consumer Pulse Research
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Consumers	Feel	Expecta;ons	Are	Not	Met	

5	

Hotels	are	failing	to	engage	with	the	modern	guest	

70%	

of	guests	who	shared	their	
complaints	with	a	hotel	were		
not	happy	with	the	outcome	

1.4	

bad	hotel	experiences	are		
shared	online	with	poten;al		

guests	every	second	

64%	

of	guests	said	their	hotel	did	
	not	deliver	a	tailored	
	customer	experience	
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2014	

2016	

US Loyalty Membership Growth


3.3bn


3.8bn


15%	increase	in	loyalty	members	enrolled	in	US	
schemes	in	2	years	

Source: The 2015 COLLOQUY Loyalty Census


Loyalty	Program	Member	Numbers	are	Growing…	

54%	

…but	over	half		
of	members		
are	inac;ve	
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Customer rela,onships 
are now the only 
remaining source of 
compe,,ve advantage, 
which makes earning 
customer loyalty 
mission-cri,cal in the 
age of the customer. 
”	

“
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80%	 80%	of	future	profits	will		
come	from	20%	of	exis;ng	customers	

5%	-	20%	 60%	-	70%	

probability of selling 

to a new customer


probability of selling 

to an exisRng customer


Source: MarkeRng Metrics: The Manager's Guide 

to Measuring MarkeRng Performance
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4	great	reasons	to	focus	on	customers	
1.  PROFIT:	5	percent	increase	in	customer	reten;on	can	lead	to	an	increase	

in	profits	somewhere	between	25	and	95	percent.	
2.  UPSELL:	Exis;ng	customers	are	50%	more	likely	to	try	new	products.			
3.  BASKET	SIZE:	Customer	spend	31%	more,	on	average,	when	compared	to	

new	customers.	
4.  COST	OF	SALE:	The	probability	of	selling	to	an	exis;ng	customer	is	60	–	

70%,	while	the	probability	of	selling	to	a	new	prospect	is	just	5-20%.	
	



Copyright	©	2018,	Oracle	and/or	its	affiliates.	All	rights	reserved.		|	 Confiden;al	–	Oracle	Internal/Restricted/Highly	Restricted	 10	

CX	
	
	
	

	
	
=	

CUSTOMER		
LOYALTY	

	
	



Copyright	©	2018,	Oracle	and/or	its	affiliates.	All	rights	reserved.		|	
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Reten?on	marke?ng	is	not	a	priority	

Most	companies	spend	less	than	
30%	of	their	;me	and	budget	on	
customer	reten;on-focused	
messaging	and	content	

Despite	the	importance	of	
customer	reten;on,	less	than	a	
third	of	business	execu;ves	

consider	it	a	priority	
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Customer	Loyalty	is	a	Company-Wide	Responsibility	
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Changes	to	Make	-	Today!	

Get	Smarter	With	Data	
Harvest	all	internal	and	external	
data	to	deliver	highly	personalized	

experiences	

Create	Memorable	Moments		
Using	AI	and	Data-Driven	Insights	
Deliver	ac;onable,	real-;me	insights	

using	modern	AI	tools	to	create	
memorable	moments		

Deliver	Total	Experiences		
“Beyond	the	Transac?on”	

Deliver	a	seamless	and	fric;onless	
experience	across	the	end	to	end	

customer	journey	
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Blockchain	

Experien?al	
Rewards	

Gamifica?on	

Mobile	Wallet	

Subscrip?on	Behavioral	

DIFFERENTIATE 

From Other Loyalty Programs


	

AI	

Innova?on	

Chat	

Omnichannel	

Personalize	
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AI	for	personaliza;on		
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63%		
already	use	AI	
tools	without	
realizing	it	

Base:1,426 consumers in the US, UK, 

Ireland, Germany, Mexico & Colombia

Source: HubSpot Global AI Survey, Q4 2016
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of consumers prefer 
using a messaging app 
when contacRng a 
business


65%	

of its relaRonship with an 
enterprise without 
interacRng with a human


85%	

By 2020, the customer 
will manage


Source: Gartner


of mobile searches 
on Google are made 
via voice


20%	

of online retailers will 
have implemented 
chatbots by 2020


76%	

Source: Oracle, Can Virtual Experiences 

Replace Reality? 


Conversa?onal	
Loyalty		

say engagement 

through messaging 

is ROI posiRve


56%	

Source: BusinessInsider.com, May 12, 2016
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Tomorrow’s	Enterprise,	Today	

Customers	

Products	

Employees	

Partners	

DATA	
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Tomorrow’s	Customer	Experience,	Today	

Industry	Solu;ons	

M
ar
ke
tp
la
ce
	

Oracle	Plajorm	

Connected	
Experience	

Connected	
Intelligence	

Plajorm		

Connected	
Data	

Marke;ng	 Commerce	 Sales	 Service	

Ar;ficial	Intelligence	 IoT	Analy;cs	 Behavioral	Analy;cs	

Master	 Transac;onal	 Opera;onal	 Sensor	 Behavioral	 External	
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loyal	for		
longer	

bigger		
spenders	

13%	
…more	likely	to	stay		

customers	for	
	long	periods	

14%	
…more	likely	to	buy		
addi;onal	products		

and	services	

15%	
…more	likely	to	
	speak	highly	of	
	your	brand	

advocates	

Source: Forrester,	Brief:	Loyalty	Program	Members	Give	Brands	Higher	Customer	Experience	Index	Scores,	August	7,	2015		

13%	
…more	likely	to	stay		

customers	for	
	long	periods	

9%	
…more	likely	to	buy		
addi;onal	products		

and	services	

10%	
…more	likely	to	
	speak	highly	of	
	your	brand	

Loyalty	program		
members	are:		
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CUSTOMER		
LOYALTY		
IS	DEAD		CX
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brickset.com	takeover	
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