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How do organizations earn How do organizations earn 
and keep customers? and keep customers? 

In this hyper competitive In this hyper competitive 
world, consumer and world, consumer and 
retail companies need to retail companies need to 
appeal to hearts as well appeal to hearts as well 
as minds and wallets.as minds and wallets.



Contents
How do loyal UAE customers behave?... 4

What earns and retains loyalty?.............. 5

The paradox of personalization............... 6

What will promote loyalty?..................... 7

Conclusion.............................................. 8

Methodology........................................... 9



How do loyal UAE 
customers behave?
When a customer is loyal to a brand

will recommend a 
company to friends 
and family

89%

would buy new or 
different products

79%

feel a strong 
personal connection 
with the brand

69%

believe they 
are significantly 
better than their 
competitors

80%

are proud to own the 
company’s products

78%

will not switch even 
if they have  
a bad experience

45%

will shop or buy from 
the company even if 
it is less convenient 
than a competitor

54%



How do loyal UAE 
customers behave?

What earns and  
retains loyalty?
Given UAE customers’ needs, do local loyalty 
programs accurately reflect what matters most? 

In this year’s survey, product quality emerged as the top 
factor inspiring loyalty among UAE consumers. Value for 
money, customer service and product consistency all 
place second. Could it be that some brands and retailers 
overcomplicate their customer loyalty propositions 
instead of focusing on the fundamentals?

Overall, only 45 percent of local respondents (37 percent 
globally) identify points and rewards as a particularly 
important factor in earning and keeping their loyalty. In 
almost every country, points and rewards are less likely 
to earn loyalty than corporate transparency and honesty. 
Customer loyalty is simply too critical to be left to a 
rewards program.

Product quality

77%

Customer service

66%

Value for money

66%

Product 
consistency

66%

Easy shopping 
experience

62%

Selection/
product 

assortment

61%

Pricing

60%
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The paradox of 
personalization
The industry consensus is that most consumers want 
personalization. This survey, however, suggests there 
is a gap between rhetoric and reality. Only one in five 
consumers in the UAE see personalization – be it in 
terms of service, communication, promotions and offers 
– as a leading benefit of loyalty programs. 

Most valuable benefits you receive from being a 
member of this program:  

 – Personalized communications: 6%

 – Personalized customer service: 7%

 – Personalized offers or promotions: 8%

The drive for personalization is likely to conflict with 
public concerns about — and regulators’ growing interest 
in — data privacy. Fourteen percent of UAE-based 
consumers do not belong to loyalty programs because 
they do not want their data tracked.

As opposed to personalization driving loyalty, we 
in fact find that material rewards such as cashback 
and discounts are the most valued features for local 
customers. 

Top five most valued benefits of membership 
programs:

Loyalty programs are important to consumers, but 
some UAE-based companies may not be getting it quite 
right. Although 94 percent of UAE consumers believe 
companies should reward loyal customers, the same 
percentage also believe companies should find a new 
way to compensate repeat shoppers. 

When considering how to revamp existing schemes,  
72 percent of users would like to donate their rewards 
to charity. In addition, many feel that signing up and 
redeeming their rewards is still problematic. 

Cash back 
or discounts 
on future 
purchases 61%

Discounts 
or special 
pricing 37%

Easy to earn 
and redeem 
rewards 27%

Discounts 
at other 
companies 22%

Free items 21%



The paradox of 
personalization

What will  
promote loyalty?
Of those consumers who do not belong to any rewards or loyalty 
programs, the most common reason is lack of awareness, followed 
by a lack of interest in benefits.

Top three reasons for not joining loyalty programs:

I am not aware of 
any programs

39%

I am not interested in the 
rewards and the benefits 
they offer

29% 21%

Discounts may be a key driver to join. Only three percent of those 
not belonging to a loyalty program cited “personalization” as a 
benefit that would encourage them to join.

Top three reasons why non-members would join:

Discounts 
or special 
pricing

57%

Free items

10%

Redemption 
rewards with 
high value

7%

Rewards take too long to 
earn/redeem



Conclusion
There are still opportunities in developing and growing loyalty programs 
to positively impact customer experience and drive loyalty. However, it is 
important for brands and retailers to refine their loyalty value proposition. Our 
research suggests that four factors should be considered when revamping a 
loyalty program: 

Make loyalty programs easier to use

Sixty-one percent of local shoppers would like to have more 
flexibility to earn or utilize benefits. UAE brands need to pay 
more attention to their onboarding process and, concurrently, 
the earning and redemption process. 

Clarify their purpose

Sixty-five percent of UAE consumers believe they belong to 
too many loyalty programs. Successful engagement must 
always be relevant and well timed. Harnessing the power of 
available data may inform improved interaction and help brands 
provide a program that stands out from the crowd.  

Raise awareness

Almost four in ten (39 percent) of UAE consumers who do not 
belong to loyalty programs say it is because they are not aware 
of any. In addition to making programs more accessible and 
clarifying what benefit the customer derives, companies must 
also promote their programs.

Freshen them up

Twenty-nine percent of local users find current loyalty 
programs unattractive. Sixty-one percent mentioned that the 
most valuable benefit of a reward program is “cashback on 
future purchase.” A review of the current value proposition, 
with a focus on local consumers’ needs, may provide an 
effective new approach to providing rewards and  
promoting loyalty. 



Conclusion
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Methodology
The data published in this report is based on a survey of 
18,520 consumers across 20 countries, including 563 
residing in the UAE. This survey was conducted online 
during the third and fourth quarters of 2019. 

Generational breakdown of participants: Gender of survey respondents:

Generation Z 
(Age 7- 16) 3%

Millenials 
(Aged 17-36) 58%

Generation X 
(Aged 37 - 53) 24%

Baby Boomer 
Generation 
(Aged 54 - 74) 12%

The Silent 
Generation 
(Aged 73 - 93) 3%

Prefer not say

Male

Female

1%

53%

46%



Methodology
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