
Why there’s  
more to loyalty 
than cards
Our loyalty customers are exploring new ways  
to deepen relationships.


Through conversations with  
our customers, we’ve gathered  

some key insights:

The long game

Traditionally, loyalty schemes were 
thought to work best for frequent 
purchasers – a challenge for the 
leisure industry, where many only 
travel once or twice a year. Which is 
why it is often the loyalty of business 
travellers that is rewarded. But it’s 
time to win over the leisure traveller. 
To start with, you need to think long-
term. How? Good end-to-end 
experience, great customer service, 
flexible bookings and reliability.

Data digest

Data is transforming relationships. 
Personalised experiences should tap 
into the interests, behaviour and 
needs of customers. And when 
customers book through a third party 
platform, giving them personalised 
experiences, built on data, is how you 
make your brand name stick and get 
them to come back to book directly. 
Use data as the powerful tool it is.

The caring customer 

Customers are seeking out brands 
who care about the world. The 
perception of what value is has 
changed – perhaps accelerated by the 
COVID-19 crisis. Before, people were 
more focused on monetary value 
rather than value of good service. 
Now there is a drive to offer vouchers, 
which means you need to build 
partnerships with suppliers to add 
value. There is also an emphasis on 
care for the earth. So show your 
sustainability credentials, they matter 
to customer loyalty more than ever.

Make life easier 

Be inventive. Go beyond traditional 
activities like discounts or vouchers. 
Be the brand that strives to ease the 
life of your customers. Think about 
how you treat individuals on their 
individual customer journey – how 
you make life easier at different 
touchpoints? Building that  
one-to-one relationship with the 
customer is the aim. 

Share and share alike

The integration of all the data points 
relevant to a loyalty scheme is key. You 
need the complete view of the 
customer. So share data points 
internally to amplify partnerships. 
How? Match bookings and create an 
experience based on a shared 
strategy. If data isn't shared,  
it’s much more difficult to create 
experiential loyalty.

Level up

Tiered loyalty schemes can work well. 
But take account of the motivations of 
your customer and tailor experiences 
accordingly.

Partner with Salesforce to  
drive loyalty in your business


Learn more here

https://www.salesforce.com/uk/form/pdf/travel-and-hospitality-ebook/

