
If the ability to innovate ensures your en-
try into the consideration set in the case
of mobile handsets, it is “the loyalty to-
wards the country of origin is high in au-
tomobiles,” as Neeraj Garg,  director,
Volkswagen puts it. In the spirits busi-
ness, consumers choose their brand and
even variety of spirits according to occa-
sion, companions and the time of the day
they are consumed, says Amrit Thomas,
EVP, marketing, United Spirits. For ex-
ample, the same consumer might order
for white spirits when they are in the
company of females, but order whisky
when they are in an all male group. Sim-
ilarly, the same consumer might con-
sume chilled beer in the comfort of home
on a sunny afternoon. If that was bad
enough, the brands consumed on each of
these opportunities could belong to dif-
ferent companies. 

But if you thought this type of behav-
iour was typically male, Nadia Chauhan,
joint managing director, Parle Agro shat-
ters that perception. “Let’s be warned.
Women in metros are slowly imbibing
qualities that we’ve always associated
with men,” she says and adds that this is
seen even in their relationship with
brands. “They experiment, they flirt and
they change their minds as often as their

male counterparts do. Considering that
these are women with money to spend,
marketers have taken notice of this trend
of disloyal women consumers.” 

Battle of the sexes aside, the behaviour
according to advertising veteran Anand
Halve, has a lot to do with the change in
emotions. “Earlier consumers had a loy-

alty equation based on the emotion that
‘you have done so much for me over the
years’. Now the ‘what have you done for
me lately’ question often surfaces.” 

That question has become a nagging
one, even in categories once considered
to be having the highest loyalty quotients
- foods and skin care for example. To en-
sure that such consumers do not desert
your brand in droves, it is necessary to
ensure that there are enough safeguards
in place. “You have to protect yourself
against the next big innovation,” says
Shivakumar of Nokia. The handset mak-
er does so by launching one new handset
model every two weeks and is also grad-
uating into services in a big way. Cad-
bury’s on its part says Purohit offers what
consumers want — variety. In the UK for
instance, Dairy Milk the company’s
mother brand has 27 variants. But
chlorophyll’s Halve warns that in cater-
ing to the consumer’s quest for variety
you could run the risk of over-innovat-
ing. “You can innovate your way to hell.” 

According to Dentsu’s Goyal that’s one
lesson brands could learn from those
who breathe the L word everyday — the
loyalty programme managers. In the
past, loyalty programmes would send
you brochures offering discounts on
everything from delivering bouquets to
buying chocolates, irrespective of
whether it was an airline or a department
store. “Loyalty itself got commoditised.
Only when you stay relevant to your pri-
mary category does the value of loyalty
go up,” he says and adds that companies
are learning from their mistakes. 

But as Viswanathan says, what is loy-
alty today, might not be loyalty tomor-
row. “The loyalty quotient is a circle of
memory. They are not numbers which
provide an index of loyalty but a poly-
semic notion where a thing is tied to
ideas like friendship, joy, everydayness
and their beauty,” he says. 

Probably, loyalty is due for rebirth. An-
other day, another time, and another
form.
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Sweet
Smell
VANESA Inc launched Envy
perfume spray for men
and women. It has
fragrances of dewy flora,
exotic woods and healing
herbs. It comes in 100, 60
and 30 ml packs and starts
from Rs 85 onwards.

Fine Pictures
FUJIFILM launched FinePix S100FS digital
camera in India. It offers DSLR control and
advanced functionality with 14.3x Fujinon
manual zoom lens. It is priced at Rs
35,000 and comes with 3 years warranty.

Sun Shades
IDEE launched it 09 collection of
sunglasses. Available in three
shades bronze, brown and grey,
it is priced at Rs 1,380.

Avenue Time
INSPIRED by
the energy and
architecture of
New York City,
Harry Winston
introduces
new timepiece
for women —
Avenue
Traffic. Set
with diamonds in graduated sizes,
the slightly tapered shape captures
the illusion of gazing down Fifth
Avenue at night.

BRAND LAUNCHES

Pasta Treat
DOMINO’S launched range of Pasta in Tangy Red
and Cheesy White variants, in both vegetarian and

non-vegetarian options.

Male
Grooming
ELDER Health Care
launched Just For Men hair
colour brand. It is available
in light brown, dark brown
and natural black variants
and is priced at Rs 400.

French Care
PIRAMAL Healthcare launched French dermo-
cosmetic range from Pierre Fabre called Ducray. The
range includes hair care, skin care and A-Derma and
are designed to suit Indian skin and hair.
The products range between Rs 300 and Rs 500.

Little Hero
INTEX launched Hero
mobile phone with
45 days stand-by
and five LED lights.
It also offers
features like FM
radio, camera,
expandable
memory and
MP3 audio
player. It is
priced at
Rs 2,999.

Amit Garg  and Vineesh Chadha

I
N an era of unprecedented consumer
choice and easy availability of infor-
mation, is consumer loyalty dead?
No, but it has become a lot harder to
achieve. Unfortunately, most mar-
keters are still using conventional

ideas and means to build their consumer
franchise. As a result, loyalty programs, like
many other marketing efforts, look in-
creasingly similar across companies and
brands.  Many have been reduced to give-
back schemes, with little focus on the con-
sumer and on building loyalty.

Lack of clear objective setting: Well
designed loyalty programs can be effective-
ly used to increase market share, under-
stand consumer behavior, introduce new
products and build buzz around the brand
at significantly lower costs. But, far too
many companies start a loyalty program as
a competitive response, with little clarity
on the objectives of their program — or
how they will use it to create differentia-
tion.  As a result, they create me-too pro-
grams which ultimately become cash sinks
with little benefit to the company. On the
other hand, Tesco designed its program
with the objective of studying and respond-
ing to consumer needs. By using such in-
sights they have been able to create a dom-
inant market position across categories.  

Not thinking through the design:
Despite the cost involved in running a loy-
alty program, few companies do a detailed
thinking through of the design and the
cost structure of their program. Con-
sumer’s expectations and behavior varies
widely by brands and categories. These
consumer insights need to be understood
and incorporated in loyalty program de-
sign. Also, many companies instead of
choosing a segmented approach try to
cater to all possible customers with their
program. As a result, they struggle to de-
velop a compelling proposition for their
truly valuable and otherwise loyal cus-
tomers. Effective programs ensure that

the benefits and spends
are aligned with the life time value of the

customers, as well as their purchase be-
haviour.  Jet Airways provides such seg-
mented benefits — reserving the highest
benefits for its most valuable members.

Creating static programs that fail
to engage: Most loyalty programs fail to
maintain consumer excitement after a
point of time.  At best, they degenerate to
cash-back schemes or databases for mail-
ing.  This happens once the strategic focus
is lost. Like any other marketing efforts
loyalty programs also need to continu-
ously evolve with the changing consumer
and competitive landscape. Analytics can
be used to sharpen consumer behavior
understanding and tailor make new con-

sumer offerings and experi-
ences. There are huge rewards for those
who retain this focus. Neiman Marcus has
retained an aspiration value for its
“Chairman’s Circle” program.  Harley
Davidson has used its loyalty program to
create a cult brand - by taking community
building to a new level.  

Building a loyalty program that engages
and retains its appeal for one’s consumers is
a difficult job; more so in today’s competi-
tive environment.  Few companies seem to
be able to do this. This leads most marketers
to believe that loyalty programs are passé.
The truth, however, is that the flaws are in
the execution — not in the concept.

Amit Garg (amit_garg@mxv.in) and Vineesh Chadha
(vineesh_chadha@mxv.in) are partners with MXV

Consulting, a strategy and management consulting firm
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� Customer relationship management
(CRM) is being used more as a tool for
customer acquisition rather than retention

� Only 6 out of 10 companies have a stated
plan in dealing with their customers and
consumers  

� The accuracy of customer contact
information data is as low as 40% to 55% 

� Only 5 - 6 % of the companies outside the
financial sector have a consolidated view of
their customers  

� Only 9% of the companies that one has
spoken to have an identified person to
handle CRM separately as a part of the
business.

� CRM is not currently used anywhere for
need discovery except to a very small extent
in the telecom segment

Findings of a study by ClozR Communications, a CRM and loyalty practice set up jointly
by ad agency Dentsu India and Serco BPO.

Loyal Challenge

ROVING
Consumers today say
‘what have you done
for me lately?’ In the
past, itwas a
statement of ‘you
have done so much
for me over the
years’
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THE trouble with concepts like loyalty is that
they float happily about reality and yet seem

to define the real for people who make deci-
sions around markets. Taken seriously loyalty
quotients like the word mid-life crisis, say too
much and too little. Taken playfully, it shows
connections that we may not otherwise think
about. For example, brand loyalty is a bit like a
love affair. As a philosopher once said, the
thing about love is the amount of tension it can
stand. To love a product is not like loving a hu-
man being. But when a product is treated like a
human being, brand loyalty is born. The irony
is, instead of loyalty being defined by patriot-
ism or ethnicity, it is defined by brand loyalty.
What I mean by this is that the loyalty quotient
is contoured. The community you belong, the
status you have, the friendships you make but
above all the memories that connect these
worlds define a loyalty quotient.
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