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FOREWORD
I am not a number.
We live in a world driven by data and this is especially
true in the world of marketing. Today’s customer expects
a tailored, relevant experience. They see their data trail
as a guidebook to companies to their personal likes
and loves.

I am an individual. Treat me as such.

But doing that is complex, as we know. And while
companies get to grips with data, customers are
becoming more aware of what they share. Some are
happy to do so, others aren’t. Many now want to see
explicitly the value they get in return for sharing. It’s a
complex area with as much grey as black and white,
and it’s one we delve into in this report.

Marketers can do this by using data intelligently. But
we know that this is tough. Mapping customer journeys.
Understanding behaviour. Catering to expectations.
Ensuring seamless, streamlined experiences across all
channels. These are all complex challenges we and our
partners face every day.

What’s next for customer loyalty?

Marketers have never had it so good.

Guided by our experience, and by the research
contained in this study, we want to help marketers
understand how data-driven marketing and customer
loyalty are evolving, and assess how we can apply our
newfound knowledge to equip our businesses to thrive
in a world where disruption is the status quo.

The potential of data has always intrigued me. We now
find ourselves living in a time when the opportunity for
businesses is huge. We have reams of great personal,
behavioural and attitudinal data to help us understand
what customers are doing and what they might do next.
We also have the online and offline channels to deliver
seamless, relevant and personalized experiences to our
most valuable customers based on this data.

We surveyed more than 15,000 consumers in nine
countries so we could show you how customer
expectations and behaviours are evolving, and how
these in turn impact marketing. On the following pages,
you will see that some key trends emerge.

DAVID JOHNSTON
Group Chief Operating Officer, Aimia

EXECUTIVE
SUMMARY
The way companies collect and use data, and the
way their customers share it, is changing.

In the past, many companies simply assumed their
customers were happy to share their data: the
“implied consent” model. Now, the emphasis is on
“informed consent.” Customers may be happy to
share their data but they expect to be told what’s
being collected, how, and by whom.
I’ll share, but you have to play nice in return
Not just that, but customers have increasingly high
expectations of the brands with whom they share
their data. Because they are sharing their data.
While offers, discounts and points are still very
popular among customers, many if not most, now
expect to be “surprised and delighted”.
Companies must move away from just collecting
data, to using it in a way that provides a better
experience or more value for their customers. The
power of customer-led actions – from withdrawing
consent to social media protests – firmly places the
control in the hands of our customers.
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A bulge in digital wallets

Across all markets, the number of customers who view their data as highly valuable has increased by
a third since 2014. At the same time, more than six in 10 customers expect better experiences with
companies whom they know hold their data.

Data-savvy customers believe online behaviours and contact details are worth more to companies than
lifestyle/demographic data. However, the perceived value of each type varied by customer and country.

Seventy-one percent of respondents agreed “I don’t know who knows what about me.” Despite this,
customers are sharing more and more data with companies every year.

Seeing data exchange as an integral part of doing business, younger customers place a lower value
on their personal data than their older counterparts. They are more willing to share data, but with this
comes the expectation of a better experience.

The penetration of digital wallets is on the rise, with customers admitting to being increasingly likely to
use a digital wallet in the future. As digital wallets move into the mainstream, marketers need to
consider how they can use them to get closer to their customers.
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THE VALUE OF DATA IS RISING
Percent rating data as very valuable

The proportion of customers viewing
their data as highly valuable has risen
to 41% in 2016, from 31% in 2014.
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Q: On a scale of 1-10 how valuable do you think your personal information is to companies? (where 1 equals not very valuable and 10 equals extremely valuable)
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IN THEIR WORDS
Customers expect more for sharing their data

61%

51%

Six in 10
customers expect
better experiences
with companies
who they know
hold their data.

“They see exactly what I do with my
money. They could reflect this back
to me so I can see how much I
spend on booze! And I love the idea
of showing you your annual cash
flow. July is a terrible month for me
as I have loads of birthdays and I
always forget, so a reminder of that
in May or June would really help!”

Half of respondents get
annoyed when companies
don’t use what they know
about them to offer better
products and services. In India
and South Africa, that figure
rises to more than two-thirds.

“It actually annoys me now if I know a
company should know about me but they
still send me stuff that isn’t relevant. I’m
clearly a man from what I buy but I often
get emails about women’s clothes!”

“They know all about an individual’s
shopping behaviour and then they use
this information to make shopping
online that much easier. You have a
basket pre-made based on usual
purchases and they remind you of
things you might have forgotten.”

“I’m sure they use our
information to decide
what to stock in store.
For example if it’s an
area with lots of children
they’ll carry more kids’
stuff, or if there is a local
Polish community they’ll
start to stock Polish
goods. It’s great, it
means the store reflects
the area you live in.”

1

WHY DOES IT MATTER?
Behind every data point is a living, breathing customer
Customers believe their data is valuable and are generally happy to share it with brands. But they
expect to receive something in return.
Deciding what kind of value to offer customers depends on knowing two things about them. Who they
are. And what they want. According to our research this is much easier to say than achieve.

Complicated, disconnected experiences breed discontent. Brands must invest in understanding their
customers’ motivations and needs. And also what annoys them. They expect you to connect the dots
and deliver a personalized experience that reflects their preferences, regardless of whether or not
your platforms are connected.
In this way, brands can differentiate themselves and build long-term relationships that benefit both
businesses and their customers.
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DIFFERENT DATA, DIFFERENT VALUE
Four types of customer data and how they value it

NOT ALL
DATA
IS VALUED
EQUALLY

This year, we asked respondents to place
a value on different types of personal data.
Most respondents valued online behaviour
and contact information higher than lifestyle
and personal information. We believe this is
because they perceive this data to be more
likely to be used by companies.
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online purchases
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Hobbies and interests;
income, household
and occupation info
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Q: Assuming that your personal information is valuable to companies, what do you think is a fair monetary exchange for providing the following types of personal information.
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DIFFERENT DATA, DIFFERENT VALUE

Customers don’t value their data equally
We asked respondents to put a price on each of the four types of data. Values registered all over the map. So while they have a sense of which types of data are
worth more, individuals across all markets have different views of how much their data is worth in absolute terms. However, if you take out the number of people who
gave extreme values to their personal data, the picture becomes more realistic. Differences across countries exist – but values appear to converge.
Despite the variations between countries, customers tend to coalesce around a double-digit value. Looking at the median values placed on personal information, it’s
clear that, with the exception of Germany and South Korea, the range is fairly narrow.
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Q: Assuming that your personal information is valuable to companies, what do you think is a fair monetary exchange for providing the following types of personal information.
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DIFFERENT DATA, DIFFERENT VALUE
Four types of customer data and how they value it

MEDIAN
VALUES FOR
CUSTOMER
DATA TYPES

Respondents were asked to put a price
on the different types of data.
All respondents answered this question
in their local currencies. For ease of
comparison their responses have been
converted into Canadian dollars.
This table shows the median values of
all answers between zero and $10,000.

Contact
Address, email
and mobile number

Personal
Name, nationality,
and date of birth

Online behaviour
Web history and
online purchases

Lifestyle
Hobbies and interests;
income, household
and occupation info

Germany

$73

$73
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UK

$35

$17

$35

$26
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$50

$25

$50

$25
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$33

$33

$52

$30
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$28

$19
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S. Korea
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UAE

$29

$25

$18

$18
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$20

$20

$24

$20

Q: Assuming that your personal information is valuable to companies, what do you think is a fair monetary exchange for providing the following types of personal information.
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IN THEIR WORDS
“I just wouldn’t share my location to
download something. Knowing what I look
like is fine but knowing exactly where I am
at that given time is just scary… It makes
me feel like I’m being tracked.”

“I draw the line when they ask me
questions about my children;
I won’t give any details about them.”

“My whole life is out there, on Facebook,
Snapchat, Instagram… but also I can keep in
touch with all my friends, anywhere in the
world, at any time. It’s a price worth paying.”

2

WHY DOES IT MATTER?
It’s not business, it’s personal
Customers understand the principle of sharing data in exchange for value. But as we can see
from the range of values given, consumers have massively different views on its value. For
marketers, this poses a significant challenge in how you treat each customer and recognize
their differences. Now, companies must understand what customers want in exchange for
their data. They need to create a personal experience and show customers they have used
their data to make their lives easier.
Marketers need to overcome two objections to data-sharing:

“I have no choice.”
“They only reward me for spending money.”
They can do this by showing customers they can share their data to receive services and
experiences with a higher perceived value than the data itself. At the business level, the value
inherent in data-driven customer relationships can pull the company out of the downward
spiral of price wars.
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TOO MUCH INFORMATION?

Data, data everywhere…

…but no one stops to think

As companies collect personal data more systematically, 71% of our respondents
agreed that, “It is impossible to know who knows what about me nowadays.” Yet
there are paradoxical aspects of customers’ feelings. They are both suspicious of
companies that collect data and at the same time are willing to share it.

Customers’ willingness to share data is
increasing in all markets surveyed.

since 2015

8% increase
on data shared

In fact, they are willing to share an average of more than eight pieces of data from this list:
Name

Address

Online purchases

Email Address

Hobbies and interests

Household information (my home, how many people live there etc.)

Occupation

71%

Date of birth

Nationality

Income level

Mobile phone number

Web history (visited sites)

Information about my lifestyle

of our respondents agreed that,

“It is impossible to know who knows what about me nowadays.”

Q: Companies will often ask you to share your personal details when signing up/registering online. Please indicate what information you would generally be willing to share
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TOO MUCH INFORMATION?

Greater transparency means greater willingness to share. What’s more, when companies explain why they
want certain types of customer data and what the benefits for the customer will be, customers are often
more likely to share highly valued information.

52%
Without any context, half of customers will provide their mobile number.

69%
This jumps to over two-thirds when companies provide an explanation.

Q: Companies often want to understand their customers better so that they can give them more tailored products or services, provide a better shopping experience and more relevant offers and
promotions. Assume that the information you provided would be kept anonymous and secure, and only used by that company and never shared with 3 rd parties. Please indicate what information you
would generally be willing to share with a company for these purposes.
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IN THEIR WORDS
“I’m wary of being asked for my date of
birth, but if they tell me it’s because they’re
going to send me a freebie on my birthday,
then of course they can have it!”

“If you want to do anything online, you
need to hand over details – and I do
most of my shopping online nowadays.”

“I was asked by a supermarket to give
details as to whether I had pets, which
seemed really random at the time, but it
turns out they send vouchers for pet
food which is great!”
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WHY DOES IT MATTER?
Be open and responsible about data
Indiscriminate data collection and lack of responsible data usage can have disastrous
consequences, ranging from reputational risk to loss of sales. Customers assume they have
been asked for their data for a reason, and that the data they share will be used to enhance
their experiences.
If companies are open about the relationship between data and benefits, and how they will
safeguard the former, customers will have a greater incentive to share correct data and keep
it up to date.
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YOUNG AND CAREFREE

Younger consumers attribute less value to their
personal data than other age groups.

57% of 18-24 year olds place a value of
$20 or less on their personal data such
as name and date of birth.

However, for 45-54 year-olds 41% place a value
of $20 or less on their personal information.

Younger customers have grown up sharing their data.
They told us that it is a “cost of doing business” today.
As such, they appear less likely to question handing
over their data.
When it comes to downloading apps,
33% of 18-24 year-olds say that they, “never look at what
permission an app asks for when I download it to my phone”
compared to 23% of 45-54 year-olds.

This may explain
why 37% of 18-24 year-olds have also “turned off push
notifications from apps” compared to 24% of 45-54 year-olds.
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YOUNG AND CAREFREE

“I expect to hand over data in order to access certain free services”

Across all markets, between 47% and 67% of 18-24 year-olds
expect to hand over data in order to access certain free services,
with South Koreans agreeing the most.

47%

0

67%

100
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IN THEIR WORDS
“My friend found a
thing on his phone that
had been tracking his
movements for about
the last two years. He
could see everywhere
he’d been! It was quite
cool actually.”

“Sharing data is
completely the norm.
Maybe because I’ve
grown up with things
like Facebook I just
don’t think about it as
something bad it’s
just what we do.”

“It’s not like someone is sitting
reading all about me. I’m just
data in an algorithm.”

“There is a big cloud with all our data in it
– then certain information can be accessed
by companies for certain things.”

“I used a weight loss app, called Pacer or
something. You fill in your height, weight and it
works out your BMI for you. Then based on your
activity it helps you lose weight. It’s great.”

4

WHY DOES IT MATTER?
They may be young but they’re not naïve
It may be tempting to see this generation of so-called “digital natives” as easy pickings. They
hold their data less tightly and are readier than their parents to swap it for services, ranging
from free apps to product discounts.
But companies mistaking this willingness to share for a lack of care will fall foul of the “digital
native” generation. Their expectations are not just of great value and customer experience, but
also of an ethical approach from the businesses they interact with. Marketers who play fast and
loose with younger customers’ personal data can expect to be called out on social media, with
a knock-on effect on their reputation and standing in the marketplace.
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A BULGE IN DIGITAL WALLETS
2016 Likelihood to use digital wallet on mobile device

There has been a universal
increase in the number of
customers likely to use a
digital wallet
In 2015, fewer than one in nine smart phone
owners globally said that they were very
likely (score 9 or higher) to use a digital
wallet. Compared to a year ago, we have
seen people’s acceptance of, and indeed use
of, digital wallets significantly increase. Even
in countries like Germany, still a cash-based
society where take-up is lowest at 4%, there
is double-digit growth in terms of likelihood to
use digital wallets. With the rise of Apple Pay
and other new entrants to the market we
expect to see this trend continue.
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 Already using  9-10 Very likely  7-8 Likely  1-6 Less likely
Q: Digital

wallets are being developed on mobile devices to enable you to store your loyalty cards, vouchers, airline tickets, travel passes and cashless payments methods. To what extent on a scale of
1-10 would you be likely to use a digital wallet on your mobile devise where 1 is extremely unlikely and 10 is extremely likely.
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A BULGE IN DIGITAL WALLETS
Year-on-Year likelihood to use digital wallet on mobile device

There are many reasons why
people are using digital wallets
to make life simpler.

89%

% scoring six or higher
78%
75%
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#1 REASON
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56%

cashless
payments
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#2 REASON

55%
store loyalty
cards

Q: Digital

2016
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India

wallets are being developed on mobile devices to enable you to store your loyalty cards, vouchers, airline tickets, travel passes and cashless payments methods. To what extent on a scale of
1-10 would you be likely to use a digital wallet on your mobile devise where 1 is extremely unlikely and 10 is extremely likely.
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WHY DOES IT MATTER?
Just because they can, doesn’t mean they will
Customers are looking for more simplicity in their lives. As digital wallets become more
mainstream, retailers need to be in a position to use this channel to remain relevant and
close to their customers.
Businesses must make sure that they employ technology, not to complicate or obstruct a
customer’s journey, but rather to make it smoother, quicker and more enjoyable.
It is easy to imagine a future of omnipresent digital wallets, where all transactions are
accomplished with little more than the tap of two screens.
Yet to ignore people’s concerns over data security and identity theft would be unwise.

FIVE ACTIONS MARKETERS
NEED TO TAKE NOW

1

3

Personalize the
value proposition
to meet customer
expectations.

Rethink targeting
using data.

2

4

Be transparent
and responsible
about data.

Become better
custodians of
customer data.

5
Shift focus from,
“What can we do to our
customers?” to “What
can we do for our
customers?”

RESEARCH METHODOLOGY
The Aimia Loyalty Lens study began life in 2014. It tracks customer attitudes to brands, opinions on data sharing
and privacy, and engagement with technology.
Using the insights it contains, retail, grocery and financial services marketers can take action to address evolving customer expectations and
behavioural trends.
Aimia surveyed more than 15,000 consumers in nine countries: Australia, Canada, Germany, India, Middle East, South Africa, South Korea,
United Kingdom, and the United States. We surveyed more than 1,000 people each in UAE, South Korea and South Africa, and
approximately 2,000 in each of the other markets. Research has been running in all markets since 2014 with the exception of South Africa
and South Korea which are new this year.
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The samples are nationally representative in terms of age, gender and region in all markets except UAE and India. In these two countries, the
samples are “online representative”. This means they are representative of the population who have Internet access, which is typically biased
towards younger, higher-income groups.
We asked all respondents a series of questions then split them into three groups to answer more detailed questions on either bank, retailers
or supermarkets.
This year, we added a qualitative portion to our research, conducting face-to-face interviews with 50 UK consumers to dig a little deeper. We
asked what they really think about brands and their use of personal data and their comments appear within the study.

ABOUT AIMIA
Making business personal
At Aimia, we make business personal. We do this by helping our clients deliver
customer experiences that stand out and encourage brand loyalty.
At the heart of our business is the design and delivery of loyalty programs.
We own and operate coalition-loyalty programs all over the world. So we know what
works, and why. Companies might want to create their own loyalty programs from
scratch. Or redesign them to keep pace with customer trends and expectations.
Using our expertise and technology, marketers can develop the types of customer
relationships that drive business success.

FOR MORE
INFORMATION
Canada and USA:
Cheryl Kim:
cheryl.kim@aimia.com
Max Bernard:
max.bernard@aimia.com

EMEA and Asia Pac:
Megan Ratcliffe:
megan.ratcliffe@aimia.com

aimia.com

