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The Good, the Bad, the Ugly: 3 methods
to get by in the Wild West of Loyalty

Monica Alexandru, PhD
Sociologist, ISRA Center
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p— We tested 3 loyalty models

The classical The updated The disruptive
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WARMTH:
~ Personalised coffee cups
Friendly space

COMPETENCE:

‘;'» STARBUCKS’ PURPOSE

!
The best co ﬁcee anol expresso To inspire and nurture the human 5
Celvinkes spirit one person, one cup and
i |

1 one neighborhood at a time.
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! H,{ R . If it feels good,
do you still need to think about it?
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The mental
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Did you create a relationship? Resonance

Are you noticeable/differentiated

memorable? Response

Meaning

What are you
d Rational & Emotional

: Do you have a clear identity2 Identityl awareness
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Jacobs laAiia;za Hﬁtﬁna
\mlmg)‘ ! Lower than R \ﬂ-—_\ /

= its potential

Resonance

Response

Meaning
Rational &
Emotional

R:55% E.54% R:54% E:53%

Identity/

Awareness 92% Prompted awareness; 92% Prompted awareness; ‘&= _ Prompted awareness;

86% ‘Identity’ score 65% ‘Identity’ score ; ‘|dentity’ score

n &ﬁ Percentages represent factor scores above ‘6’; scale 1 to 7; Base: respondentSaware =~

* Differences against average
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WARMTH
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Average factor scores for Competence and Warmth; scale 1 to 7; Base: All aware
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Is it easily.

recognisable?  /
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92% Prompted Awa. 92% Prompted Awa. 74% Prompted Awa.

54% ToM 7% ToM:; 6% TolM;
Fame . 15.4 secs 13.3 sec. 16.4 sec
Feeling @ 100% 96% 2%

Fluency 76% 5

(average %) B JI— .

Graphical illustration
not scaled to size
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ESOMAR Take outs
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‘ Each model is a good toolkit to build brand share and loyalty. Brands
\ should choose the one that best fits their research purpose:

§ Learn!

S ( Standard Equity: measures brand strength, identifies

- vulnerabilities or evaluates KPI progress in tracking studies.

3 ¢ Connect!

— \ \ Human Brand: a valuable research tool for brands focused on
e building strong emotional relationships with their customers.
= ( Stay!

STy . Fame, Feeling, Fluency: offers the best research context to control
e the cognitive biases of standard market measurements.
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THANK YQOU!

Monica Alexandru
Sociologist, ISRA Center




