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National survey finds women are more loyal to brands than men
Loyalty is a theme that permeates throughout our society, from the personal lives of everyday people, to
the pages of celebrity magazines as high profile relationships regularly fall apart, and politicians
losing the loyalty of the electorate and their peers, to Manchester United manager Alex Ferguson
struggling to maintain the loyalty of his star striker. Brands too are fighting a constant battle to
maintain the loyalty amongst consumers in the frugal society that has emerged from the recession –
today it is much harder to build brand loyalty as customers swap brands easily, chasing the best deals.
Some of the loyalty dynamics at play in the relationship between brands and Britain’s consumers have
been uncovered by a recent survey by customer insight and loyalty specialist The Logic Group and Ipsos
MORI which show that disloyalty isn’t just a quality confined to the nation’s footballers; male
consumers too are apparently less loyal to brands than women.
Of all the women who were asked in the survey of more than 2,000 consumers, 67% said they are members of
at least one loyalty scheme; a significantly higher proportion than the 57% of men that are members of at
least one loyalty scheme.
Women were also found to be significantly more likely than men to say they are loyal to the following
organisations or places:
•Supermarkets (68% vs. 59% of men)
•Department stores (32% vs. 21% of men)
•Clothes shops (36% vs. 24% of men)
•Restaurants/coffee shops (35% vs. 30% of men)
Perhaps unsurprisingly men are significantly more likely than women to say they are loyal to
bars/pubs/clubs (28% vs. 20% of women).
Women are also more satisfied than men with the benefits shopping and retail loyalty schemes offer to
them (71% vs. 62% of men).
Women are more likely than men to agree that:
•Since the recession started, loyalty schemes have had more influence on what I’ve chosen to spend
money on (19% vs. 15% of men)
•Since the recession started, I have taken advantage more of the benefits provided by loyalty schemes
(20% vs. 15% of men)
•I trust companies who run loyalty schemes to keep my personal information safe (51% vs. 44% of men)
•I always remember to use loyalty cards (54% vs. 40% of men)
Women are also more likely than men to say ‘Offers that are relevant to me’ will encourage them to
spend more with a business or organisation (51% vs. 44% of men).
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Anamaria Chiuzan, customer insight and loyalty specialist for The Logic Group comments: “When it comes
to brand loyalty men and women clearly have very different drivers and motivations. The challenge for
brands is to capture these differences in their loyalty messages and programmes, ensuring that they offer
the right deals and messages at an individual level. British consumers are incredibly diverse and a one
size fits all approach will do nothing to increase feelings of loyalty amongst both men and women.
Loyalty is about the customer experience underpinning engagement with a brand. A series of factors
determine how that experience should be defined: age, sex, lifestyle etc. Loyalty succeeds when the brand
messages are tailored to build an experience that resonates with different customer types.”
The full report on the results of the survey can be downloaded here:
http://www.the-logic-group.com/Product/LoyaltyReport2010
-ENDSi Young people are those aged between 15 – 25 years
Research Methodology
*The Ipsos MORI / Logic Group survey interviewed a nationally representative sample of 2,154 adults
across Great Britain. Interviews were conducted face-to-face, in home from 23rd – 29th April 2010
*The follows on from the 2009 Loyalty Survey, which comprised of 1,999 interviews between 16th – 22nd
January 2009.
About The Logic Group (www.the-logic-group.com)
The Logic Group partners with leading organisations across Europe to enhance the effectiveness, security
and profitability of their customer interactions. The Company specialises in the secure management of
information and transactions through the delivery of trusted payment and loyalty solutions that enable
increased revenue, improved profit, and reduced operating costs and risk.
We combine our skills, experience and innovation into client solutions that drive improved customer
experience, enhanced customer insight and stronger customer relationships. We believe that we have an
unmatched passion and track record for building effective customer interaction. That is why the Company
is behind many of the best known names in Europe for whom maximising the value of their customer
interaction matters most.
Contact
For more information or to request a full copy of the ‘The 2010 Logic Group Loyalty’ report please
contact:
Tom Flisher/Sarah McArthur
Octopus Communications
Logicgroup@octopuscomms.net
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