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On average, 80% of a brand’s profits come from the top 20% of customers*. This top 20% is your most 
loyal group of customers, known as brand loyalists. Brand loyalists are gold - they drive revenue and 
spread the word about your brand. So, why are they limited to just a fifth of your audience?  
 
In Dotdigital’s latest consumer research, we surveyed 3,000 shoppers to uncover the critical 
touchpoints that turn leads into brand loyalists. This quick guide shares actionable insights to help you 
optimize your marketing and grow your loyal customer base.  

Step 1: Capture the right data 

How to turn leads into 
brand loyalists

Happy to share email

45 13

Happy to share postal address

Happy to share phone number

68%

32%

24%

How comfortable are you with sharing your personal data in exchange for rewards & perks? 

Every journey begins with an exchange of data. Email is still the channel of choice for consumers, but 
alternative experiences are on the rise. 

Capturing the right data is essential for building stronger customer connections. It allows you to build 
relevant experiences on the channels your audience is most engaged with. But remember, this is a value 
exchange: clearly communicate the benefits of each channel and respect consumers’ preferences.

*zippia.com
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Once you’ve captured your customers’ data, it’s time to get to work and send them to the 
checkout. But what makes consumers click?

UK consumers reveal some interesting generational nuances. We discovered that Gen Z is increasingly motivated 
by scarcity (e.g. Only 3 left!) and popularity (e.g. In 10 carts right now!)  messaging. They’re not just looking for 
products; they want to know what’s trending. By optimizing browsing experiences, you’ll pave the way for deeper 
relationships down the line. 

When asked what makes consumers loyal to a brand, product quality was top, followed by customer service, 
telling us that loyalty is often a byproduct of a great overall experience. That doesn’t mean it’s completely out of 
your hands. Loyalty programs are a top influence, too, so communicating the perks of your program is essential.  
 
In the UK, Gen Z is 88% more likely to feel loyal to brands recommended by influencers, and 36% more likely 
to stick with sustainable brands. Understanding and acting on these signals creates personalized, relevant 
marketing experiences that drive loyalty for your brand.

Step 2: Turn browsers into buyers

Step 3: Drive repeat purchases

Customer reviews

Free and easy returns

Incentives and discounts 

Post-purchase rewards (in a loyalty program)

Helpful product recommendations

52%

52%

50%

34%

2%

Online purchase drivers Total

Best products

Customer service (e.g. free shipping, live chat)

Loyalty programs

Cheapest products

Sustainability

81%

64%

52%

48%

47%

Loyalty drivers Total

Top five purchase drivers for UK consumers

 Loyalty drivers ranked as ‘important’ or ‘extremely important’ by UK respondents
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So, we know the chance to earn loyalty points helps drive conversions, and loyalty programs 
inspire long-term brand engagement. It’s time we dive into the programs themselves and what 
consumers want from them. 

Points-based programs are the overwhelming favorite, with 65% of UK consumers preferring these rewards. 
Baby Boomers and Gen X are the biggest fans of this program type. Gen Z and Millennials, on the other hand, are 
increasingly drawn to programs offering gifts and freebies.

 Step 4: Enroll in a loyalty program

Methodology

What type of loyalty program do you prefer? 

62%
Point-based  

programs

22%

8%

5%
Point-based 

programs

65%
Gifts and 
freebies

21%

Tier-based
programs

7%
Subscription 

programs

4%

I don’t use 
loyalty  

programs

3%
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Over half of your Gen Z audience (53%) want to be rewarded with gifts and freebies, no 
matter the type of program. Overall, cashback, freebies, and birthday rewards are most 
desired by UK shoppers.  

After all your hard work, you don’t want to lose a high-value customer because you’re talking to them too 
much, not enough, or on the wrong channel.  
 
The good news is that 64% of UK consumers want to receive email updates about loyalty programs, which 
aligns nicely with our findings on their data sharing preferences. While only 9% opted for a combination of 
channels, they’re definitely onboard with using additional channels.  
 
Gen Z and Millennials are leading the charge for mobile marketing, especially app notifications and 
WhatsApp updates. And, overall, the UK is 34% more likely to engage with direct mail channels. As demand 
for cross-channel marketing grows, showcasing the value of alternative channels will help you achieve 
stronger engagement by connecting with customers on their chosen platforms.

Step 5: Reward their loyalty

Step 6: Keep them engaged

Cashback on products

Freebies, gifts, or samples 

Birthday or anniversary rewards 

Free shipping or return services

Personalized discounts or o�ers

57%

55%

49%

48%

46%

Rewards Total

Top five loyalty rewards of UK consumers 
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Frequency also matters. While monthly loyalty program updates are what Baby Boomers and Gen X are after, 
Millennials expect weekly updates. Understanding these preferences is key to ongoing engagement. 

Daily 

Weekly 

Monthly 

Quarterly 

Annually 

Less frequently

3%

40% 

45%

8%

1%

2%

Frequency Total

Gen Z is 2x more 

likely to opt in to 

WhatsApp marketing 

updates.

How often do you want to receive loyalty program updates? 
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One of the most revealing findings in The loyalty divide is the disconnect between consumers’ perception 
of personalization and relevancy. The majority of UK consumers (79%) are happy with personalization. 
However, only 20% consider those messages to be ‘very relevant’. 

More than anything else, the relevancy of your marketing will make or break your customer relationships. 
True loyalty grows from your ability to meet customer needs. Personalized and relevant marketing ensures 
you achieve this.

Step 7: Always be relevant

% of UK respondent who agree with the following statement

“The personalized marketing I receive is ‘just right’.”

“The marketing I receive is ‘very relevant’.”

79%

20%
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This is just the beginning, we have tons more insights just waiting 
for you in The loyalty divide. It’s time to get the lowdown on what 
customers really want from their favorite brands.

Find out more about what 
makes a brand loyalist

CUSTOMER LOYALTY REPORT 2025 

5

44

Executive summary

THE LOYALT Y DIVIDE 2025

Executive summary

   The exponential effect

Then there’s the exponential effect that Loyalty 

has. We found that loyal consumers are 100% more 

likely to tell friends and family about new products. 

In terms of communications preferences, email is 

by far the preferred datapoint that consumers are 

willing to share. Loyal customers are 24% more likely 

to prefer communications across a combination of 

other channels such as SMS, WhatsApp, mobile push, 

and even direct mail. Email therefore serves as an 

important gateway to zero-party data and a successful 

cross-channel strategy. 

 
 

   The Dotdigital effect

Marketing’s ability to deliver a memorable customer 

experience needs to extend beyond the next campaign. 

It can feel overwhelming to know you have different 

preferences building up in your customer base. In 

order to convert the insights in this report into repeat 

sales and customer loyalty you’ll need marketing 

automation as your base, channel flexibility, powerful 

yet effortless segmentation tools (AI is on hand to help 

here too) and a sprinkle of personalization every step 

of the way. 

 
Consumers are telling us exactly what they want, the 

question is, will marketers listen?

   The CMO perspective 

Marketers spend a lot of time trying to figure out 

what customers really want, but often have to rely on 

assumptions and partial data to make decisions. We 

thought it was about time someone went directly to 

the source (the customer) and just asked them. So, 

that’s we did it.  

 

   The cohort effect

Dotdigital surveyed 3,000 consumers across Australia, 

the UK, and the USA and asked them about loyalty, 

rewards, personalization, and more. We quickly found 

that the “cohort effect”, popularized by demographer 

Norman Ryder, is real. The cohort effect suggests that 

groups of people with shared experiences or attributes 

behave similarly. When you were born, and your 

relationship with technology, are two key examples 

that marketers are increasingly taking note of. When 

you were introduced to social media and smartphones 

is going to impact how you engage with the brands  

you connect with and buy from. So you’ll see the 

chapters in this report focusing not just on the 

headline findings, but also how certain generations  

pull away from others.  

 

While it’s no surprise that personalization is a key 

loyalty driver, we did find that what brands see 

as personalized and what consumers want from 

personalization, are different things. Translated into 

consumer-speak, personalization should convert to 

relevancy. Consumers crave authenticity which is 

where social media, UGC (user generated content) and 

influencer marketing come into play. 

 
Younger generations are often typecast as fickle and 

less loyal. Our research suggests a contradictory and 

important detail; 29% of Gen Z consumers we spoke 

to are more loyal to the brands they love now versus a 

year ago, compared to just 11% of Baby Boomers.  

 
It’s the younger generations who are set on making 

their mind up as to where they shop. They are also the 

generation most likely to respond to freebie products, 

gifts, or samples - something we’re seeing reflected in 

some of the fastest growing industries like beauty and 

personal care.
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What consumers want 

marketers to know
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Loyalty breeds loyalty

Activate your brand loyalists 

The time has come to turn insights into action. Here are our research-backed, expert-approved suggestions on 

how to turn the consumer and marketer survey findings into real brand engagement, with the power of brand 

loyalists.  

 
Brand loyalists are your strongest advocates, ready to spread the word about why they’re proud to buy from you. 

If you can understand the characteristics and behaviors of your current brand loyalists, not only will you connect 

with them on a deeper level, you can also create more. Here’s how…

Loyalty breeds loyalty

Average age and gender

Male
Female

In a snapshot: Your brand loyalists 

45%

55%

Average age

42

Daily online touchpoints

Brand advocacy

New brand discovery 

who agreed with the statement: ‘I tell my 

friends and family about new products’.

43%

Search engines

41%

Online retail websites

36%

Ads seen on      

websites

36%

Emails or letters/ 

mailshots from 

companies

72%

Browse social media

(e.g. posts, stories, ads)

54%

Watch short videos

(e.g. reels, TikTok)

48%

Watch streaming 

services

38%

Watch videos

(e.g. how to, vlogs)

31%

Play mobile           

games

28%

Read online            

press/articles

Top 3 social media channels51%

26%

Facebook

18%

Instagram

14%

TikTok
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The laws of loyalty attraction 

How to win hearts & carts

Losing customers is a lot easier than winning them. One wrong, seemingly small mishap, like a poor customer 

experience, unexpected shipping costs, or even an inadequate/irrelevant communications flow, and they could be 

gone for good.  

 
Our survey data shows that personalized offers and loyalty programs increase customer longevity and influence future 

buying decisions. But, only when they consider the types of rewards customer cohorts prefer, and the ways customers 

like (and don’t like) to be communicated with. Spoiler alert: it varies significantly by generation and gets harder to 

achieve as the age of customers decreases. 

Generational demands 

Baby Boomers are the ultimate brand enthusiasts, often showing loyalty to more than 10 brands at a time. Gen Z, on 

the other hand, are 26% more likely to be loyal to three or fewer brands.

The laws of loyalty attraction

6%

6%

2%

29%

42%

24%

37%

47%

45%

36%

13%

14%

18%

7%

34%

41%

11%

6

29%

82%

7%

37

45

67%

13

4%

8%

13%

78%

24%

72%

4%

Baby Boomers

Baby Boomers

Gen X

Gen X

Millennials

Millennials

Gen Z

Gen Z

How many brands do you consider yourself loyal to? 

Each generation by the number of brands they’re loyal to

Despite being committed to fewer brands, loyalty is increasing across Gen Z, with this generation being 45% more 

likely to have increased loyalty to brands compared to the previous year. Meanwhile, Gen X and Baby Boomers are 

showing consistency by staying committed to their favorite brands.

In the last 12 months, would you say you have become more loyal, equally loyal, or less loyal?

Breakdown by generation

None
1 to 3

4 to 5
More than 10

More loyal
Equally loyal

Less loyal

CUSTOMER LOYALTY REPORT 2025 

21

2020

THE LOYALT Y DIVIDE 2025

The laws of loyalty attraction 

How to win hearts & carts

Losing customers is a lot easier than winning them. One wrong, seemingly small mishap, like a poor customer 

experience, unexpected shipping costs, or even an inadequate/irrelevant communications flow, and they could be 

gone for good.  

 
Our survey data shows that personalized offers and loyalty programs increase customer longevity and influence future 

buying decisions. But, only when they consider the types of rewards customer cohorts prefer, and the ways customers 

like (and don’t like) to be communicated with. Spoiler alert: it varies significantly by generation and gets harder to 

achieve as the age of customers decreases. 

Generational demands 

Baby Boomers are the ultimate brand enthusiasts, often showing loyalty to more than 10 brands at a time. Gen Z, on 

the other hand, are 26% more likely to be loyal to three or fewer brands.

The laws of loyalty attraction

6%

6%

2%

29%

42%

24%

37%

47%

45%

36%

13%

14%

18%

7%

34%

41%

11%

6

29%

82%

7%

37

45

67%

13

4%

8%

13%

78%

24%

72%

4%

Baby Boomers

Baby Boomers

Gen X

Gen X

Millennials

Millennials

Gen Z

Gen Z

How many brands do you consider yourself loyal to? 

Each generation by the number of brands they’re loyal to

Despite being committed to fewer brands, loyalty is increasing across Gen Z, with this generation being 45% more 

likely to have increased loyalty to brands compared to the previous year. Meanwhile, Gen X and Baby Boomers are 

showing consistency by staying committed to their favorite brands.

In the last 12 months, would you say you have become more loyal, equally loyal, or less loyal?

Breakdown by generation

None
1 to 3

4 to 5
More than 10

More loyal
Equally loyal

Less loyal

Check out the report

https://dotdigital.com/customer-loyalty-report/

