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Your customers are
quite chatty!

Customers who have communicated with their 
favorite brand through a messaging chatbot
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In our very first Mobile Loyalty Report in 2016, we highlighted the vast gap between customer 
expectations on what was wanted in a mobile loyalty program and a brand’s ability to deliver on 
those expectations.

Back then, 52% of consumers polled said mobile loyalty rewards and benefits motivated them 
to purchase more often, but 65% of brand marketers said they either lack the IT resources for 
mobile loyalty integrations or admit they lack the knowledge on how to launch a mobile loyalty 
program. We also learned in 2016 that SMS was the customer’s channel of preference to 
receive loyalty communications—with 48% of customers preferring SMS to other channels. 

In 2017, we reported the rise of customer interest in intelligent assistants, chatbots, and 
messaging apps. Chatting with friends and family via text message has become the norm—with 
smartphones being used more for messaging than for phone calls.[1]

So, fast forward to today and the speed of which mobile communications have changed—how 
has this dynamic evolved? Have brands made progress? Have customer expectations changed 
once again? What’s new? And, how can brand marketers stay ahead of the curve to win with 
their customers?

We used our 2019 survey to find out.
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Check out our previous reports on our resources page at 3C.com.

https://www.3cinteractive.com/resources/
https://www.3cinteractive.com/resources/
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Key Takeaways and Trends
A mobile-enabled loyalty program is even more valuable today—with 61% of respondents reporting it 
makes them visit/purchase more often. And the good news: brands have made progress, as less than 
50% of brands now report they lack the IT resources or integration know-how to build a mobile-enabled 
loyalty program compared to 65% in 2016.

This investment from brands has helped fuel growth in brand loyalty programs for the 4th year in a row:

Has loyalty membership 
changed over the last 
year for your brand?
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% of brands reporting an increase in 
loyalty membership

52% 65%

61% 49%

% of customers who say a mobile-enabled loyalty 
program makes them visit/purchase more

% of brands who report a lack of IT resources/integration 
know-how as a roadblock to getting started



Brands Need to Get Conversational
with Their Customers

Personalization is paramount to driving
1-to-1 engagements.

Does this growth come at a cost? With more and more brands adding mobile to the mix it becomes 
increasingly more difficult for brands to break through the clutter. So, what are some customer trends 
brands can take advantage of to stand out in the crowd? The answer, we found, is enabling 1-to-1 
conversations with customers. Here are some key insights that explain why:

Gone are the days of being able to send blanket offers 
to your loyalty members. When asked about what the 
most important feature of a mobile-enabled loyalty 
program was, personalization ranked the highest. 
This is consistent with what we found in last year’s 
report, where both brands and customers agreed that 
personalization is an important focus for mobile loyalty. 

In order to make engagements with customers more 
personalized, brands need to consider how to integrate 
existing customer data, such as CRM profiles and 
purchase history, into their loyalty program. A 2018 
report from Accenture found 91% of consumers 
are more likely to shop with brands who provide 
relevant offers and recommendations.[2] Additionally, 
2019 research from SmarterHQ found that 72% of 
consumers only engage with marketing messages 
that are customized to their specific interests.[3] The 
bottom line is if brands want to retain their customers, 
personalized engagements are crucial.

But personalization doesn’t stop at the ‘what’. It also 
extends into ‘how’ and ‘when’—which became even 
more evident when we extracted our next insight from 
the survey.

91% of consumers are more likely to 
shop with brands who provide relevant 

offers and recommendations

72% of consumers only engage 
with marketing messages that are 

customized to their specific interests

91%

72%
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Brands need to keep communication open.
Loyalty programs come in many shapes and sizes. Your brand might offer rewards for certain dollar 
amounts spent or points for specific purchases. Or, your program might offer exclusive deals for its 
enrolled members. But regardless of how your loyalty program is engineered, it’s likely not the only 
program your customers are enrolled in. This can cause headaches for your customers—trying to 
remember their loyalty status or points balance for your specific program. When we asked customers if 
they knew their current loyalty / points status for their favorite brands, nearly 40% either did not know 
or were unsure. And while this means a significant portion of customers DO know their status, this fact 
became slightly less appealing as we dug a little deeper.

Next, we asked customers if their favorite brands keep them well-informed of their loyalty status and 
benefits. Only 28% of customers said they receive regular updates from brands, while 45% said they only 
sometimes receive updates. And, an astonishing 26%—over one quarter of respondents—say they don’t 
receive updates at all.

Does your favorite 
brand keep you well 

informed of your loyalty 
status and benefits?

The magnitude of the two previous responses from 
customers really came to light through our next 
question. When asked how likely they’d be to make a 
purchase or redeem an offer if their favorite brands 
sent regular updates, only 13% said they were unlikely. 
From the customer’s perspective, brands are leaving 
money on the table by not communicating with 
customers about loyalty status and available offers.

However, the onus shouldn’t be entirely on the brands 
to keep customers in-the-know. Our data shows that 
nearly half of customers (48%) think the ability to check 
their loyalty status in real-time is appealing. The data 
also revealed a brands’ app and website were the two 
most popular places customers know to look for their 
status. But logging into an app or website isn’t entirely 
necessary.

Recent research from Yubico and Ponemon Institute 
found that, on average, people spend nearly 11 hours 
per year entering and/or resetting passwords.[4] This 
presents an opportunity to use mobile messaging or 
other chat interfaces to enable customers to quickly 
inquire about their loyalty status or balance.

Yes, Regularly 
28%

No, Not 
At All 
26%

Sometimes
45%
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Chat interfaces are popular,
but need to be simple and effective.

Chat interfaces are very popular among customers. 83% of customers say they’ve engaged with their 
favorite brands through a messaging chatbot. The top three tasks customers liked to complete through 
these chatbot interfaces were [1] Check loyalty status, [2] Get points balance, and [3] Check the status of 
order delivery.

While customers had a high propensity to try a brand’s chat interface, 45% of customers said the chat 
interfaces were not helpful in completing the desired task and had to speak with customer care to 
complete. Another 29% of customers ended up too frustrated before completing the task. But even 
though customers had trouble with some of the chat interfaces, twice as many customers still said being 
able to communicate with brands through a chat interface made them more loyal to the brand than did not. 

This bodes well for brands who said that artificial intelligence and chatbots were the next big 
opportunities for their loyalty programs, but what channels should brands invest in with chatbots?

Growing in popularity is the upgrade to SMS called Rich Communication Services (or RCS). Carriers all 
over the world have already begun rolling out and using RCS—which will automatically take the place of 
SMS within the native text messaging application on consumers’ devices. For the 44% of brands who 
said they did not have a Facebook Messenger chatbot and the 43% who said they do not offer website 
chat functionality, RCS may be a worthy alternative to help customers complete the top three tasks 
mentioned above. 

RCS can also integrate natural language processing (NLP), which eliminates the need for customers to 
know exactly how to interact with the chat interface to get the information they need. Customers can ask questions 
or make requests about their account and the chatbot is able to determine what to do with the request.

  For more about RCS, click here to download our Getting Started with RCS guide.

No
19%

Yes
38%

No Difference
44%Does being able to 

communicate through 
chat with your 

favorite brand make 
you more loyal?
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https://www.3cinteractive.com/resources/getting-started-rcs/
https://www.3cinteractive.com/resources/getting-started-rcs/


Quick Wins for Brands
Now that we’ve seen data to support getting more conversational and 

personalized with engagements between brands and their customers, let’s 
take a look at some examples of ways brands can take advantage.

Leverage existing data (name, status, 
purchase history) to personalize engagements1

Dynamic 
Points Tracker

Loyalty Status 
Updates

Personalization is important 
to your customers. Things like 
tailored offers or custom mobile 
wallet cards can go a long way in 
keeping your customers satisfied.
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Use messaging to enable inbound loyalty 
status / points balance requests2

Your customers experience password fatigue. Sometimes a simple SMS 
application can help them get the information they need much faster. And two-
way SMS can include links to offers and the ability to shop right away. SMS can 
also deep link into your native app to drive engagement with customers who do 
not have push notifications turned on.

Keyword-
Initiated

Personalized 
Response
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Explore newer technology such as NLP and 
RCS to drive more actionable engagements3

Website chat functionality just doesn’t get the job done all the time. NLP 
has proven to be effective at helping serve customers and RCS is a feature-
rich and actionable platform that is already familiar to your customers.

Rich Card

Chip List

Suggested 
Actions
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For customers, personalization is the 
most important feature of a mobile-
enabled loyalty program

2

Brands have embraced mobile-enabled 
loyalty programs, but need to continue to 
innovate to stay ahead of competitors

1

3
The intersection of the brand opportunity 
and what customers want from brands 
is simple conversational interfaces that 
drive personalized, 1-to-1 engagements

*3C mobile loyalty online survey was presented  to 1,500 consumers and 1,500 brand marketers across the US from April 1 – 5, 2019.
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