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The 2018/19 Truth & BrandMapp Loyalty Whitepaper analyses changing consumer  
attitudes towards loyalty programmes and unpacks factors influencing loyalty programme 
usage. With a detailed look at loyalty within the South African market place, this whitepaper  
explores strategies on how companies should rethink or evolve their approach to  
developing customer loyalty programmes.

Following the success of our three previous whitepapers, the 4th edition is a product of the 
collaboration between Truth, South Africa’s renowned loyalty and CRM consultancy, and 
WhyFive, a consumer insights consultancy.  Their comprehensive, BrandMapp data-driven 
survey, partnered with Truth’s extensive experience in the loyalty environment ensures the 
whitepaper is approached from both a scientific and holistic perspective.

In this whitepaper, insights derived from the current state of loyalty in South Africa were 
unearthed using results from the 2018/19 BrandMapp survey. BrandMapp is South Africa’s  
largest independent annual survey created using the responses of 25 369 people,  
answering 270 questions relating to product usage, loyalty programmes, shopping habits 
and media consumption, across 820 brands and 130 categories.

BrandMapp focuses on profiling, describing and identifying the needs, perceptions and 
behaviours of respondents, whilst Truth examines and unpacks the insights from a loyalty 
perspective.

This comprehensive online survey provides a unique analysis of consumers defined in  
this whitepaper as “economically active”, South African adults over the age of 16 with  
internet access. Respondents include those with a gross monthly household income in 
excess of R10 000, who are in a position to be influenced by loyalty programmes in some 
capacity.

ABOUT THE 2018 LOYALTY WHITEPAPER



EXECUTIVE SUMMARY

In the 2018/19 Truth & BrandMapp Loyalty Whitepaper, we see the continued high usage 
of loyalty indicating that 75% of South Africans, who are economically active, are using 
loyalty programmes.  We also investigate the difference in loyalty engagement by different 
demographics.

We continue to see a dominance of the most used loyalty brands by retail store brands.  
Clicks ClubCard’s poll position has soared ahead as the most used loyalty programme in 
South Africa.

This leads us to deep dive into loyalty in the health and beauty retail sector and we’ve  
gathered insights from leading retailers, Clicks and Dis-Chem.  Both exceed loyalty KPIs  
in terms of their performance and both are still improving in terms of offering advanced 
personalisation and enriched customer experiences derived from the insight gathered from 
their loyalty customers.

Retail banking programmes are the second biggest loyalty category behind traditional  
retail loyalty. However, having spoken to the leaders of the main four retail banking  
programmes, they indicated that they are trying to improve their value propositions to help 
South Africans in cash-strapped times.

Two additional debates are outlined.  Firstly, which do consumers prefer: to use a loyalty card 
or a loyalty App? Secondly, we unpack in detail which benefits consumers enjoy the most.  
Year on year the reward of choice is cash back. This whitepaper investigates how this 
changes by age, gender and income.

In conclusion, we bring the strategic positioning of loyalty programmes into their rightful 
place as part of the broader brand ecosystem. A loyalty programme alone does not create 
customer loyalty.  The true reflection of customer loyalty is how likely its customers are to 
recommend its brand and in this case, its loyalty programme.  This is discussed at the end 
of the Truth & BrandMapp South African loyalty landscape whitepaper.

This is the 4th edition of the South African loyalty landscape.  Our previous whitepapers 
are available on www.truth.co.za.  The first whitepaper discusses the strategic rationale 
for loyalty and the strategic approach of customer data.  Our second whitepaper unpacks  
customer responsiveness to non-transactional rewards.  Last year’s loyalty whitepaper,  
2017, delivered insight into the power of simplicity in loyalty programmes and the  
importance of redemption of your loyalty currency.
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LOYALTY USAGE IN 2018

In 2018, the BrandMapp survey results indicated a slight 4% points decline in loyalty  
usage from 79% in 2017 to 75% in 2018. However, despite the slight decline, the headline 
still remains that 75% of South African consumers use loyalty programmes, which is a 
substantial proportion of the South African economically active population. It is important 
to note, that this portion of the South African population has grown considerably over the 
last 3 years and continues to do so with more than 2 million ‘new’ consumers joining the 
‘middle class’ population in the past three years.

The below chart illustrates a more detailed view on respondents’ answers to the question:
“Do you use loyalty more, less, or the same as a year ago?”

The number of respondents not using loyalty has increased from 21% in 2017, to 25% 
in 2018, resulting in the slight decline to 75% of survey respondents using loyalty in 2018.
25% are using loyalty programmes more in 2018, 1% point down from 2017 - an  
insignificant shift. 
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Figure 1: Overall loyalty programme usage in 2018
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Source: BrandMapp 2018/19 | n = 24 990

In the 4th edition of the Truth and BrandMapp Loyalty Whitepaper, we look at the South 
African loyalty landscape as a whole and try to unpack where any major shifts may have 
taken place. 

We are pleased to be able to compare results over a 4-year period (2015 – 2018) and have 
seen how loyalty usage has matured over the years. To compare changes year on year we 
look at metrics such as overall loyalty usage (across age and gender). 

THE SOUTH AFRICAN LOYALTY LANDSCAPE IN 2018
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Loyalty programme usage has, over the past few years, been growing. Up until now, we’ve 
witnessed loyalty usage grow year on year. For the first time in 4 years, we’ve seen no  
major increase. In fact, we believe the South African loyalty landscape has entered a level of  
maturity when it comes to how consumers are using loyalty programmes. 2017 showed the  
start of this new level of loyalty adoption by consumers becoming more discerning about the 
number of programmes they belong to. Consumers are more educated and selective about 
the programmes they engage with and have a better understanding of the benefits that  
really matter to them. 
 
As we’ve seen from the 2018 results, the big numbers haven’t shifted considerably, so the 
dial hasn’t moved much when it comes to loyalty usage. This is not necessarily a bad thing 
at all; in fact it shows a level of maturity in the market. However, when we take a deeper 
look under the skin of these factors influencing usage, the story gets more interesting. It is a 
combination of consumers being more astute, as well as, brands aiding this to happen: i.e. 
helping / educating members get the most out of the programmes they belong to in order 
to increase participation in these programmes through increased redemption and higher 
levels of engagement.

USAGE BY GENDER: THE GENDER GAP HAS 
DECREASED IN LOYALTY USAGE

80% of women use loyalty in 2018, versus 84% in 2017. Their overall usage has declined 
by 4% points; however, when we look at the number of programmes they belong to, that 
number has increased. In 2017, women belonged to an average of 5.6 programmes, this 
has grown to 6.2 in 2018. A very similar result to 2016 (6.1).  

Men have shown no shift in usage, remaining at 74% using loyalty programmes in 2017 
and 2018. However, we also see an increase in the number of programmes they belong to, 
from 4.3 in 2017 to 4.5 in 2018.

Average number of programmes  
men and women belong to: vs6.2 4.5
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 I don’t use  
loyalty  

programmes

SameLess More

63% of survey respondents under the age of 25 use loyalty programmes. This is 4% points 
down from 2017, but the four year trend is up by 10% points from 2015 to 2018.

THE MOST USED LOYALTY PROGRAMMES  
IN SOUTH AFRICA

Over the last 4 years we’ve witnessed some very interesting shifts when it comes to the 
most used loyalty programmes.

For this section, it is important to note that every year we ask only the respondents who  
answered “yes” to using loyalty programmes to then identify which programmes they belong  
to. Furthermore, we probe into their preferences when using these loyalty programmes. 
This gives us a true reflection of usage by each brand’s loyalty programme.

In 2018, we’ve seen more programmes enter our most used loyalty programme list. On 
page 7 is the full list of the most used loyalty programmes in South Africa in 2018. 
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Figure 3: Overall loyalty programme usage in 2018 for under 25s
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Figure 2: Overall loyalty programme usage in 2018 by age

16 - 24 25 - 34 35 - 49 50+
Source: BrandMapp 2018/19 | n = 24 990

Source: BrandMapp 2015 - 2018/19
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Figure 4: The most used loyalty programmes in South Africa in 2018
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Source: BrandMapp 2018/19 | n = 21 363

In 2017, Clicks ClubCard surpassed Pick n Pay Smart Shopper to claim the title of the 
most used loyalty programme, but with only a 1% point differential. Results of this year’s 
BrandMapp survey show Clicks ClubCard remains at number 1, with 72% of survey  
respondents using Clicks ClubCard widening the gap between 1st and Pick n Pay (60%) 
in 2nd place.

Clicks ClubCard has made  
the most impressive shifts  

over the last 4 years:

Source: BrandMap 2018/19
Figure 5: Clicks ClubCard performance over 4 years
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Figure 6:   Most used loyalty programmes: 2017 vs. 2018
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Source: BrandMapp 2018/19 | n = 21 363
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Figure 7: Stated active membership volumes
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Source: Truth

*Total membership volumes
Loyalty programme membership volumes are available on each of the brands’ 2017 or 2018, annual financial reports made available on their websites
or recently published in the press.



Loyalty programme to watch:
CottonOn & Co. Perks launched in South Africa 
in 2017, CottonOn & Co. Perks is a multi-partner  
programme allowing members to earn points 
across the Cotton On & Co group of 7 companies. 
These include: Cotton On, Rubi, Typo, Factorie, 
Cotton On Body, Cotton On Kids.

 Earn 10% of your shop back as points
 For every R10 spent = 1 point 
 R100 voucher for every R1000 spend  

 (no minimum spend required / valid for  
 3 months)
 R100 welcome voucher (minimum spend  

 required R250  / valid for 3 months) 
 Birthday treat
 Non-transactional earning opportunities  

 (earn rewards for referring friends and  
 completing surveys)

We love how they incorporate non-transactional 
earning opportunities to drive desired behaviours 
for their business whilst making members feel  
appreciated for doing so. They communicate  
regularly and relevantly, enticing that next visit to 
stores. We believe this is a programme to watch 
over the next 12 months.
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Figure 6 shows you the shifts in programme usage from 2017 to 2018. Pick n Pay Smart 
Shopper remains in 2nd place with 60% of respondents saying they use Smart Shopper in 
2018, down by 6% points from 2017. It is also worth noting that Dis-Chem Benefit remains 
in 3rd place with 49% of respondents using their programme (up from 44% in 2017). The 
results remain unchanged with retail loyalty programmes leading the pack, followed by 
financial services. Spur Family Card and Vida e Caffe’s programme were the only notable 
restaurant programmes listed in 2017. In 2018, we see the likes of Mugg & Bean Generosity 
and Kauai Loyalty enter our list. Spur Family Card is the only restaurant loyalty programme 
in the top 10 most used programmes.

CottonOn & Co. Perks, launched in 2017, has landed a spot on the list with 9% of survey 
respondents using this programme.  So whilst usage is only 9%, we feel it’s interesting to 
unpack their programme in more detail because such a newcomer has made an impactful 
entrance to the loyalty market.  
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When looking at the results by gender, there are no surprises here about the types of loyalty 
programmes men and women belong to. 

Women skew towards grocery and clothing, versus men who seem to gravitate towards the 
‘financial’ & travel loyalty offerings such as eBucks, Standard Bank UCount and Avios. We 
unpack the nuances between men and women in more detail later when we discuss their 
channel preference (card vs. App) and the benefits most enjoyed. 

When we look at the most used loyalty programmes by age in the graph on page 11, only age 
bracket 16-24s tell a more interesting story. For survey respondents under 25, we see the 
largest penetration within Clicks ClubCard, where 69% are Clicks ClubCard members, as 
well as, Pick n Pay Smart Shopper, with 59% of under 25s being Smart Shopper members.  

Like with all age groups skewing in both these programmes, this can be explained by 
the low entry requirements to join these programmes (free and easy to join), as well 
as, both being programmes serving frequently purchased items such as groceries and  
everyday health & beauty purchases.  
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Figure 8:   Most used loyalty programmes: by gender
Source: BrandMapp 2018/19 | n = 21 363
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The graph below, illustrates 12 programmes where we see the highest penetration by  
under 25s. Fashion programmes, such as TFG Rewards and CottonOn & Co. Perks, see the  
highest penetration by the under 25s compared to other age categories with 41% and 34%  
respectively.  

Travel / lifestyle programmes, such as Avios and Legacy Lifestyle, are the two note-
worthy categories also popular amongst under 25s. This is further backed up by the  
benefits they enjoy, discussed later in this whitepaper, showing that travel discounts and  
lifestyle benefits matter when it comes to respondents aged below 25.
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Figure 9: What differences are there in loyalty programme usage across age categories?
Source: BrandMapp 2018/19 | n = 21 363

MTN’s programme is also more popular amongst under 25s. MTN allows members to 
earn 1 point for every R1 spent on the MTN network (e.g. recharging data or airtime).  
Members also earn 1 point every day that their mobile number is active on the MTN network,  
encouraging members to not switch to other network providers. Airtime and data are also 
listed as one of the most enjoyed benefits by this age category, which is discussed in more 
detail in section 5. 



Specialist health & beauty 
retail loyalty insights  
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2018 has seen the top 3 positions for retail remain unchanged but has witnessed some 
interesting shifts in actual loyalty programme usage. Clicks ClubCard remains no.1 in the 
most used loyalty programmes, with 72% of South Africans using the Clicks ClubCard, 
and in poll position they are ahead of the Pick n Pay Smart Shopper by a clear 12% points. 
The 3rd spot remains in the hands of Dis-Chem, with 49% of South Africans using the 
Dis-Chem Benefit programme, showing an impressive growth of 5% points since last year. 
More noticeably, for Dis-Chem, is their year on year growth from 6th position in 2015, 5th 
in 2016 and now 3rd position for the past two years, with continued growth of programme 
usage.

It is also interesting to note that the results of the Sunday Times/Sowetan Shopper Survey 
2018, conducted by Kantar TNS South Africa, revealed that both Clicks and Dis-Chem have 
been voted as the top 2 favourite retailers across two categories, namely; Health & Beauty 
Stores and Pharmaceutical Outlets, with Clicks ranked at number 1 in both categories. This 
leads us to deep-dive into the 2 top specialist health and beauty retail loyalty programmes. 
The overall category is up and moving in a positive direction.

Through dialogue with both brands, we see that both Clicks and Dis-Chem successfully  
surpass industry average in terms of percentage of overall sales through their loyalty  
programme. A strong loyalty KPI is reaching two thirds of company turnover through 
the loyalty card. Dis-Chem Benefit members represent 70% of overall Dis-Chem sales, 
whilst Clicks ClubCard state that for them this is 77% - both highly impressive statistics.  
Dis-Chem offer a 1.5% base earn rate to members, as well as, donate a portion of  
eligible spend to the Dis-Chem Foundation, whilst Clicks offer a 2% base earn rate and 4% 
to members who reach a spend threshold of R1000 over a 2-month period. How do they 
compare membership size? Clicks claim to have over 7.8 million active ClubCard members 
and Dis-Chem have 4.3 million active members.

SPECIALIST HEALTH & BEAUTY RETAIL LOYALTY PROGRAMMES 
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Figure 10: Clicks ClubCard timeline
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If we look globally, we see brands such as Boots and its Advantage card from the UK and  
Walgreens, with Balance Rewards programme from the USA as comparative loyalty  
offerings, dealing with the health and beauty category, more specifically. Boots Advantage 
offers their members an impressive 4% earn rate, whilst Walgreens Balance Rewards is 
a more moderate 1% base earn rate. Boots states they have 15 million active members 
which equates to approximately 23% of the UK population. Walgreens Balance Rewards is  
colossal in comparison, sitting at 87 million active members, which is approximately 27% of 
the US population. Clicks ClubCard and Dis-Chem Benefit programme membership bases  
are approximately 13% and 8% respectively of the South African population. This  
statistic, in its own right, opens the door to an interesting debate over how deeply penetrated  
is the South African market in its loyalty programme usage versus first world markets.
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Since 2015, Clicks introduced the redemption at POS, with cash back loaded on to your 
card every 2 months; the accumulation of points is clearly being enjoyed by their members. 
The Clicks brand promise of ‘feel good’ and ‘pay less’ are both brought to life within the 
Clicks ClubCard programme when redeeming cash back: i.e. ‘pay less’ and ‘feel good’. 

The almost real time processing of points has been a game  
changer for us which customers are extremely impressed by.

Lynne Blignaut, Group Customer Service Manager, Dis-Chem

Figure 11: Approximate % of national population by programme membership size

27%

23%

13%

8%

Source: Truth estimation

Both Clicks ClubCard and Dis-Chem Benefit programme have dramatically improved 
their redemption processes and both claim that this has enabled higher redemption rates 
and a simpler, more customer friendly experience for their members to extract value from 
their programmes. Dis-Chem Benefit programme actively display your points balance at 
the start of your payment transaction and they have removed the PIN requirement for  
redemption. In fact, earning points is almost real-time, with only a 30-minute processing 
period until points are available for redemption. 
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What will 2019 hold for the health and beauty sector and the loyalty programmes, which 
continue to successfully cement their customers’ relationship with two of South Africa’s 
finest brands in retail and loyalty?

Dis-Chem have proudly invested in their back office architecture with SAP 
CRM to create a single view of customer and a true omni-channel offering 
across store, App and online shopping. 

Dis-Chem’s App offers their members a virtual Benefit card, the ability to 
view, transfer and donate their Benefit points. Other non-loyalty functionalities  
include: the ability to upload scripts, make clinic and salon appointments,  
creating shopping lists and many more.

By creating a single customer view, they are able to offer a more seamless 
customer experience.

The relationship between redemption and customer satisfaction with a loyalty programme  
and its brand is so tightly correlated that it cannot be ignored. The upside of the  
redemption relationship is longer tenure with a brand and increased sales by the redeem-
ing programme member. Clicks states that tenure is a strategic programme KPI, as well as,  
membership growth numbers: i.e. keeping existing ClubCard members active, for longer.

Walgreens decided to reduce its expiry date of points, from three years from earn date 
to one year, to try and generate more urgency around encouraging redemption, so their 
members started to benefit more from the programme. At Truth, we are not fans of  
expiring points at all if your member is active. Clearly this particular strategy would not be 
our approach, but we undeniably support the view that greater redemption is a good thing 
as a key loyalty metric.

Back to Clicks and Dis-Chem, we have seen both brands venture more into their  
partnership strategies for their loyalty programmes. Both are part of the Vitality Healthy-
care offering and both have partnered with fuel brands to enable their members to earn 
extra points: For Clicks ClubCard, their fuel partner is Shell and for Dis-Chem Benefit, their  
partner is Total. If we take a look at Clicks ClubCard history as South Africa’s most used  
loyalty programme, we see that the introduction of affinity partners started in 2005, 10 years 
after ClubCard officially started.

Finally, on probing more deeply into how the brands use their carefully acquired customer 
data, we are delighted to share how both brands approach their customer centric strategy.  
For Clicks, their single customer view and on-going triangulated data approach has  
enabled a more seamless customer experience online but also in bricks and mortar. Data  
collected across Clicks, Body Shop, GNC, Musica and Claire’s also allows synergies across 
the group brands. This enabled Clicks to launch the first of their personalised offerings back 
in 2015.  

Dis-Chem uses customer data for more personalised and targeted offers and communica-
tions. They use the transactional data to drive product range and partnership relationships. 



Retail banks up their  
loyalty game  
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This year’s most used loyalty programme results show continuous commitment from South 
Africans to loyalty and rewards programmes in the retail banking industry. To gain deeper 
insight into this industry sector, we decided to ask a few questions of the leaders of these 
loyalty and rewards programmes. All unanimously welcome the increased competition 
amongst retail banks stating that the industry pressure augments the customer experience 
and loyalty offering for South Africans.

RETAIL BANKS UP THEIR GAME IN LOYALTY 

Sonja Fourie  
Head of  

Absa Rewards & VAS

Carlos Simoes  
Head Strategic  

Business Development

Fayelizabeth Foster  
Executive Head:  

Loyalty & Rewards 

Dharmesh Bhana  
Executive:  

Loyalty & Rewards

All of the retail banks see their loyalty propositions as a means to help South Africans in 
these cash-strapped difficult times. In the case of Absa Rewards, eBucks and Standard 
Bank’s UCount, all specifically state that their partnerships in either grocery and fuel really 
help their customers. When asked how the South African loyalty industry could improve, 
the overwhelming response was that data-driven personalisation must improve.

Figure 12: The top 4 retail banking loyalty programmes
Source: BrandMapp 2018/19 | n = 21 363
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Strategically, the loyalty programmes are well positioned to reward deeper and more  
entrenched banking behaviours. FNB eBucks, Absa Rewards and Standard Bank UCount 
all offer augmented reward levels (through tiering) for banking behaviours, whether they are 
in primary banking status or other transactional activities. A more entrenched customer, with  
numerous relationships across the bank is more likely to stay with the bank for longer, thus 
driving retention. Carlos Simoes from eBucks confirms that there is a strong correlation 
between reward levels and retention. 

As far as redemption is concerned, we work hard at lining up 
the right spend partners and/or retail brands that make sense 
to each segment. Members only really experience the value  

of a rewards programme once they have had that first  
opportunity to spend or redeem their eBucks.

Carlos Simoes, Head Strategic Business Development, FNB eBucks

There is also another undeniable indicator of entrenchment and retention, which links to  
redemption levels. eBucks are the only bank which publish their redemption levels transpar-
ently, stating approximately 85% redemption of eBucks which will equate to R1.8 billion in 
2018. Nedbank and Absa boast ease of redemption as key drivers of engagement, through 
the Nedbank SHOP card and Absa Rewards automatic redemption into cash, everyone’s 
favourite choice of rewards.

Finally, we questioned all banks about digital innovation through their loyalty programmes. 
Absa Rewards are proud to be the first worldwide to offer bi-directional communications 
with their customers through WhatsApp chatbanking. Standard Bank UCount promote  
their Rewards estimator and calculator as their innovative approach making their  
customers lives simpler.

Fayelizabeth Foster, Executive Head: Loyalty & Rewards, Standard Bank

Our Social Rewards are popular amongst 
our base where customers collect Rewards Points 

for linking their Twitter account, as well as for  
positive interactions using hashtag #UCount.

Additionally they promote their social rewards programme through Twitter, which is, as far 
as we know it, the only brand in South Africa to continuously reward its customers for social 
media interactions. FNB are seeing positive migration out of branches into digital channels, 
through reputable online banking capability through App, USSD and web.



FNB have introduced new, different, unique 
rewards for all customers across all  

customer segments; for example:  
free Wimpy burger x 4 per year at  

Engen one-stops and EASY segment  
redemption into airtime.

FNB eBucks
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SHOP card offers its 
members the  

convenience of rewards 
at any of its 100,000  

retailers or as  
cash withdrawals.

Nedbank Greenbacks

The currency of choice = 
cash and the simplicity 

of Absa Rewards to  
earn cash back.

Absa Rewards

What is your key point of differentiation?

We offer benefits on all 
grocery spend and  

offer 9 grocery retailers 
in UCount; no other  

programme does this.

Standard Bank UCount
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Card vs. App?  
What is the preferred 

loyalty identifier?

04
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It has become strategically more important for brands to identify who their customers are 
and gather insights about what, when and how often they buy, bank, travel with them. 
This, combined with innovative engagement strategies, further enables businesses to truly  
differentiate themselves from their competition.

However, this is only possible if you have the mechanics to do so. Traditional loyalty  
programmes with a physical card have been, and still are, one of the most used techniques 
to identify customers when they interact with you.

We’ve seen brands try alternative techniques to gather different kinds of customer data. 
These include:
   Capturing newsletter sign ups
   Online account information on e-Commerce
   App sign up (collecting information during a free trial)
   Social media interaction (sharing or interacting with your brand) 
   Email receipts in store
   Registering to spend gift card 
   Creating an account to use free Wi-Fi in store 

These techniques allow you to gain permission to speak to your customers and interact 
with them but, where they fall short, is providing the true customer behavioural data you  
require to make strategic business decisions. Often, these techniques don’t provide you with  
transactional data linked to an individual’s behaviour. Instead, unique identifiers need to be 
able to identify customers every time they transact with you and not just gather their  
information in a once-off manner. It is also critical to ensure these techniques are executed 
in a seamless manner where members see the value of exchanging their information.

CONVERTING AN UNKNOWN CUSTOMER TO A KNOWN CUSTOMER 

CARD VS. APP: WHICH IDENTIFIER DO CONSUMERS PREFER?

Many say loyalty cards are dying out due to the emergence of digital loyalty devices such 
as mobile loyalty Apps and contactless payment solutions, but is this really true, especially 
for the South African market?
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Q&A with Carey Askeland, Commercial Product Executive, Crossgate,  
South Africa’s leading card solutions supplier. 

In your view, has the digital loyalty identifier (such as using a loyalty App)  
impacted your card production business?

No not at all.  Since the launch of the Woolworths App and Pick n Pay App, their 
card orders have remained the same.  As an example, Pick n Pay order 2 million 
Smart Shopper cards a year and have done so for the past 4 years – so no impact  
whatsoever.  We are supplying more loyalty cards into the market place, over  
and above our traditional gift cards.

On your website, it is quoted that Crossgate has supplied 303 million cards.  
What time period does this refer to? 

This refers to a 12-year period (since the start of our business). Approximately  
25 million cards are supplied per annum, of which 40% account for loyalty cards.

Are consumers fed up of having “another loyalty card in their wallet?”  
What are some of the alternatives used to prevent this? 

There are some consumers who are fed up of having another loyalty card in their  
wallet; however, if it’s a brand that the consumer wants to be associated with and 
the deal is attractive to them, I believe they will still insist on getting a card.  The  
alternative is moving to an App which I believe the younger generation would  
definitely use.
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South African consumers still prefer a card, with  
mobile loyalty Apps trailing closely behind.
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We frequently get asked whether offering a loyalty card is a good idea given the growing 
adoption of digital.  In order to better understand this we sought to understand what South 
African consumers want when it comes to their preferred loyalty identifier. 

Based on the results above, 59% of survey respondents who use loyalty programmes  
prefer to use a card whilst 47% prefer to us an App. 33% of the survey respondents would 
prefer an automatic system that identifies them at the paypoint. 

These stats reveal that even though the preference is still to use a physical card, there is a 
growing appetite for App usage.

From a gender perspective, the results indicate a similar split in that 48% of male  
respondents prefer to use an App, whilst 53% still prefer to use a card. Interestingly, female  
respondents tend to still prefer a card (65%) over an App (46%) with a 19% points  
differential between the two.  
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Figure 13: Which loyalty channel do you prefer to use when using a loyalty programme?
Source: BrandMapp 2018/19 | n = 21 363
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Figure 14: Which loyalty channel do men and women prefer?
Source: BrandMapp 2018/19 | n = 21 363
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When it comes to age, we are not surprised that there is a clear distinction between age 
and the preference to use cards over an App. The older age groups still prefer to use cards; 
however, age group 16-24 and 25-34 show the most likelihood to use both, indicating a 3% 
and 6% points differential respectively between card and App usage. 

There is no surprise that the age group 50+ are least likely to prefer using an App, 
yet most likely to want to be automatically identified at the paypoint, indicating that  
convenience is important to them. 

Figure 15: Do loyalty channel preferences change across age groups?
16 - 24 25 - 34 35 - 49 50+
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63% 63%
57%
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Source: BrandMapp 2018/19 | n = 21 363
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MOST COMMONLY USED IDENTIFIERS ACROSS 
SOUTH AFRICAN LOYALTY PROGRAMMES

Smartphone penetration in South Africa remains fairly low and combined with expensive 
data costs, leaves South African brands in the wake of creating suitable alternatives such 
as USSD and low data using mobisites, for example.

The table below, provides a snapshot view of the adoption of cards and Apps by the 
most used loyalty programmes in South Africa. Even though cards are still widely  
offered by the majority of South African programmes, the adoption of alternative identifiers 
is growing. 

Loyalty
card

Loyalty
App
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Figure 16: Card vs. App penetration across top South African programmes
Source: Truth research
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Strategically, many loyalty  
programmes are launched to  

convert an unknown customer into 
a known customer. However, that 
alone is not enough. Nothing less 

than personalised, relevant  
and timeous engagement will help 
you realise the true value of your 
greatest asset: your customer.

- TRUTH
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It is no longer an “either / or” debate about having a physical card or an App. It is rather 
a strategic decision to ensure that your programme responds to what your consumers 
prefer to ensure that their expectations are met and that you offer a seamless experience  
regardless of channel. 

Programmes such as Woolworths WRewards and Pick n Pay Smart Shopper have  
improved their loyalty App functionality, allowing members to use their virtual loyalty card 
in store to earn and redeem their rewards. But just as the physical card continues to fight 
for space in your wallet, Apps are fighting the same battle for space on your home screen.

IT GOES BEYOND OFFERING JUST A CARD OR AN APP
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Nic Bednall, Chief Marketing Officer, wiGroup

It goes beyond it being about a card or an App; it’s how well they 
actually function in the moments that matter. Consumers can be 
fickle and impatient. One bad lag in connection leads to a poor 

App experience. On the flip side, with the loyalty card usage, the 
consumer is unable to check their loyalty or reward balance or 
expiry on the go. Loyalty programmes have got to ensure they 

service the consumer better and that they have the same  
experience across digital and brick and mortar environments.



Benefits most enjoyed by 
South African consumers 
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In our 2016 whitepaper, we unpacked for the first time what customers really wanted to 
get out of the loyalty programmes they belonged to. We identified the benefits they most 
enjoyed and unsurprisingly monetary benefits such as cash back, discounts, coupons, 
vouchers and savings were deemed more valuable than exclusivity or preferential service.

Two years on, the results are no different and this applies across age, gender and income.

But, before we unpack the details behind these findings of exactly what benefits customers 
prefer, we asked a simple question: Why do you belong to loyalty programmes?

BENEFITS MOST ENJOYED BY SOUTH AFRICAN CONSUMERS

The 2018 BrandMapp survey results show that the main reason why South African  
consumers belong to loyalty programmes is to collect points and receive rewards for  
collecting those points. 51% of survey respondents belong to loyalty programmes to  
save money.
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             of survey respondents belong 
to a loyalty programme to collect points 

and receive rewards.

81%   

Figure 17: Why do you belong to loyalty programmes?
Source: BrandMapp 2018/19 | n = 21 363
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What is significant to note is how points collection is perceived as dramatically more  
important than exclusive benefits or to receive preferential service. This graph alone gives 
us an immediate sense of where programme managers should focus their efforts. If the 
main reason why consumers belong to loyalty programmes is to be able to collect points 
and receive rewards, make sure your programme executes this well. 

When we apply the age filter, it is clear that being able to collect points is equally important  
across age categories with a slight skew towards respondents aged 25-34 at 84%. Where 
we start to see a shift is in the age group 16-24 rating “saving money” as the second  
highest reason why they belong to loyalty programmes.

The graph also indicates that the age group 16-24 is more likely to belong to a loyalty 
programme for exclusive benefits, much higher than the any other age category, whilst 
respondents aged 50+ show very little interest in them at all.

Figure 18: What motivates people across different age groups to belong to a loyalty programme?

16 - 24 25 - 34 35 - 49 50+

81% 84%
79% 78%

43%
34% 33%

22%

8%
14% 15%

8%

57%
53% 52%

41%
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Younger people are much more likely 
to want exclusive member benefits.

Source: BrandMapp 2018/19 | n = 21 363
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If we break the benefits down into detail, cash back incentives are still the most enjoyed 
benefits offered by loyalty progammes, with 73% of respondents saying they enjoy cash 
back incentives the most.

CASH BACK AND DISCOUNTS CONTINUE TO LEAD THE PACK

Figure 19: Benefits most enjoyed

Instant discounts follow closely as the second most enjoyed benefit, with 57% of the  
respondents saying they enjoy them. These two benefits are significantly more favoured 
than the next set of benefits on the list. This trend has been witnessed not only by our  
previous whitepapers over the past 3 years, but also through Truth’s experience with our 
clients in the industry as a whole. Cash back and any other monetary related benefits  
remain king, providing consumers with instant gratification and savings.
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Cash incentives

We talk to our customer and we listen. We have stayed true to our 2% savings promise 
over-time and the rewards get paid back 100% to the customer. We have even introduced 

various acceleration earning mechanisms where you can double your savings: for  
example, BabyClub allows you to earn double the CashBack on baby purchases  

(excluding regulated products) which is the richest offer in the market. Seniors Club  
members can earn Double Points every Wednesday and if ClubCard members spend 
R1000 within a two month period, they also start to earn double points which means  

double the CashBack. Acceleration campaigns with partners have also resulted in  
heightened engagement from our ClubCard membership base.

Jamie Lane, Head of Merchandise and Marketing, Clicks
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Source: BrandMapp 2018/19 | n = 21 363



If we take a closer look at the benefits ranked 3rd to 5th on this list, we notice that these 
tend to sit in a group on their own with very similar results, yet are all very specific/different 
in their offering. Travel/flight discounts and redeemable vouchers tie as the 3rd most  
enjoyed benefits with 41% of respondents saying they enjoy these. 39% of respondents  
enjoy free gifts/samples, a very specific category of rewards. This is not surprising in the 
South African context when you cross check these results with the type of programmes 
featured on our top 20 most used loyalty programmes list. Besides points that can be  
converted into “cash”, many offer some form of travel or flight discounts. This is particularly  
true in retail banking and financial services programmes, which have made substantial 
strides in improving their loyalty propositions. 

Even retail loyalty programmes, such as Pick n Pay Smart Shopper offer a points  
conversion into the Avios Travel Rewards Programme and Intercape bus vouchers, as well 
as,  points earning for car rental at Europcar. Clicks ClubCard offer double points earning 
at the Courtyard, City Lodge & Town Lodge hotel as well as discounts of 5-30% off walk-in 
rates depending on the day of the week. 

Surprise or unexpected rewards follow closely with 34% of the respondents enjoying these 
types of benefits. With the likes of Discovery Vitality Active Rewards recent Vitality Open 
campaign, offering members and non-members the chance to win life-time prizes in a 
weekly surprise and delight fashion, we believe these types of benefits will start to gain 
more momentum over the next 12 months. 

As noted earlier, benefits offering exclusivity and better service are less popular when  
compared to not just cash back and instant discounts, but travel and lifestyle offers or free 
gifts too. VIP treatment (26%), exclusive invitations to events (24%) and priority queues (14%) 
score fairly low on this list and appeal less to the majority of survey respondents. However, 
it’s not to say these benefits should not be offered as part of a loyalty programme’s value 
proposition. These benefits appeal to specific types of customers and create a heightened 
perceived value, which must be completely understood by a brand per customer segment.

Competition entries interestingly fall within the top 10, with 30% of respondents enjoying  
the opportunities to win something. Entering competitions usually require little effort from 
members, especially if they are automatically entered into them for just being part of  
the programme. 

We often get asked by clients if loyalty programmes should include the functionality to 
share points with friends or family or donate them to charity. If it is aligned with your 
brand’s ethos and you make it simple to do and remain transparent (especially for charity  
donations), we do encourage it. Not only does it create a higher perceived value and a feel-
good factor, it also creates another option for members to redeem their points. 
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Consumers are 54% more likely to 
donate to charity than to share with 

their friends or family.

Personalised vouchers are enjoyed by 20% of the survey respondents. Albeit, fairly low on 
the list of benefits, we believe that this may be due to the maturity of our market embracing 
personalised vouchers and seeing the true value in them. 

In 2017, Pick n Pay’s Smart Shopper programme launched personalised vouchers as a 
core benefit (and new strategic focus) of their loyalty programme, using their customer data 
effectively to become more relevant, offering product-specific discounts to their base.

Richard Brasher, CEO, Pick n Pay - Pick n Pay Annual Report 2018

We modernised Smart Shopper in March 2017, delivering a more  
innovative and contemporary loyalty programme, offering greater relevance  
to customers. The programme is now significantly cheaper for the Group  

to run, with cost savings reinvested in lower prices for customers. The increase 
in product-specific discounts has delivered stronger customer advocacy and 

enabled greater supplier participation and funding. We offered R3 billion in  
personal discounts to our seven million Smart Shoppers this year, and  

saw the redemption of personalised vouchers double.

Loyalty programmes now provide the option for members to transfer their rewards to  
charitable causes. We’ve noticed this across industries. See our favourite picks below:
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In our first loyalty whitepaper released in 2015, we unpacked the difference in 
men vs. women when it came to the types of benefits they prefer from a loyalty  
programme. The outcome was that men are more interested in loyalty programmes that 
offer “status”, but only if it is clearly visible to others, while women are more private  
when it comes to “showing off” their tier status and prefer a personalised experience. 
Based on the findings of the BrandMapp 2018 survey, men still prefer VIP treatment and 
status-led benefits such as priority queues, while women love free gifts, unexpected  
rewards and instant discounts.

When compared to other age groups, younger survey respondents show a preference for 
travel/flights discounts, free gifts and samples & exclusive invitations to events and early  
access to sales. Notably benefits that provide them with experiences and exclusivity  
appeal to younger segments.

As with age and gender, income tells the same story when it comes to cash back and  
discounts; no matter how much income you earn, cash back & instant discounts are still 
the most enjoyed benefits. Not surprising, lower income earners tend to favour programme 
benefits that provide instant savings and benefits that will improve their everyday lives (e.g. 
access to airtime or data). 

Higher income earners enjoy experiential benefits such as VIP treatment, travel / flight  
discounts, lifestyle benefits and priority queues. Income, one of the many factors  
influencing loyalty usage, indicates to us just how vastly different members of one loyalty 
programme can be. In South Africa in particular, brands are faced with being able to cater 
for both ends of the market. 

BENEFITS MOST ENJOYED: BY GENDER, AGE & INCOME
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Less
appealing

It makes
no

difference
46%More

appealing

Tiered programmes serve to offer status (based on a particular behaviour or qualifying  
criteria) and more personalised services, VIP treatment and additional recognition to 
loyalty members. This creates a heightened perceived value of a programme, without it  
necessarily being too costly.

The above graph shows that 42% of survey respondents find programmes with tiers  
appealing, while 46% feel it makes no difference to them. When we approach this from an 
age perspective, there is a clear preference for tiers in the younger segments.

16 - 24 25 - 34 35 - 49 50+

Less
appealing

It makes
no difference

More  
appealing

5%
11%

15% 16%

44% 42%
46%

51% 51%
47%

39%
33%

12%Totals 46% 42%

Figure 20: How appealing is it for you when a loyalty programme has tiers?
Source: BrandMapp 2018/19 | n = 21 363

Figure 21: Across each age group, how appealing are tiers?
Source: BrandMapp 2018/19 | n = 21 363
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As the age of the consumers increase,  
the appeal of tiers decreases.

Tiers are known to entice customers to climb up the ranks to receive the most value out 
of the programme. Tiers serve to acknowledge your most loyal and engaged customers 
by giving them the status they deserve for their loyalty to a brand. It also serves to inspire 
customers on the entry level to further reach the goal through incentives along the way.  

Today, tiers are better understood by customers as brands make it easier to understand 
and therefore, transcend through the different levels. Tiers succeed when they become 
attainable for customers to reach their goals to maintain their status. Those that make it 
impossible for members to ever reap the benefits of reaching the next tier drive a member-
ship base of unengaged customers.

In conclusion, cash back is king; yet, as programmes become more sophisticated and 
members become more discerning about the programmes they belong to, based on the 
benefits they offer, brands will need to work a lot harder to keep up the appeal of their 
programmes. The sweet spot will be found where brands can offer benefits that show 
true value to the customer in a monetary fashion, but also personalise their programme  
experience through additional benefits that are tailoured and relevant to the varying  
customer types defined by not only age, gender and income but by their shopping  
behaviours and level of engagement with the brand.



Conclusion  
06
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PRODUCT
PRICE
PROMOTION
PLACE

4 Ps of product marketing

PEOPLE
PHYSICAL EVIDENCE
PROCESS

3 Ps of service marketing

PHILOSOPHY
PROGRAMME
PERSONALISATION

3 Ps of Truth marketing

One of the most repeated strategic discussions we have with our clients is how far a loyalty 
programme alone drives customer loyalty. We feel passionately that a loyalty programme 
needs to fit within a broader ecosystem promised and be successfully executed by the  
brand. We propose that beyond the traditional Kotler 4 Ps of marketing, there are 10 Ps  
in total to consider.

CONCLUSION

How your customers feel about every brand interaction will determine their love and loyalty 
for the brand. The 10 Ps above show how the traditional 4 Ps of product marketing are  
enriched by the additional 3 Ps of service marketing and the additional 3 Ps from Truth. 
How the loyalty programme fits within that ecosystem is critical to a brand and how much 
its customers demonstrate long-term loyalty to that brand. The loyalty programme is one 
of the many levers a brand has to drive customer loyalty, but the programme on its own will 
not achieve this.

A measure of real customer loyalty, could be how much of a brand ambassador has the  
customer become. We assessed the ‘likelihood to recommend a loyalty programme’ across 
4 measures: extremely likely, likely, unlikely and extremely unlikely. This question was asked 
of South Africans already using a specific loyalty programme, so it gives us an indication  
of their ambassadorship of the loyalty offering, and not just broad-brush popularity of  
the programme.

plus

plus
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Figure 22: Likelihood of recommending a programme?
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Edcon Thank U

Woolworths WRewards

FNB eBucks

Spur Family Card

Avios

Standard Bank UCount

Exclusive Books Fanatics

MTN 1-4-1 

CottonOn & Co. Perks

Momentum Multiply

Nedbank Greenbacks

Sorbet Society

British Airways Executive Club

TFG Rewards & More

SAA Voyager

Kauai Loyalty

Sanlam Reality

Mugg & Bean Generosity

Vida e Caffe

Legacy Lifestyle

37% 45% 10% 5%

36% 3%46% 12% 3%

42% 4%39% 12% 3%

35% 45% 11% 5%4%

39% 40% 12% 5% 3%

32% 48% 12% 5% 3%

41% 36% 12% 9% 2%

11% 63% 17% 5% 4%

29% 44% 15% 6% 5%

25% 47% 19% 6% 3%

19% 53% 20% 5% 3%

30% 38% 18% 11% 3%

23% 44% 16% 8% 9%

20% 47% 21% 9% 3%

27% 24%39% 5% 5%

14% 51% 16% 12% 7%

16% 49% 25% 8% 2%

18% 46% 22% 10% 3%

26% 37% 18% 11% 7%

22% 40% 23% 11% 4%

18% 41% 28% 10% 2%

23% 36% 23% 13% 5%

14% 43% 25% 11% 7%

20% 34% 36% 7% 3%

12% 30% 30% 16% 12%

Source: BrandMapp 2018/19 | n = 21 363

3%

The top 3 ranked ‘extremely likely to recommend’ loyalty programmes from their existing 
users are FNB’s eBucks at 42%, Standard Bank’s UCount at 41% and Discovery’s Vitality 
at 39%. Most interesting to note is that all 3 of these programmes sit within the financial 
services sector, to which consumers are often less emotionally attached. 
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Standard Bank UCount, sitting at 2nd position in extremely likely to recommend, isn’t  
actually in the top 10 of most used loyalty programmes, which indicates they are punching  
successfully above their weight in terms of emotional attachment from their existing  
members.

We see that 6 brands successfully have 80% of their users stating that they would be  
extremely likely or likely to recommend the loyalty programme. That is a remarkable 4 
out of 5 members feeling positive about the loyalty programmes they belong to. They 
must be bringing together all or most elements of their broader ecosystem successful-
ly. These loyalty brands are: Pick n Pay Smart Shopper, Dis-Chem Benefit, FNB eBucks, 
Clicks ClubCard, Discovery Vitality and Woolworths WRewards. So whilst Clicks Club-
Card may have overtaken Pick n Pay Smart Shopper in the most used loyalty programmes 
in South Africa, members of the Pick n Pay Smart Shopper programme feel sufficiently  
emotionally attached to their loyalty brand to recommend it to peers. Clicks ClubCard is 
only 2% points behind Pick n Pay Smart Shopper and you would expect a greater affinity 
to a brand you are more likely to use more frequently than others.

There are interesting highlights to note if we assess the top 10 (extremely likely or likely to 
recommend) of programmes in terms of which brands are likely to be recommended by 
their members but not featured in the top 10 list of most used programmes. The 3 brands 
featured here, but not in the top 10 most used, are Standard Bank UCount, Nedbank  
Greenbacks and Mugg & Bean Generosity. Mugg & Bean Generosity doesn’t feature at all 
on the most used loyalty programmes but those who do use it, like it enough to recommend 
to others.

It is interesting to also see the reverse impact of this discussion: if we look at the top 10 
most used programmes, we can see which brands do not feature on the top 10 extremely  
likely/likely to recommend by their members. The 3 missing brands are Edcon Thank U, 
TFG Rewards & More and Avios. Whilst their footprint gets them into the top 10 most used  
programmes, their members are far from loving the programme enough to recommend it 
to their peers.

The bottom line is simple:  
ensure that your loyalty offering is part of a  
broader brand proposition and that it is so  

compelling that you create long-term  
customer loyalty from every element of your  
brand experience. The loyalty programme  

alone cannot achieve this.



Loyalty cannot be bought or  
created; it is earned as a  

result of loving, understanding &  
engaging with your customers on  

a level far deeper than even  
your greatest discount.

- TRUTH
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CONTRIBUTORS
Thank you for the generous insights from our contributors:
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OUR STRATEGIC PARTNERSHIP

Truth is proud to be associated with WhyFive, together 
bringing great insights about customer loyalty trends in 
South Africa.

WhyFive is an innovative consumer insights and  
marketing consultancy underpinned by a unique data 
set called BrandMapp, the largest annual independent  
study of the top 30% of income earners in South  
Africa. BrandMapp is used by a multitude of media 
owners and agencies and leading companies from  
financial houses to retailers and independent brands to 
offer deep, wide and unique views of their customers, 
their consumers and their competitors.

stuart@whyfive.co.za

+27 (0) 83 443 8111

@Whyfive

www.whyfive.co.za

BESPOKE LOYALTY PROFILING
BROUGHT TO YOU BY BRANDMAPP & TRUTH

Working with us to create a winning loyalty offering:  These high level insights are  
crucial for everyone who has (or is considering) a loyalty offering, but our real strength is  
apparent when we drop down into your  world, your business objectives, your customers  and  
create your best strategy for success. 

Your bespoke loyalty profile: Our departure point would be to establish what we  
already know both at a high level and at your specific brand level. A bespoke view of your  
customers through the loyalty measures in BrandMapp offers a wealth of insight into not 
only who your customers are and what their loyalty preferences are but importantly how 
they compare to the high level pictures we have painted in this report.

In addition to the loyalty measures in the report, your bespoke loyalty profile would  include  
another 225 measures in BrandMapp covering demographics, income, employment 
and ownership, psychographics, brand usage across all major sectors, online behaviour  
and purchasing, as well as, all media channels. Your bespoke loyalty profile can be  
segmented as you choose including views of your competitors’ customers and how they  
differ from yours. In short, it’s your unique roadmap which together we would use to design  
the optimum loyalty solution for your brand and your customers. An example of this  
bespoke loyalty profile is available on request from Truth and BrandMapp.

What we don’t know:  There are always a few crucial things that you wish you knew 
about your customers. Working with Truth and using the BrandMapp panel of 150 000 
opt-in adults we can get the answers for you quickly and efficiently by asking only your  
customers (or future customers) exactly what they think. Now you have solid empirical  
evidence to refine and optimise your strategy with the Truth team!

mailto:stuart%40whyfive.co.za?subject=
http://
http://www.whyfive.co.za
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ABOUT TRUTH
Welcome to the home of loyalty. Truth is a boutique consultancy specialising in loyalty, 
CRM and customer centricity strategy development. Truth’s in-depth knowledge and  
experience enables us to develop powerful customer centric strategies & loyalty  
programmes and assist our clients to translate them into tangible and measurable  
action plans.

Truth’s core offering span across 4 main areas of expertise, these are:

We are experienced in creating  
and executing world-class  

customer-led strategies for our clients. 
Our insights enable you to optimise  

your greatest asset – your  
customer base.

Our deep industry knowledge  
delivers you strategies across loyalty, 

CRM and customer centricity.

CUSTOMER
LOYALTY STRATEGY

Our consulting work is more powerful  
with an analytical approach to your 

brand’s customer data, combined with  
in-depth research & analysis of the  

industry trends across loyalty & CRM.

We believe deeply in commercial  
modelling to ensure that our  

recommendations and ideas are  
more robust than just ideas.

DATA

We curate loyalty solutions for our  
clients to enable a one-stop shop  

for all their loyalty needs.

Truth provides you with a platform  
assessment for your loyalty needs.  

We can run RFP processes with  
trusted external vendors or deliver  

one of our own loyalty and  
rewards platforms.

PLATFORM & PRODUCTS

Truth offers an array of education  
and training opportunities through 

Truth’s Customer Academy.  We  
bring you the best in loyalty education 

in South Africa & internationally:

EDUCATION & TRAINING

• Online short course in loyalty 
• Annual whitepaper 
• Loyalty masterclass 
• Tailoured in-house training
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Truth has proudly delivered loyalty programmes and customer centricity strategies for many 
of South Africa’s best-known brands, including Pick n Pay, Edcon, Foschini, Mr Price,  
Virgin Active, Distell, Nedbank, Avios, Absa, Massbuild, Sorbet, FNB, Standard Bank,  
Unilever, and leading international brands in Mauritius, the United Kingdom and Indonesia.

WE’D LOVE TO HEAR FROM YOU

We hope you enjoyed the 4th edition of the Truth and BrandMapp Loyalty Whitepaper. 
Should you have any comments you wish to discuss with us regarding the contents of this 
paper, we would love to hear from you. 

The whitepaper is part of Truth’s education programme, Customer Academy, a  
knowledge-sharing education centre using Truth’s expertise and learnings in the fields of 
loyalty and CRM.

info@truth.co.za +27 (0) 21 761 4810

@tweetstruthwww.truth.co.za

  AMANDA CROMHOUT
 amanda@truth.co.za
Amanda is the founder & CEO of Truth. Amanda’s extensive experience 
in the field of loyalty & CRM has put Truth at the forefront of the loyalty 
industry.
She spent 11 years at British Airways, leading sales & marketing teams 
across UK, Africa, Middle East & Asia. She has also spearheaded the 
Customer (CRM) division at Woolworths, South Africa.

  ROS NETTO
 ros@truth.co.za
Ros, Truth’s Loyalty / CRM Consultant and Marketing Manager, joined the 
company from Woolworths in 2010. She has successfully developed and 
implemented loyalty solutions for many of Truth’s clients.

Ros also runs Truth’s training and development product, Customer  
Academy, focusing on delivering educational loyalty & CRM workshops 
and online courses.
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