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“Loyalty programs need to address consumers’ desire for
financial security and fiscal responsibility that has

continued since the financial crisis of 2008. Loyalty
program providers need to think differently about what

might appeal to the customer, and go beyond the
traditional program features in order to differentiate

themselves from their competitors.”
– Susan Menke, Senior Financial Services Analyst

This report looks at the following areas:

• Regaining trust
• Social media can be a blessing or a curse
• Some of those with rewards cards need help managing their rewards
• Deploy all marketing strategies that can continue to strengthen the relationship (ie,

social and mobile)
• There has been some activity in the white space – that place where gains can be made by

differentiation

Loyalty programs are an integral part of the product mix in the financial services industry. Six in 10
consumers are currently enrolled in a credit or debit card loyalty rewards programs, which corresponds
somewhat with the percentage of consumers who either qualify for, or want a credit card, or who are
participating in a much less commonly offered debit card rewards program. This indicates that financial
services institutions are using these programs as a way to compete fiercely for desirable customers.

The report looks at these programs from the consumer perspective, as well as the overall market for
the larger issuers of credit cards, the changing shape of household debt since the Great Recession
(which impacts the attractiveness of loyalty rewards), and the many types of programs that are
currently available. In addition, it looks at the attitudes toward, and experiences of consumers with
credit and debit card rewards programs, as well as how these programs are viewed and discussed in
social media.

This report builds on the analysis presented in Mintel’s Credit and Debit Cards – US, July 2012 , as well
as Premium Credit Cards – US, November 2011 and Credit and Debit Cards – US, July 2011 .
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Attitudes about Credit and Debit Card Loyalty Rewards Programs
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Impact of Race and Hispanic Origin
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Figure 124: Attitudes and behaviors regarding loyalty programs, by race/ethnicity, September 2013

Brand usage or awareness
Figure 125: Brand usage or awareness, September 2013

Figure 126: Citibank usage or awareness, by demographics, September 2013

Figure 127: Chase usage or awareness, by demographics, September 2013

Figure 128: Bank of America usage or awareness, by demographics, September 2013
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Activities done
Figure 132: Activities done, by brand, September 2013
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Figure 137: Visa – Activities done, by demographics, September 2013

Figure 138: Capital One - Activities Done, by demographics, September 2013

Online conversations
Figure 139: Online mentions, selected loyalty programs, April 21, 2013-Oct. 20, 2013

Figure 140: Mentions by page type, selected loyalty programs, April 21, 2013-Oct. 20, 2013

Figure 141: Mentions by type of conversation, selected loyalty programs, April 21, 2013-Oct. 20, 2013

Appendix – Social Media

Appendix – Trade Associations

Report Price: £2466.89 | $3995.00 | €3133.71

Loyalty Programs in Financial Services - US - November 2013

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533 Brazil 0800 095 9094
Americas +1 (312) 943 5250 APAC +61 (0) 2 8284 8100
EMAIL: oxygen@mintel.com

oxygen.mintel.com © 2012 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

http://oxygen.mintel.com//display/store/637793/
mailto:oxygen@mintel.com

	Loyalty Programs in Financial Services - US - November 2013
	Report Price:
	The above prices are correct at the time of publication, but are subject to change due to currency fluctuations.

	Table of Contents
	Scope and Themes
	Executive Summary
	Issues and Insights
	Trend Application
	Market Size
	Market Drivers
	Competitive Context
	Leading Companies
	Innovations and Innovators
	Marketing Strategies
	Loyalty Programs and Social Media
	Consumer Usage of Card Rewards Programs
	Other Loyalty Rewards Programs
	Attitudes about Credit and Debit Card Loyalty Rewards Programs
	Impact of Race and Hispanic Origin
	Appendix – Social Media
	Appendix – Trade Associations



