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Executive 
Summary

Executive Summary

Navigating the complexities of consumer loyalty is crucial in today's competitive landscape. 
The June 2024 Sogolytics study offers vital insights into how consumer behaviors and 
preferences shape market dynamics. 

These recommendations are designed to help brands enhance loyalty and maintain a 
competitive edge in the evolving marketplace. 

The study identifies Value Seekers and Practical Shoppers as key consumer groups, 
indicating a need for brands to align their strategies to these preferences. The effectiveness 
of personalized marketing across diverse demographics is highlighted. Additionally, the 
significance of loyalty programs that offer tangible rewards and personalized experiences 
is emphasized, underlining their role in enhancing consumer loyalty.

 
Strategic recommendations are crafted to maximize brand loyalty and customer 
engagement, grounded in the insights gathered:

Personalization: Enhance engagement 
by tailoring marketing to individual 
consumer preferences.

Data Utilization: Use advanced analytics 
to anticipate trends and personalize 
customer interactions.

Channel Optimization: Utilize a strategic 
mix of digital and traditional channels for 
broader, effective outreach.

Program Innovation: Innovate loyalty 
programs with exclusive benefits 
aligning with modern consumer values.



4 www.sogolytics.com

In today's marketplace, brand loyalty is not just beneficial; it is crucial for sustained 
business growth. Recent studies reveal that over half of marketing leaders (63%) plan 
to increase budgets for customer loyalty and retention, recognizing the significant 
competitive advantage it provides. However, despite increased investments in marketing 
aimed at enhancing customer loyalty, there remains a significant gap in understanding 
between executive assumptions and actual consumer reality regarding what drives loyalty.

The insights gathered will guide businesses on how to tailor their marketing efforts 
effectively, ensuring that they not only meet but exceed the evolving expectations 
of their customers. This report aims to transform the traditional approach to customer 
loyalty into a dynamic strategy that leverages deep consumer insights for 
competitive advantage.

A Sogolytics study in June 2024 sought to bridge this gap by diving deep into consumer 
perceptions and behaviors. This report aims to shed light on how consumers identify 
themselves, what they value in their interactions with brands, and what factors influence 
their loyalty. In an era where personalized marketing and technological advancements 
like Generative AI are reshaping engagement strategies, understanding the nuances of 
consumer loyalty is vital.

Introduction to 
Consumer Loyalty Dynamics

Introduction to Consumer Loyalty Dynamics

http://www.pwc.com/us/en/services/consulting/business-transformation/library/building-customer-loyalty-guide/how-customer-experience-drives-customer-loyalty.html
https://www.pwc.com/us/en/executive-leadership-hub/cmo.html?WT.mc_id=CT3-PL301-DM1-TR1-LS4-SC_XS-FW-CN_OTHER-EBGoogle&gclid=CjwKCAjw-O6zBhASEiwAOHeGxWov9y8JKfNHhdxorZVS-2_PlyQ41goW_PiBLw5rhf3JGPkAlHO3oRoCTeAQAvD_BwE&gclsrc=aw.ds
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Survey Methodology 
and Participant Demographics

The survey methodology was carefully designed to gather a wide and representative 
sample of consumer opinions and behaviors. By combining multiple-choice questions, 
Likert scales, and open-ended responses, the survey effectively explored complex topics 
such as consumer self-perception, marketing preferences, brand loyalty, and the impact 
of loyalty programs. 

Demographic Coverage: The survey 
captured responses from 1,000 participants, 
offering a comprehensive look at various 
demographic aspects

Age Groups: The age of participants ranged 
from 18 to over 65, providing insights across 
different generations.

Educational Levels: Participants' educational 
backgrounds varied from high school diplomas 
to postgraduate degrees.

Gender: The gender split was nearly even, with 
a 50-50 male-to-female ratio, reflecting broader 
societal demographics.

Geographical Diversity: The gender split was 
nearly even, with a 50-50 male-to-female ratio, 
reflecting broader societal demographics.

Questionnaire Design  

The questionnaire was designed to elicit detailed and nuanced responses, offering 
valuable insights into consumer behavior. Likert scale questions quantified attitudes 
and perceptions, while open-ended responses provided deeper qualitative insights.

Participant Diversity



Consumer Self-Perception 
and Shopping Behavior

The survey results highlight a diverse range of shopping styles, with a significant 
majority of participants identifying as Value Seekers and Practical Shoppers (Figure 1) 
who prioritize cost-effectiveness and functionality in their purchasing decisions. 
Understanding these preferences is critical in enabling brands to tailor marketing 
strategies and product offerings to meet the specific needs of these consumer 
segments. By aligning products and communications with consumer priorities, brands 
can enhance satisfaction and foster brand loyalty, resonating more deeply with the 
values and expectations of their customers. 
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Figure 1: This graph illustrates how consumers perceive their own shopping behaviors. Participants were asked to identify their 
shopping styles from a set of predefined options.
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Key factors influencing purchasing decisions  

The survey data indicates that Quality, Price, and Availability are paramount in influencing 
purchasing decisions (Figure 2). Additionally, Brand Reputation and Product Reviews play 
significant roles in shaping consumer choices, highlighting the importance of firsthand 
user experiences and feedback. Statements from respondents illustrate a shift towards 
valuing authentic feedback over traditional advertising with one saying, "When researching 
something I want and I see a recommendation from someone who has actually owned 
and used the product," and another respondent adding, "Have started to pay attention to 
reviews. Commercial says one thing but a plethora of reviews says otherwise".

These results not only help brands prioritize these factors effectively but also 
underscore the necessity for brands to foster transparency and encourage genuine 
customer feedback to build trust and influence buyer behavior.

Quality

Price

Availability

Product Reviews

Brand Reputation

Environmental Impact

Peer Recommendations

10 20 30 40 50 60 70 80 90 100

Figure 2: The graph illustrates the top factors consumers consider when making purchasing decisions. Participants were asked to 
select their top three factors, and the responses were sorted accordingly. Because multiple answers per participant are possible, 
the total percentage may exceed 100%.
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Key Factors Influencing Purchasing Decisions

Consumer Self-Perception and Shopping Behavior



8 www.sogolytics.comMarketing Insights Overview
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Marketing 
Insights Overview

18-24: Strong preference for Social 
Media (58%) and Online Ads (40%). Email, 
at 42%, shows its relevance even among 
the youngest users.

25-44: Email remains a staple (46%), 
complemented by strong preference 
for TV (31%) and Social Media (44%).

45-64: Dominance of Email (54%) and TV 
(29%), with reduced Social Media engagement.

25 and older: Traditional channels like 
Mail (26%) and TV (27%) are preferred, 
with Email continuing strong at 51%.

Preferred Marketing Channels 

The survey data highlights notable trends in marketing preferences across different 
age groups (Figure 3): 

This spread indicates that while media preferences may vary by age, Email serves 
as a consistent, staple communication channel across all demographics. 

Preferred Marketing Channels by Age Group

Figure 3: This graph illustrates the preferred marketing channels for different age groups. Participants were allowed to select 
multiple options, so the total percentage may exceed 100%.
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Communication Frequency  

The survey explored consumer preferences regarding the frequency of marketing 
communications (Figure 4). It's important for brands to align their outreach strategies 
with audience expectations to maintain engagement without overwhelming. Most 
respondents indicated a preference for ‘weekly updates’, which suggests this frequency 
strikes a balance between keeping consumers informed and avoiding communication 
fatigue. Understanding these preferences enables brands to refine their approaches, 
ensuring that their communications are both effective and aligned with consumer desires.

Personalizing of Marketing Messages  

The survey data reveals gender-specific reactions to personalized marketing 
messages. Specifically, 46% of males and 48% of females report feeling ‘neutral’ towards 
such messaging. However, females are slightly more receptive, with 25% saying they 
‘appreciate’ personalized messages compared to 20% of males. Meanwhile, more males 
(12%) than females (9%) find such personalization 'creepy’. The data indicates a need 
for brands to adopt a nuanced marketing approach that considers gender differences 
in preferences and perceptions of personalization.

Daily

Monthly

Weekly

Rarely

10 20 30 40 6050

Figure 4: This graph illustrates consumer preferences for the frequency of promotional communications. Participants were asked 
how often they prefer to receive updates from brands.
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Marketing Insights Overview

http://www.forbes.com/sites/forbescommunicationscouncil/2022/10/25/the-importance-of-brand-loyalty-to-commodity-product-or-service-businesses/?sh=17cb73ebb4ae.
http://www.forbes.com/sites/forbescommunicationscouncil/2022/10/25/the-importance-of-brand-loyalty-to-commodity-product-or-service-businesses/?sh=17cb73ebb4ae.
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Brand Loyalty 
Insights

Consumers often encounter brands through various channels, such as in-store 
experiences, which account for 29% of initial engagements, word of mouth at 28%, and 
advertising at 20%. While these methods introduce consumers to products, the transition 
from initial interest to deep-seated loyalty hinges on more substantial factors.

The survey highlights that consistent product quality is the foremost driver of loyalty 
(Figure 5). Additionally, exceptional value for money, enhanced customer service, frequent 
promotions or discounts, and attractive loyalty programs are critical in converting new 
customers into loyalists, showcasing the complex layers of brand commitment.

Consistent Product Quality

Exceptional Value For Money

Quality Seeker

Atractive Loyalty Programs

Frequent 
Promotions/Discounts

Positive Social or
Environmental Impact

10 20 30 40 6050

Figure 5: This graph highlights the primary factors that influenced survey participants to become loyal customers following their 
initial experience with a brand. Since respondents could identify multiple reasons, percentages may exceed 100%.
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Key Drivers of Brand Loyalty After Initial Experience
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Brands should focus on offering compelling, value-added benefits to enhance loyalty 
program effectiveness. These enhancements can enable brands to not only retain 
their current customer base but also attract new customers seeking more value and 
personalized experiences.  

Better Value for Money

Better Product Quality

More Innovative Products

Better Customer Service

More attractive loyalty benefits

10 20 30 40 6050

Figure 6: This graph highlights the top factors that might cause consumers to switch brands. Multiple answers per participant were 
possible, so percentages may exceed 100%.
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Reasons for Considering Brand Switch

Top Factors That May Cause Consumers to Switch Brands  

While a significant majority of consumers are loyal advocates for their favorite brands—
with 70% promoting them, 72% making frequent purchases, and 69% planning to continue 
their patronage—there are compelling reasons why consumers might consider switching. 
The study results show that the primary motivator is the search for better value for 
money. Other critical factors include superior product quality, more innovative products, 
enhanced loyalty benefits, and improved customer service. These insights suggest that 
continuous improvement in value, innovation, and customer engagement are essential 
for brands to retain their customer base in a competitive market. 

Brand Loyalty Insights
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Impact of 
Loyalty Programs
 

Loyalty programs play a crucial role in retaining customers, as indicated by the 37% of 
respondents who subscribe to such programs. This engagement rate highlights the 
importance of these programs in fostering brand loyalty.

 

Brands should focus on offering compelling, value-added benefits to enhance loyalty 
program effectiveness. These enhancements can enable brands to not only retain 
their current customer base but also attract new customers seeking more value and 
personalized experiences. 

 

To understand the effectiveness of loyalty programs, it's essential to examine the 
benefits consumers value most. Discounts, Rewards Points, and Free Shipping emerge 
as top priorities, underscoring the appeal of tangible rewards. Additionally, Exclusive 
Offers and Access to New Products are highly valued perks, indicating that unique 
experiences and early access are significant motivators. 

Discounts

Reward Points

Free Shipping

Access to New Powers

Early Access to Sales

Exclusive Powers

10 20 30 40 6050

Figure 7: This graph illustrates the most valued benefits in loyalty programs based on survey responses. Because multiple answers 
per participant are possible, the total percentage may exceed 100%. While the survey question included a longer list of options, 
only the top six are displayed here.
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Based on the survey insights, here are some key do's and don'ts for enhancing brand 
loyalty and consumer engagement: 

  

Personalize Marketing Efforts
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Strategic
Recommendations

Tailor marketing messages to align with 
consumer preferences, enhancing relevance 
and engagement while respecting consumer 
comfort levels.

Use data analytics to understand customer 
behavior and preferences for more effective 
personalization.  

Leverage Multi-Channel Strategies

Utilize a mix of email, social media, and mails 
to reach different demographics effectively.

Ensure consistent communication across 
preferred platforms to maintain brand presence.

Enhance Loyalty Programs

Offer tangible rewards such as discounts, 
rewards points, and exclusive offers to make 
loyalty programs attractive.

Provide unique experiences and early access 
to new products to boost engagement

Do’s   

Don’t Compromise on Quality

Don’t sacrifice product quality for cost-cutting 
measures; maintaining high standards is key to 
retaining loyalty.

Don’t ignore consumer feedback about product 
quality issues.

Don’t Dismiss Negative Feedback

Don’t disregard negative reviews; they provide 
valuable insights for improvement.

Don’t respond defensively to criticism; 
instead, show appreciation for feedback and a 
willingness to improve. 

Don’t Over-Communicate

Don’t bombard customers with too many 
communications; respect their preferences 
for frequency.

Don't ignore timing, align communications with 
significant events to prevent message overload.

Don’ts
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The study highlights the intricate dynamics of consumer-brand relationships, 
emphasizing that brand loyalty is influenced by a combination of personalized marketing, 
consistent product quality, and effective loyalty programs. Understanding consumer 
self-perception and preferences allows brands to tailor their strategies effectively, 
ensuring it resonates deeply with the target audience.

  

By leveraging these insights, brands can develop dynamic, consumer-centric approaches 
that foster loyalty and drive sustained business growth. Continuous innovation, coupled 
with genuine engagement and value-driven offerings, will enable brands to maintain a 
competitive edge in a rapidly evolving marketplace. This report serves as a roadmap for 
brands seeking to transform their customer loyalty strategies and achieve 
long-term success. 

Conclusion 
and Looking Forward 
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