
!"#
$%& 
'()

!"#$%&'()*+,-./0123
2456789:;<=>?@ABCD/
EFGH<=IJKLM45NOPQ01
RST'UVK

EXPERIENCE



*+#,-

./012/3456789:'$%&;<=>?@AB678CDE

Sitecore#FGHI/JKLMN#

OPQRS$%&'TUVWXY#

OZ[678\E$%&]^'TUVWXY#

O678_?RS`aEbcd[Y

WHXYZ[

\]^67RST'_`abbcRSTdefgh'ijK[

\klmnopqFrRSTdef/67stu0v?wxyz{K[

\nop|}45~�>��f��h�@A>?@AF��I�'89K[

\nop�RSTdew�G��67��'�D�%��TKL�67�[

[[[[����01RSTw�P��]^�'�k��K

!"$%&'() !"nop89 2

2

4

6

7

22��

�� kXY

+,�¡

m¢

£¤¥k

¦§ 24



ef

¨(©-Yª«'RSTde3¬/QL

©de'�®/67no¯°��±�²/

67¨�³´µ¶��I·¸¹'¶ºK 

»Y¼½/67RST'x¾N~X¿À

VK#3/*ÁÂxw�GÃ�ÄÅ'Æ

ÇaÈ/�WH'¿ÉwÊËÌ¿QÍÎ

]^K 

ÏÏÐÑ'ÒÓµ/ÔÕÖ×'Ø�ÙÌ

Ú�K}»/¼ÛÜÝ#X¿'Þ�ßà

áâãL©äåæç/è}céêÎë

'K�ìí~ÂxîXïð/67ñ%ò

åó01ôõwX&'ö÷K 

ø_ù~ú67ûü'(>�kø_c/

ýþÿ!~a"UV/01#~a"V

@/»67$%&'(Ð)'*+K 

½,WHå�'c(-./'01/»G

H#01Q42KGH3545'��:

�r6¸w78KGH42>?@'9�

w:�?';<K

GH35¨67=Pf��<�>?K 

}»/67$|}@AB'CD¬201

EEGH@�L©01|}�67'RS

TFGÉPHHaI/@�01JaKL

MÞ�c�ùN/@�GH�vO·}P

Qr01'R0K 

�ìLM01í'aSõ~K 

T°UÎ'01ZRSTca"V@'/

01Vc¼WK 

Ð)'RSTdecT°>?'EEL©

deX�YZ[/éêxyqF/T°\

*/#T°X&K¼Û67]�LMAB

'RST*+/GHX�35^_/F`

a78ûïZb/cd3¬r'Üc01

H(>>ÀefÑK 

WH6�/½,'67sta"X&g4

'RSTde/@hij�01RST'

k�/�P01'lemnK

 

4 !"$%&'() !"nop89



澳⼤利亚  
204 ⼈

6 !"$%&'() !"nop89

gh#ij

kl#
m-#no

WH~[13[>opf/qr>op'st�qF67=P'nopuBECvw¤�hxy

zK{|h?/BEC 'Ó}~�c[18-64 �/��~(>��¤�fF67%&=P

uGH��67JÐLM�çA��AÃZ�8�67RSTdeFGH�JvK[

pqru�¼/����A�z�A=��A�Ö���v[

sRu�¼/��A����v[

tuvCDu�¼/�_��A��A� ¡�v[

wxtuu�¼/¢¤A�qGA£¤�v[

ENGINE INSIGHTS ~[2021[Ó[10[¥[12[$�[19 $w¤�(¦[CARAVAN Plusuh�§

¨vyzK[

©yz:�@dopKd�èª�r>op'qF«¬Z

巴⻄  
510 ⼈

中国  
508 ⼈

中国⾹港  
504 ⼈

南⾮  
505 ⼈

⻄班⽛ 
503 ⼈

阿拉伯联
合酋⻓国  
503 ⼈

英国  
506 ⼈

美国  
510 ⼈

印度  
503 ⼈

印度尼⻄亚  
504 ⼈

墨⻄哥  
505 ⼈

新⻄兰  
505 ⼈



9

 

66% 

84% 73% 84%

8 !"$%&'() !"nop89

1. 
�¬nop®¯>°±67'>ëK(©nop.²��67JÐ³>)�

��G´µFGH�J/L�67���¶·nop¸¹wCD'´µK

!"#$%&'()*+,-./01
L©67¸@ºã¬»@qFwZ[¬|��¼½¾¿�KL©¾¿��ãÀ

�67qFTÁ�²01mn���kKuë¦§/ÄÅ[1v

klm-no

QÂpÃÄPK�45~RSTdefÅ°�³¤Æ/

72% 222222222222222222!"#$3456789:;<)=>

?*+,-./0@
°�LM�Ç/67ñ���FnopX&��'��Kuë¦§/ÄÅ[2v

81% !"#$A"BC@
ÈÉÊA*ËÌAfÍÎÏwÐ�zÑ'nop<ÒÓã=ºRSTde/»

ÔËAËÕÖA×Tw×TØËÑ'nop<ÒÓãcQ�JKuë¦§/Ä

Å[3Kv

n�Y>'c/Fnop=P2ÙÚ'¤�2°¸:Ûj<'nopqFK��AÜ6wÝÞ

9�¤�'ßàqFT�[82-84%/»9�w89¤�áI�^âKuë¦§/ÄÅ[4Kv

:�@dg)/ãä.åcæYç�nopqFde/�F+ry'èù67%&�=PK¸@

c�ã;<AéêAÉPA9�¨ëA�³¤Æ�'�J�XìKã~r(¤fíî()K

LMz{

\ERSd['678uíî�f(>7ï'QÂpvZ 
[X] c'/W��67JÐLM�çA��AÃZ�8�FW�J/ðT°qFRSTdeK2

[X] c'/W'(Yç�³67'RSTdeK 

82%
DEF
u�¼/����A�z

�A=��A�Ö���v

G*
u�¼/����A�z

�A=��A�Ö���v

HIJKL
u�¼/�_��A��A

� ¡�v

MNHI
u�¼/¢¤A�qGA

£¤�v



6% 11% 33% 32% 18%

10 !"$%&'() 11!"nop89

. 
+,XY/nop�67�®�<'45EEGHñ5>?@ABCD/EFGHIJ'6

789K

klm-no

|!"}.~C���
>?@'�Jw89cst'Kò(Lc67óô»®'(M�D/»¼½/L'(Ô�67

st1õ'köï(Kk1õ½,'nop45/ñst¨÷ø'=P�DÀÓ>?@'=P

�DKuë¦§/ÄÅ[5v

E!"��
·nop��>«�ùwúû)/GH35�r'cFïIJ'=P89K#ñcä/01Ó

67øü�ùâ/67ý·þ01yÿn��©67£ºKuë¦§/ÄÅ[6v

�����
50% 'QÂp-ª/ÐÑÒÓf/~!hcæ=º�"#qF³67'RSTde)/GH<
=�$©67'mn¹KL(%&�k/67#a¯'$L(('Q)�Ô³'yQKuë¦

§/ÄÅ[7v

ÐÑÒÓf/~!hcæ=º�"#qF³67'RSTde)/RS'�����=+[��'�-�

V����)Yãíî()K

LMz{

��~�����678
nop35~�>67=PÐ�f�r6¸/*67$�RS01Kuë¦§/ÄÅ[8v

��f�@����RS ¡0¢i'TU@£¤V¥¦Z[RSnI§¨'TU©RSª«¬

678'+.�®¯�\E°�=;<±²³´µ¶V�µ'·@¸Z[!"$%&'nI©

°+V/�k?��,- °+V/ac´.�k T°V@ °+V/<�k� °+V/�k?���²

¹º»Ji=pi¼½'#
¾~¿À
/ã*¡0'®1/å2¡>3q45�¬|/W)å¸@zqFRSTdeI�'4

(�w��¬|K~Ó01��F>«I�'�ù)/L©¬|®c���k'K01q

FT°6ãa"78*'01¬|/@�Ç01'úû/ë)zq�9:;3ìYýþÊ

Ë'4P@K 

4(�¬|c01c¶Ì6�9�O<��'�ù/�¼/01'=>wP?/���F

N@01�k~01w¤=P»¶A'�ùu�¼/éê�ù��BCD�ùvKIEï

d/��¬|c01íî?PF67øü'�ù/E¼01éê�G67Ì6'FGKH

I��¬|/å¸@�01�JÝK¨'FG/�p01LM'NO�PQ/LRå'�

Sñ¸@��Q01MT'NO�6MK 

¼½ÁÂ 
4(�w��¬|E45�¬|<¸U/:

<ûPVh01W»45�¬|áõ~Xv

)�Y/øZ�Ûa[²'é%K 

ÃÄÅÆ 
·67Ü�0\]þ'þz¤ÝÀ^r_²

h`'>?@]þÖ)/£¤78uROIv

��a=K 

ÇCÅÈ 
3q4(�w��¬|/¸@<ûPh`Y

°01wk~01/<ûP%XIb\Q/

c;@�8d®K

4ÉÊË>ÌÄE~�Í 
<û'¬|exw<¼½'¬|f::;g

Iå<ûP�Ç01-8/LRå¸@ì)

Ë®hý/¨»�²0189/=i01F

67'xyjkK 

Î'ÏÐ�Ñ 
Qk~¨ËlmnoÂÄå'�³-wR

STde'4(�¬|/å¶A'nope

ow¬|2/��¶º'��ñ2K 

ÒÓÔÕ 
(©01¸:���G67'¬|pqr¡

s°0tW¼Ûåuqvw�³3q4(�

w��¬|'r¡/´.åñ°��x�L

©01K 

*Denise Dahlhoff, PhD, “Consumers’ Attitudes About Data Practices,” The Conference Board, Oct. 2020. 
（Denise Dahlhoff yz/{nop�¬|pqr¡'�T|/}~�QØ�É¨�/2020 Ó1 0 ¥。）



65%

60%

55%

52%

45%

36%

31%

27%

1%

1%

12 !"$%&'() 13!"nop89THE CHANGING LOOK OF LOYALTY12

Understanding what makes consumers feel more loyal should inform how you influence 
them to act more loyal. While rational reasons (e.g., offers, benefits, and rewards) are still 
vital, an increasing number of emotional drivers show significant importance.

3.  Brand loyalty is driven by much 
more than programs

EIGHT PRIMARY FINDINGS

4.  Brand engagement is critical to 
avoiding attrition
Loyalty programs can build brand trust, but one misstep during the customer experience 
can deeply erode the consumer-brand relationship. 

44% of respondents have stopped engaging with a 
loyalty program because of a single bad experience. 
And that percentage increases with members of Gen Y and Z. Loyalty is bigger than a 
program—it extends across the entire customer experience. (See appendix, question 10.) 

13OGILVY EXPERIENCE

High-quality products

Discounts, rebates, and promotional offers

Loyalty program rewards

Exceptional customer service

Knowing my privacy is protected

Brand values that align with my values

Brands that create unique experiences personal to me

Personalized communications

Something else

None of these

65%

60%

55%

52%

45%

36%

31%

27%

1%

1%

SURVEY QUESTION
What makes you feel loyal to a brand? Please select all that apply. 

Rational

Emotional

First, there’s the transactional,  
back-of-mind loyalty whose 
customers stick with a brand 
because it’s the easy, go-with-

the-flow thing to do. The vast majority of 
businesses land here—using data, technology, 
and automation by rote in hopes of bringing 
people back via regular communications, 
discounts, and promises of points-based 
currency. These efforts hinge on the loyalty 
of familiarity and customers’ fears of the 
unknown to prevent them from straying.

The problem is, this kind of loyalty is ripe for 
disruption—and easy to break. One email 
from a competitor offering a deep discount 
for a first-time purchase just might sway 
those seemingly loyal customers. Or what if 
a competitor boldly wades into a political or 
civil rights fray, and your customers—whose 
values align perfectly with that move— 
decide to purchase their next coat, brunch, or 
kayak from that brand. Maybe they even join 
that brand’s loyalty program.

The second type of loyalty, found 
more rarely, is akin to devotion. 
Yes, it also uses data, tech, and 
automation to measure and predict 

customer value, and keep people coming 
back. But it leverages these tools in more 
human, more creative ways—inviting 
customers to join something greater. This 
brand inspires, involves, and rewards them. 

And this type of loyalty begins the first time 
someone hears about your business and 
builds with every interaction.

This second type is what modern, long-
lasting brands aim to cultivate. In addition to 
rational elements, consumers today expect 
companies to deliver exceptional customer 
service, privacy, and brand values that align 
with theirs. Obviously, a lot is weighing on a 
brand’s approach to loyalty. (See appendix, 
question 9.) 

Is your loyalty strategy past its freshness date?

There are two categories of loyalty we see in today’s 
marketplace. 
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5.  Loyalty programs must evolve  
to meet the full range of  
consumer needs
The old approach of relying on regular communications, discounts, and point-based currency 
is not sustainable. 

A new approach, building emotional loyalty and personal relationships, is what’s 
needed. Eight in ten consumers surveyed indicate that emotional benefits help 
maintain engagement in a loyalty program. 

This is not about one type of benefit over the other. It’s about a balanced approach that 
appeals to a wide range of generational and regional segments. (See appendix, question 11.) 

An engagement approach that addresses both rational and emotional motivations helps 
programs evolve to provide richer experiences and targeted value to customers.

EIGHT PRIMARY FINDINGS

THE CHANGING LOOK OF LOYALTY14 15OGILVY EXPERIENCE

We believe brand devotion requires four types of consumer bonds:  
emotional, social, financial, and structural. 

BOND WITH CONSUMERS 
IN FOUR WAYS

By factoring in these four components, a company extends its brand value and 
differentiates its loyalty proposition. The strong bonds built can unlock advocacy or 
sustain negative interactions.

SURVEY QUESTION
Which of the following are most likely to keep you engaged with a brand 
loyalty program? Please select all that apply. 

Rational

Emotional

Promotions and offers

Earning points for rewards

Surprise gifts delivered to members periodically

A brand's reputation and values

Ongoing product and service enhancements

Program tiers to receive exclusive benefits based 
on my spending activity

Easy-to-understand updates about privacy and 
data security

Personalized service and communications based 
on my preferences

Unique brand experiences and invitation to 
exclusive member events

Access to a member commmunity

Something else

None of these

66%

63%

47%

45%

43%

38%

37%

35%

32%

23%

0%

1%

Experiences that 
make people 
feel personally 
recognized and 
involved, such as 
personalization, 
exclusive access, 
and surprises.

Experiences that give 
a financial benefit to 
loyalty—for example, 
points for purchase, 
coupons and 
exclusive offers.

Experiences 
that give a social 

benefit to loyalty, 
such as access 

to networks and 
group benefits.

Experiences that 
make it harder to leave 

the brand or easier to 
keep buying, such as 

subscription programs 
or free shipping. 

Social

StructuralFinancial

Emotional
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A brand’s loyalty strategy and the single 
customer view must work in tandem to 
achieve customer lifetime value. Customer 
data is the fuel for continuous analysis and 
measurement of the value proposition and 
the impact on the business objectives. 
Insights from these components guide 
changes to the program construct—and 
channel and marketing engagement—to 
meet shifting consumer needs and influence 
market and socioeconomic trends.

The creativity involved in delivering a 
personalized experience begins with 
capturing data to better understand a 
consumer’s behaviors and expectations 
for a brand relationship. Today's marketers 
then leverage this data, plus research, with 
behavioral, psychological, and technological 
tools to create a holistic, transformational 
approach to loyalty.

Best-in-class brands excel when they unearth 
unique insights about their customers 
and then translate those findings into a 
meaningful loyalty strategy.

To discover each brand’s singular loyalty 
insights, Ogilvy Experience uses a broad 
range of research methods, helping our 
clients develop deep empathy for their 
customers. We consider customers’ 
behaviors, mindsets, engagement 
journeys, and needs—both known and 
unknown. Then, based on newly examined 
customer data, we uncover insights to 
guide our recommendations for long-term 
engagement. Furthermore, our decades 
of experience building many of the world’s 
biggest brands enable our team to identify—
and this is key—opportunities unique to a 
client’s brand. 

DATA AS FUEL EMBRACE TECHNOLOGY TO 
DELIVER FUTURE STRATEGIES
Thanks to various technologies, it’s increasingly 
possible to meet the consumer in highly 
personalized ways at every touch point 
throughout the customer journey. On average, 
companies spend 28% of their budgets 
addressing tech debt. Perhaps surprisingly, 
that’s nearly the same as the 33% they spend on 
driving innovation.* 

What to do? Building a future-proof marketing 
technology stack requires adopting a 
composable approach. Leading digital 
experience platforms (DXPs) achieve this by 
composing, or combining, packaged business 
capabilities (PBCs). Each PBC is a feature or 
capability of the application and is typically a 
third-party software component. For example, 
a PBC could be a shopping cart, a promotion, or 
a business user. 

Organizations that use composable 
architecture see many benefits:

FASTER TIME TO VALUE
Using our Platform DXP, customers no longer 
struggle to implement beyond content 
management. 

BEST!OF!BREED APPROACH 
Our Platform DXP allows our clients and 
partners to assemble Sitecore solutions that 
work with a best-of-breed martech stack.

LOWER TOTAL COST OF OWNERSHIP
Customers shouldn’t have to battle with the 
high cost of hosting and annual upgrades. DXPs 
address both.

HIGHER ROI
With a composable solution, customers get to 
ROI faster and unlock further opportunities to 
accelerate growth.

FLEXIBLE DEVELOPMENT
This approach allows us to build client solutions 
with modern frameworks: Headless, Jamstack, 
MACH, etc.

DIFFERENTIATED SOLUTIONS
Partners can build value-add and differentiated 
solutions, and then go after a larger addressable 
market.

TECHNICAL TALENT POOL
Partners and customers can access a wider 
pool of talent across both .Net and Javascript 
communities.

FASTER DEVELOPMENT CYCLES
Modern CI/CD pipelines and DevOps reduce 
innovation cycles, thereby leading to far greater 
agility.

In summary, a composable approach 
uses various vendors, offering robust and 
comprehensive functionality; it doesn’t rely  
on a single vendor to produce standard 
functionality as a one-size-fits-all offering.

*  BusinessWire, "Study Reveals Majority of IT Leaders Consider Technical Debt One of the 
Biggest Threats to Innovation as They Build Back," June 15, 2021. 19
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