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Executive summary

Loyalty schemes work well for tracking purchase patterns and allocating bonuses. But true 
loyalty requires something extra: an understanding of the emotional bond your customer has 
with you, and the actions you should take to develop it positively.

In this Thought Bubble, we explore how Rapide’s technology uses the concept of Moments of 
Truth to define when a customer’s emotional bond with you can benefit most from positive 
action. From experience spanning 12 years and over 500m customer interactions, it uses real 
customer success stories to demonstrate:

    - How some moments matter more than others; 
    - How those moments are identified by enabling customers to respond in natural language  
      through their chosen channel;
    - And how large volumes of resulting data can be aggregated, analysed, and used for     
      insight – all while enabling the customer to be treated as an individual.

Rapide supports its ideas with solid results from working with over half of the FTSE, including 
response rates rising from 18% to 52% in the utilities sector, incremental revenues of £1.2m for a 
hotel chain, and other examples from hospitality and retail.
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Seeing Moments of Truth® in the context of the overall customer 
journey can offer value beyond the interaction itself. 
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Membership schemes and loyalty cards are a marketing success story – and some of the 
biggest, like Tesco Clubcard, were born in Britain. (For which retail and hospitality professionals 
in the UK should be rightly proud.) 

But points and bonuses aren't the whole of loyalty ... or even most of it. 

This Rapide Thought Bubble explores the deeper narrative of customer loyalty: what 
customers feel, say and believe. (And how to make them actionable.) In a socially 
connected world, it's this behaviour that drives profitable business relationships – not the points 
they accumulate on your loyalty card.

"I give you my data, you give me your points.
Where else in life would that be called loyalty?" 

Richard Hytner, Deputy Chairman, Saatchi & Saatchi

Loyalty schemes assume the most loyal customers are those who spend the most.  But ask any 
business traveller whose loyalty scheme he's in; you'll find Star Alliance and OneWorld cards in 
his wallet. Watch the queue in Starbucks; they've all got Costa and Nero cards in their 
handbags too. And nobody visits Las Vegas without M-Life and Total Rewards. The highest 
rollers have the lowest loyalty.

So loyalty doesn't stop at the repurchase decision. It's about the influence your customer has 
on friends and family, persuading them to spend money too – their "advocacy". (And 
"badvocacy", the tendency to tell others not to buy!) 

And you can't infer advocacy from buying patterns. 

Analyse a thousand customer histories, and you can perhaps infer men aged 35-45 are 80% 
more likely to purchase travel insurance in the month of June. But you don't know what any 
individual will actually do, or who persuaded them to do it. And it's in those individuals – and 
their social graphs – that true customer loyalty develops. 

At Rapide, we argue that real loyalty stems from the degree to which you treat your customer 
as an individual. Without treating the customer as an individual, you can't turn them into a 
true advocate. And here's the problem: we live in a world of Big Data.

Tesco Clubcard has 15m members in Britain alone. Hilton Honours has over 25m; 
Wal-Mart-owned Sam's Club, 47m. While Star Alliance airlines see a tenth of the world's 

population pass through their gates each year.

Faced with such numbers, cost issues demand efficiencies: not how you can treat each 
customer as an individual, but how many you can treat the same. And that's bad for the 
customer relationship... if you're the customer.

1. Loyalty goes beyond the card
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So this is the missing piece of loyalty: the strength of relationship you have with each customer 
as an individual. But what metrics, insights, and actions help you build the customer 
relationship?

Let's complete the jigsaw.

2. The emotional bond is the key driver

Getting to know the customer better starts, reasonably, with wanting to know more about 
them. But a purchase history doesn't tell us much; it often gives us the ‘what’, but rarely the 
‘why’. 

Repeat frequencies and redemption rates provide a lot of information and make a great 
scorecard to check if your product/promo/price mix is working, but they're purely 
quantitative. Points don't recognise the importance of the moment to a customer. 

A points allocation may signify a simple transaction (buying potatoes on a humdrum weekly 
shopping trip) or a big emotional investment (trying a different hotel brand after years of 
booking the Hilton.) But if the only metric is points recorded on an account, there's nothing to 
differentiate the two interactions.  That's about as unemotional as it gets.

And that's what drives loyalty today: the emotional bond.

Every time a customer touches your brand, he or she feels something. A customer journey is a 
series of emotional experiences over time. But not all emotional experiences are equal. Some 
matter more than others. And some really matter.

Swedish furniture maker Ikea is a master of the emotional bond. As a retail experience it 
breaks many rules: the long waits for fulfilment, the strictly-delineated floor layouts, even its 
biggest trick of turning you into an unpaid assembly technician. But the emotional bonds 

many customers have with Ikea – the way it furnished our first flat for £5, the hours we shared 
turning a house into a home, even the meatballs in the cafe – are where true loyalty resides.

And there's the problem. How can you take the customer's emotional temperature while she's 
snapping Billies together? How can you learn what she's thinking when she first sits down on 
the sofa?

You could run a focus group, do a home visit or an accompanied shop. Many companies in 
retail and hospitality do all these, and do them brilliantly. 

But ideally, you don't want to know what focus group participants think or feel; you want to 
know what each individual customer feels. 
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These aren't interactions you award points for, or capture on a purchase history. But they're a 
big part of the customer's experience – and they are, we believe, where true loyalty and 
positive advocacy arise.

The contacts you have with customers at the points of high emotional intensity are the most 
important interactions of all.

When Barclaycard looked for the right moments to make contact with customers, 
it led to a one-day sales record.

Visit www.rantandrave.com to read our success-stories

Moments that matter
Rapide calls such moments "Moments of Truth". The (few) touchpoints along the customer 
journey where a customer decides they love (or hate) you. And they're even more important 
in a world where the number of connections we have to other people, and the means we 
have of expressing ourselves across them, are increasing all the time.

3. Social media short-circuits traditional surveys

Of course, there are ways to contact customers as individuals – and you probably use more 
than one of them. The customer service form. The web-based survey. The man with the 
clipboard. The telephone call at dinnertime. 

But in recent years social media has let people share their experiences (and "vent" their 
emotions) easier and faster than filling in a form. An email survey to 1,000 people may not 
even get 16 responses.

“A good experience is typically shared with 16 people on social media. 
A bad experience? With 64. Only 4% of customers ever contact you.”

TARP 

In today's world, going social is just the default way of doing things. Likes, Follows, Friend 
requests, Tags, Pins and Shares all communicate shades of emotional bonding with a single 
click. 

Against that, how can an eight-page Customer Survey get attention?

To build your emotional bond with a customer, you've got to make it as easy as talking to a 
friend. Often, the kind of questions you want to ask – about product quality, service 
experience or future intentions – simply take up more of the customer's mental bandwidth 
than the next easiest option.
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Of course, with so many communication options open, there's a second factor in play here: 
the loyalty card gets gamed. You want customers to take certain actions to put more sales in 
play; thanks to social media, they're busy playing you. 

Sites like SmarterTravel let customers trade points between themselves, MyVoucherCodes 
brings individually-offered discounts to the masses, and MoneySavingExpert emails 100,000 

people weekly with the latest deals for cashback hounds and rate tarts.

Customers you've never heard of are, right now, modifying their behaviour to get the best 
possible deals on terms you'd prefer not to provide. In this sense, the traditional loyalty card 
scheme actually erodes loyalty.

(The Mafia visits businesses weekly with a menacing hand out,  but that's not exactly 
'customer loyalty". If a customer's only reason for maintaining the relationship is to constantly 
beat you down on price, that's not loyalty, that's extortion.)

And they think corporations are the ones with the power. As anyone in retail or hospitality 
knows, the customer is the one with the power these days. As it should be.

But we don't want to fight social behaviour; we want to leverage it. How?

4. Clever brands work with natural customer preferences

Putting these thoughts together: 

    - Moments of Truth are the points on the customer journey that really matter;
    - At Moments of Truth, customer propensity to advocate (or badvocate) you is highest;
    - At such moments customers are most likely to talk about you.

So it make sense to work with them. Help them talk to you as well as about you.

Tesco today actively encourages points-swapping between shoppers; it even allows points 
to be converted into offers for partner marketers. American Airlines and others do the 
same at Points.com. Other marketers allow points to be donated, or offer free points 

to support a charity, or sponsor content and events people are talking about.

What these marketers are doing is "bringing the conversation home." Taking that propensity to 
give feedback, and guiding the customer into a forum where the participants include the 
marketer.
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When a customer burns your rewards points on a BOGOF or Third Night Free, that's achieving 
one marketing objective. But seeing your points used for a purpose you didn't foresee, made 
possible by the social media connections you enabled... that's marketing insight.

“20-50% of buying decisions have always been influenced by word of mouth.”

By becoming part of the conversation, you can pick up on that WOM... and how it's affecting 
people's purchases. And by "listening" to the communications at the points where they arise 
naturally, you'll get the best, most accurate feedback in the way the customer prefers to 
deliver it.

“Advocates will do your marketing for you if you mobilize them, 
listen to them and engage them.”

Marketing Professor, Philip Kotler

The great thing about that is it's both individual and aggregate. You're picking up an 
individual communication (whether it's a posted comment or a single click of the Like button) 
from a real person, at the precise moment they felt moved to make it. 

Yet you're also getting quantifiable data from which you can make big-picture strategic 
decisions: everything from the number of Likes on your brand pages to the Shares through 
your iPhone app.

There's a lot of customers out there.  They talk to each other a lot. Why not arrange things so 
it's easier than ever to talk to you? 

Here are three pointers for doing it.

5. The new feedback paradigm is real-time

Respond in real-time
The first pointer is that you've got to work in real-time. After all, your customers do. Emotional 
responses get stale fast.

“Customer feedback captured 24 hours after an event
was 40% less valuable (than feedback gathered immediately) 

– and it continues falling in value each day.”
Gartner Inc.
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Act at the Moment of Truth
The second trait is to act at the Moment of Truth. When Rapide helped three Water utilities 
collect prompt feedback from customers after a service interaction, it delivered response 
rates for one company nearly triple the others, despite the questions being largely the same. 
(Increasing from 18% to 52%). 

The difference? One "service interaction" was with the Call Centre; the other involved an 
engineer's on-site visit. The on-site visit created more emotional involvement; customers had a 
higher propensity to share their feelings. Leading to that enormous 52% response rate.

Along the same lines, IT experts Atos keep a response infrastructure operating 24/7... 
and response rates have reached an incredible 90%. 

Visit www.rantandrave.com to read our success-stories

Communicate in plain English
The third pointer is natural language. At Moments of Truth, customers are most likely to tell you 
exactly what they think, if you give them the opportunity to communicate in their own way. 

Train operator East Coast Trains collected plain-English text messages from passengers 
and saw themes in 3,000 responses.

Visit www.rantandrave.com to read our success-stories

This is how emotional bonds form. (With people, as with marketers.) And the stories above 
have a common theme: they make use of the mobile channel.

6. The right channel is mobile, and it's two-way

In markets developed and emerging, across all social strata, there's one item billions now 
have at hand: the mobile device. Whether phone, pad, or palmtop, via SMS, MMS, email or 
website, the principle's the same: mobile is the fastest-growing channel for customer feed-
back. 

“Some 60% of owners sleep with their phones within a metre, 
and consult them up to 84 times a day.”

And even with near-100% penetration the pace of change isn't slowing: in Britain, girls 12-15 
send twice as many texts each day in mid-2012 as they did in mid-2011. (32, by the way.) 
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There's no great secret as to why: the phone is personal, always-on, and associated with an 
individual. Perhaps most importantly of all, the mobile channel offers the broadest range of 
response modes: voice, text and picture messaging, email, the web. 

These are precisely the attributes you need for building true loyalty and advocacy.

Builder's merchant Howden's sends out thousands of texts each day 
(and sometimes hundreds of thousands) to customers – but they're all focussed on 

the individual, local depots texting the day's offers to local customers.

Incredibly close emotional bonds can be built with a decades-old technology: simple text 
messages. It's how you affect the customer's feelings that matters, not how cool the gadgetry 
is.

Hotel chain Premier Inn not only confirms rooms reservations with text, 
but reminds customers on the day (reducing no-shows) and offers to book a 

restaurant table for their evening meal (leading to a tasty £1.2m revenue hike.) 
Visit www.rantandrave.com to read our success-stories

The mobile channel lets you always be there when customers want to talk. Short response 
codes, custom URLs, m-sites, intelligent IVR systems and multiple-choice text trees enable rich 
and detailed messaging with empathy and understanding. Rapide's services for outbound 
and inbound communication are available from a single source, its Communication Suite. 
Best of all, there are equally powerful tools for making sense of it.

7. Rant & Rave lets you extract insights from the data

Whether people respond in natural language, or score you on an NPS question, there's a 
basic division: they're Ranters or they're Ravers. 

Ranters are customers with a grievance. They typically tell 4x as many people about their 
negative experience as they would with a positive. And 96% of them won't tell you, the brand, 
about it. 
 

“70% of customer defection is down to poor experience, not product or price”
Forum Corp

There's an upside, though: if there's an easy channel to communicate with you, that 96% start 
talking. And, even better, if you can solve their problem right there, right then, they tend to 
not only lose their Detractor traits – they'll actually become Advocates. 
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Ravers, by contrast, are often your Advocates already. They'll spread the word about your 
products and services and spend 3x as much with you as the average customer. These 
people need nurturing too – because they're enabling far more sales across their social 
networks. 

Telecoms operator Orange used comments to identify
20,000 magic and miserable moments for callers to its Call Centre. 

Visit www.rantandrave.com to read our success-stories

Rapide's Feedback Suite - Rant & Rave is how you understand all these customers – both 
individually and in aggregate. Sophisticated natural-language-processing "understands" the 
shades of emotion in customer utterances and scores it for intensity of sentiment. 

A custom dashboard presents data in simple charts and graphs, letting you see findings and 
trends instantly. While, of course the Communications Suite lets you respond to those 
comments in real-time.

Rapide's experience stretches back over a decade - spanning 250 companies 
and over half a billion customer interactions.

8. The benefits are social... and anti-social

The plus points stack up faster than a Frequent Flyer's. If there's a channel of communication 
open 24/7, Ranters are more likely to come to you with an issue, and less likely to Status it to 64 
Facebook Friends. 

“A customer's propensity to repurchase rises from 32% to 89%
when a problem is acknowledged and resolved.”

Bain & Co

Building an emotional bond with mobile can send your loyalty programme into orbit. You 
already know who your customers are and what they've done; analysing their real-time 
responses, in plain natural language, can tell you why they do it.

“When companies have created active advocates among their customers, 
they have succeeded in capturing the hearts, minds, wallets,

and vocal chords of this group.”
MarketProbe
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Rather than a record of your customer in the rear view mirror, Rapide's talking and listening 
services give you a powerful predictor of your customer's future behaviour. With a huge effect 
on customer retention, share of wallet, and the long-term relationship.

“A 5% decrease in defection could lead to a 25-80% increase in profit.”
Harvard Business School

It's actionable emotion.

9. When it works: true strategic advantage

Actioning the emotional bond goes beyond the boost to sales and profits. It drives greater 
retention and lower churn... but there's a broader effect on your business: it informs your core 
strategy, giving you the information to make value-packed decisions.

Here's a list of some successes you can expect with Rapide and Rant & Rave, based on what 
we've delivered for some of Britain's top companies including half the FTSE.

    - Response rates skyrocket. Atos gets response rates of up to 90%.
    - Time-sensitive sales targets are met. Barclaycard broke its record.
    - Complaints go down. Affinity Water enjoyed a 36% reduction in complaints.
    - Cross-selling is unleashed. Premier Inn drove £1.2m in incremental sales.
    - Service issues get dealt with fast. Affinity Water won plaudits from regulator OFWAT.
    - Customer comments reveal insights. BMI's passenger feedback led to 1,480 fresh ideas.

Actionable emotion at the Moment of Truth is good business. So that's the new customer 
loyalty: listening to how customer feel and think to strengthen the emotional bond. Best of all, 
it doesn't replace your existing loyalty programme; it complements it. 
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    - Points and bonuses tell you the ‘what’, but not the ‘why’
    - The ‘why’ comes from how the customer feels
    - Customers feel most strongly about you at Moments of Truth
    - Moments of Truth are also when customers most want to respond
    - Social media amplifies their feelings across their networks
    - Marketers can use social media to become part of those conversations
    - The best feedback is in natural language and happen in real-time
    - Mobile lets you answer customers and resolve issues when it matters most 
    - The benefits include "taking control of the conversation", keeping advocates in the loop    
      and badvocates off the grid
    - Rapide's Communication & Feedback Suites enable you to talk and listen to customers in  
      real-time
    - Rapide’s Feedback Suite, Rant & Rave, lets you make sense of customer communications  
      by "understanding" natural language
    - Aggregating huge volumes of data into simple charts and graphs drives insights and ideas

In summary
Page | 12
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About Rapide
We are the Moments of Truth company. We turn moments of truth in to moments of 
opportunity. Our award-winning, multi-channel technology platform Rant & Rave provides 
real-time customer communications and feedback solutions to half the FTSE 350.

Lots of vendors claim to offer Customer Experience Management solutions but we take a 
different approach. We know that real-time is the only time to effectively engage customers, 
gather feedback and actually do something about it.

Because real life happens in real-time our Communications Suite lets our clients handle 
business-critical (and mission-critical) messaging whenever they want to, through the channel 
that best suits their customers, whether that’s text, voice or email. The Feedback Suite gives 
their customers the opportunity to share their views at the exact moment they’re thinking 
them. Intelligent text analytics understands every word and provides actionable insight, 
empowering employees and turning customers into brand champions.

Want to know how Rapide can help?
For over 12 years we've been supplying award winning real-time communication and 
customer experience management solutions to half the FTSE, increasing their revenue, 
retention and customer satisfaction. 

or call us on 02476 011 910 to find out more

a real-time engagement solution from

Of course your customers love rewards, they like 
collecting points too, but neither of these things 
drive true loyalty.

Text LOYALTY followed by your email address to 66099

Visit www.rantandrave.com/loyalty

70% of customer defection is down to poor customer 
experience, yet very few customers choose to tell the 
brand involved. ½ of the FTSE now rely on Rapide’s  
Rant & Rave to gather, understand and react to 
multi-channel feedback collected at Moments of Truth®.

By engaging their customers in real-time our clients 
have the unique opportunity to fix problems before they 
become complaints, transform happy customers into 
active brand advocates and gain business changing 
insight. 

To find out more about Rant & Rave and access a presentation from our recent gold sponsorship of 
Loyalty World...

12 years of industry experience has taught us that real 
loyalty is driven by emotion, it’s about how a brand 
makes a customer feel.

Call us on 02476 011 910

Loyalty isn’t just
about rewards...
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