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Founded in 2016, 
global agency Pure 
Loyalty (a subsidiary 
of TLC marketing) is 
an expert in helping 

companies garner a faithful 
customer following. 

Working with a wide range 
of businesses across the coun-
try, including Applegreen, Pal-
las Foods, the GAA, Electric 
Ireland and Dulux, Pure Loy-
alty is one of the fastest-grow-
ing agencies of its kind, win-
ning no less than 12 industry 
awards in its first two years. 

Mike Brinn, global loyalty 
director, explains how the 
business works.

“Today, successful brands 
create experiences around 
their product or service 
which enhance their posi-
tioning and build emotional 
engagement with custom-
ers, which in the end drives 
loyalty,” he said. “Emotional 
engagement is what is most 
important. Many companies 
use discounts to try and build 
loyalty, but these brands are 
at risk of losing customers in 
a price war.”

Brinn says the scenario 
where price is king can deval-
ue brand equity to the extent 
where brands become less 
relevant and memorable in 
their customers’ lives. Instead, 
he says, a loyalty programme 
should be a channel whereby 
a brand can build a person-
alised relationship with cus-
tomers and be relevant to their 
individual lifestyle needs. 

“Recognising that con-
sumers engage with multi-
ple brands on a day-to-day 
basis and offering rewards and 
content which link to their life 
stage is what is going to drive 
emotional engagement,” he 
said. 

“With the dynamic of the 
retailer/consumer relation-
ship having shifted signifi-
cantly in favour of the custom-
er, it is imperative that retailers 
know when their customers 
are returning. A loyalty pro-
gramme is the best mechan-
ic to do this as they use their 
membership number (or oth-
er unique identifier) to identi-
fy themselves every time they 
shop. All of this allows retailers 
to re-engage when customers 
start to churn, or encourage 

them to come back sooner.
“Having said this, a success-

ful loyalty scheme today must 
have a compelling strategy if 
it’s going to have the desired 
effect.”

This needs tech investment 
to allow businesses to truly 
understand the customer that 
joins. 

“The platform needs to 
monitor the customer’s trans-
actional and non-transaction-
al behaviour,” he said. “This 
behaviour then needs to be re-
warded, and we see this done 
best through lifestyle rewards. 
You never see people post on 
social media if they receive a 
discount, but you will see if it 
is a free ticket to the cinema or 
theme park. This social shar-
ing creates brand advocates, 
word-of-mouth marketing 
and fear of missing out, which 
we’ve seen snowball for some 
of the brands we have worked 
with.”

As well as its Irish clients, 
Pure Loyalty runs interna-
tional schemes with Bupa, 
FastWeb, Decathlon and 
American Family Insurance. 
It is fully behind the newly 
launched Irish Loyalty Awards 
and is proud to be a sponsor.

“Having heard about the 
work we’ve been doing with 
the GAA, Electric Ireland, Ap-

plegreen and Pallas Foods, the 
Irish Loyalty Awards got in 
touch with us to help support 
the inaugural event. We saw 
it as an opportunity not to be 
missed considering how many 
pioneering loyalty schemes 
we’ve launched here and 
how quickly the business has 
grown,” said Brinn. 

“Previously there has been 
nothing like this – something 
which focuses on loyalty in the 
Irish market – so we’re huge 
fans. Nothing says success 
like winning a gong which 
has been judged impartially 
by top industry profession-
als against specified quality 
standards. It’s too early to say 
whether or not there is scope 
to expand the awards, but 
we’re very excited about the 
prospect of helping to grow 
the event over the years – and 
of course, the opportunities 
and people we’ll meet along 
the way.

“There are many awarding 
bodies based in the UK and 
further abroad, who are open 
to accepting Irish entrants, but 
because they aren’t heavily 
marketed in Ireland, it’s left to 
the agencies in those markets 
to submit on behalf of the few 
they represent. Of course, Ire-
land does have other awards 
which have a loyalty catego-

ry, but loyalty is multifaceted 
and needs to be represented by 
more than just one category. 

“So our hope is that the 
awards are going to bridge that 
gap and encourage more com-
panies to approach loyalty in 
a way that is always thinking 
that one step ahead of what 
consumers think they want, 
as opposed to just ticking a 
box.” 

Pure Loyalty supports award 
schemes across Europe and 
USA and has picked up awards 
in the UK, USA and Italy. Most 
recently it was awarded the 
Platinum Award at Loyal-
ty360 in the USA for ‘Dream 
Keep Rewards’, a scheme on 
behalf of American Family 
Insurance. It has also been a 
finalist several times for Rel-
ish Rewards (its scheme with 
Pallas Foods) at the Loyalty 
Magazine Awards in London.

This year, the Loyalty Mag-
azine Awards held its first 
Loyalty Surgery, where Brinn 
hosted a workshop focusing 
on how to drive emotional en-
gagement in loyalty schemes. 

He says the response was 
extremely positive, and it is 
an element he’s hoping to 
replicate for the Irish Loyalty 
Awards.
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Loyalty is crucial in 
business, and while 
customers have 
long been rewarded 
for being faithful to 

particular shops or brands, 
businesses will now have the 
opportunity to get recognised 
for being loyal to their clients.

The just launched Loyalty 
Awards will be held early next 
year and have been made pos-
sible thanks to a number of 
sponsors, including WIN|WIN, 
a customer loyalty agency 
in Dublin. James Lenehan, 
founder of the company, says 
its mission is to help brands to 
positively influence and affect 
people’s behaviour. 

“Over the past 20 years we 
have built an unrivalled suite 
of platform-based technol-
ogies and a bank of rewards 
which help our clients to 
attract new customers and 
reduce customer churn,” he 
said. “Our solutions combine 
cutting-edge tech and data 
harvesting with novel incen-
tives which appeal to both B2B 
and B2C users. Clients choose 
to work with WIN|WIN be-
cause we are innovative and 
our pricing model is based on 
measurable outcomes. This 
means we generally save our 
clients money when deliv-
ering on their commercial 
goals.”

With an ever-expanding 
clientele, last month the com-
pany acquired an established 
loyalty business in Sweden 
which has been operating 
since 2006 and serves clients 
across Scandinavia. It is its 
first international acquisition 
and, according to Lenehan, 

the perfect way to celebrate 
its 20th anniversary. 

WIN|WIN has a large client 
base across Ireland and has 
been delivering loyalty solu-
tions for decades. 

“We are very proud of the 
client partnerships created 
over the past 20 years,” Lene-
han said. “Today we provide 
proven solutions in the spe-
cialist areas of customer ac-
quisition plus retention and 
loyalty for businesses such as 
eir, where we run their cus-
tomer cashback programme 
(acquisition). And in FMCG 
(fast-moving consumer 
goods), we recently launched 
an exciting NPD programme 
named ‘Reward Store’ for Pfiz-
er. This is a fully digital retail 
compliance and reward pro-

gramme which enables Pfizer 
to motivate, reward and track 
performance across their 
pharmacy partners nation-
wide. 

“We also operate the now 
legendary Supervalu Getaway 
Breaks programme. This is Ire-
land’s longest-standing loyalty 
initiative, and today it forms 
a key pillar of the Supervalu 
Real Rewards programme, 
and Getaway Breaks cele-
brates its 20th anniversary 
in 2019.”  

In other sectors, WIN|WIN 
delivers a range of customer 
engagement programmes for 
SSE Airtricity and Energia as 
well as insurance leaders like 
Laya, Allianz, VHI and Liberty. 

“Every client brings their 
own unique take on how 
they wish to engage with 
their customers, so no two 
programmes mirror each 
other,” Lenehan said. “All told 
WIN|WIN works with over 40 
tier-one brands, and we are 
now expanding our service 
footprint into international 
markets.”  

According to Lenehan, big 
brands have traditionally 
viewed their loyalty scheme 
as a means to generate repeat 
business among customers, 
which in turn delivers sales. 
A points-based reward me-
chanic has historically been 
the vehicle through which 
customers get prizes – but 
times are changing. 

“In recent times, there has 
been a power shift between 
consumers and brands,” he 
said. “Big brands are now the 
ones being put to the test as 
they must demonstrate loy-
alty to their customers, so it is 
turning the traditional mod-

el on its head. This has come 
about because today’s digital 
world has become much more 
competitive. New channels 
and brand offerings have dis-
rupted the traditional model, 
with challenger brands now 
breaking new ground. 

“So brands need to rise to 
this challenge by putting their 
customer experience at the 
top of their priority list. And 

if they are genuine in this ini-
tiative, customers will see it 
for what it is: it demonstrates 
their loyalty to their customers 
– and the sales will follow.”

Being an expert on loyal-
ty and why it has become 
a hot topic of late, Lenehan 
welcomes the Irish Loyalty 
Awards and says rewarding 
companies for keeping cus-
tomers at the heart of their 

business is something to be 
applauded. 

“New technologies and 
lower costs of entry are proba-
bly the key reason why loyalty 
has exploded in the past 36 
months,” he said. “Businesses 
now view customer engage-
ment as a crucial area within 
their business mix, and loyalty 
initiatives can be rolled out 
using accountable and mea-

surable ROIs, which means 
they make commercial sense. 

“As a long-standing lead-
er in the Irish loyalty arena, 
WIN|WIN has been spear-
heading the growth of this 
sector since our formation 
back in 1998, and the in-
creased interest in customer 
engagement and loyalty is 
encouraging as our industry 
continues to evolve. 

“There had been talk for 
many years that someone 
would set up an Irish Loyalty 
Awards programme to recog-
nise the great work across all 
sectors. So we are delighted 
that Marian, Eileen and their 
team have taken the initiative 
. . . and we are very excited to 
support the first ever awards 
as sponsors.”
winwin.ie 
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CALL FOR ENTRIES

Entry now open to all companies  
with customer loyalty at the  

heart of their business.

www.Irishloyaltyawards.ie
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COMMERCIAL REPORT
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Our solutions 
combine 
cutting-edge 
tech and data 
harvesting 
with novel 
incentives

Creating a WIN|WIN situation for 
companies and customers alike


