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Circle K, the overall winner: ‘We are tremendously proud to be acknowledged for our commitment to rewarding
our customers for their loyalty’
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Circle K’s winning formula puts the customer first
Circle K’s Here for Ireland campaign, in
partnership with the Olympic Federation
of Ireland and Paralympics Ireland raised
much-needed funds for athletes, as well as
positive brand awareness for the retailer,
writes Arlene Harris

C

ircle K is the country’s leading forecourt and convenience retailer with
430 sites across the
island of Ireland, supporting
communities nationwide
with its food, coffee, convenience and fuel ranges
alongside a variety of other
services.
Eadaoin Keane, head of
marketing at Circle K Ireland, says customers are the
top priority for the company
as it endeavours to maintain
its high standard of service.
“Delivering on our customers’ needs, gaining their trust
and engendering loyalty is a
priority focus for our business,” she said. “Our mission
is to make their lives a little
easier every day through the

products we offer and the
service we deliver.”
This mission took on even
greater importance over the
past 18 months as Circle K
remained open throughout
the Covid-19 pandemic in
order to support communities across Ireland and help
to keep the country moving.
Prior to this, in 2019, Circle
K entered into partnerships
with the Olympic Federation
of Ireland and Paralympics
Ireland. Throughout the Covid-19 pandemic, it supported
Team Ireland on its journey to
the Tokyo Games through its
Here for Ireland campaign,
which launched in October
2019 and continued until the
end of the rescheduled Games
in early September.
“A key focus for us was to

connect our customers to the
athletes and make it easy for
them to support Team Ireland,” said Keane. “Using
our Play or Park platform,
we created a brand-new innovative customer-generated
digital currency, just for our
athletes. Every time a customer scanned their loyalty
card, they generated digital
coins which Team Ireland
athletes could use to spend
in our stores, helping to fuel
them on their journey to the
Tokyo 2020 Olympic and
Paralympic Games.”
Over the course of the
campaign, Circle K customers generated more than 245
million digital coins, worth
some €1 million which Team
Ireland athletes used to buy
products such as miles fuel,
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coffee, snacks and other instore items – highlighting that
Here for Ireland proved to be
extremely popular with Team
Ireland, with 143 athletes
signing up to the campaign.
The marketing boss says
community is at the heart of
everything Circle K does.
“We are proud of the work
our colleagues have done
over the past 18 months to
keep the country moving,”
Keane said. “The foundation
of Team Ireland’s amazing
performance in Tokyo start-

ed with the community, the
towns and the villages where
our athletes come from, all
of which play a major role in
their development.
“When it was announced
that the Tokyo 2020 Games
would be postponed until
this summer, we knew that
athletes needed our support
more than ever, particularly
as the sacrifices they need to
make in order to compete on
the world’s biggest sporting
stage were now going to last a
little longer – so we therefore

decided to extend the Here
for Ireland campaign for an
additional year.”
She said Circle K was delighted to win the Irish Loyalty
Programme of the Year at the
2021 Irish Loyalty Awards.
“We are tremendously
proud to be acknowledged
for our commitment to rewarding our customers for
their loyalty, in particular for
the Here for Ireland campaign
which allowed us to not only
incentivise our customers, but
to also provide tangible sup-

port to Irish athletes as they
worked towards reaching the
biggest moment in their careers,” Keane said.
As part of the Here for
Ireland campaign, Circle K
showcased the journeys of
Olympic and Paralympic athletes from around the country.
“We enlisted a group of Team
Ireland hopefuls, including
swimmer Shane Ryan, runner
Greta Streimikyte, Taekwondo athlete Jack Woolley and
Irish women’s hockey player
Róisín Upton, to support us in
driving awareness of Here for
Ireland to the public.
“Research had shown
that that while Irish people
loved to support Team Ireland during the Olympic
and Paralympic Games, they
didn’t feel connected to the
athletes themselves. Many
didn’t know who they were
and didn’t understand just
how hard they had to train
on their journey to the games.
“So, through several marketing campaigns, we have
offered the Irish public a
glimpse into the lives of these
elite athletes, helping create
an affinity and a connection
with Team Ireland which
ultimately brought the na-

tion together to cheer on the
country’s homegrown champions when they competed
in Tokyo.”
Keane firmly believes that
the Here for Ireland campaign had a significant and
positive impact on Circle K’s
brand awareness, a belief
supported by the findings of
a recent Teneo survey which
was published in the Business
Post on September 12. When
the public were asked to recall
names of the most impactful
Team Ireland sponsors for
the survey, Circle K topped
the list.
“The Here for Ireland
campaign meant that
every time our customers
scanned their loyalty card,
they were reminded of Circle K’s Team Ireland sponsorship in a positive way, as
they felt they were making
a meaningful contribution to
Team Ireland’s preparation
for the Tokyo 2020 Games,”
she said.
“So Here for Ireland has
brought us closer to the communities we serve across Ireland, the same communities
which many of the athletes
who brought us so much joy
this summer came from.”

The future of loyalty: how the rules of the game are changing
Mobile technology, data analytics and digitisation allow today’s retailers to up their game, offering
customised rewards programmes that prove a powerful tool in attracting and retaining customers

T

he Irish Loyalty awards
took place recently at
a virtual event hosted
by Mario Rosenstock
where companies
were applauded both for their
loyalty programmes and initiatives across a variety of different
sectors. Brands which broke the
mould and introduced new innovations captured the spotlight, and
emerged as 2021 winners.
Commenting on the winners,
Marian Kelly of Zenith Marketing
said the judges were impressed
with the programmes presented
by the finalists.
“The 2021 winners demonstrated the power of the loyalty
proposition and represent loyalty
initiatives in which innovation,
creativity and analytics are mixed
in a brilliant blend,” she said. “The
judges were particularly keen on
finalists who embraced a holistic view of their programmes to
deliver value across a number of
dimensions.”
What is evident from the volume of entries and leading brands
taking part in the 2021 awards is
that the future of loyalty is bright,
but the rules of the game are
changing

Orla McKinney from VHI, whose Park Run Rewards won Community
Loyalty Programme of the Year 2021

Noel Hallahan of Bank of Ireland accepts the Loyalty Coalition
Programme of the Year 2021 award via Zoom

Brendan Considine of Vodaphone on Zoom to collect award for the
Fantastic Days marketing campaign

Siobhan Lynch, 3Plus loyalty manager for Three Ireland, accepts the
award on Zoom for the scheme

From the early days of stamps
and cut-out coupons on cereal
boxes, loyalty programmes have
come a long way in terms of sophistication and effectiveness. Advancements in mobile technology,
data analytics and digitisation allow today’s retailers, merchants,
and credit card providers to offer highly customised rewards
programmes, a powerful
tool in attracting and retaining customers.
The future of customer
loyalty is upon us and as
we emerge from nearly
19 months of non-typical living patterns,
it is becoming clearer
each day that people are

nologies have transformed this.
Customers are always connected, and the online and physical
worlds are merging, with customers expecting seamless integration
across channels.
Commenting on the future of
Loyalty, Eileen McGuinness of
Zenith Marketing said the bond
between brand and customer was
becoming stronger.
“When it comes to the future, we
can and will definitely see a number of Irish brands forging stronger
customer bonds and leading their
organisations closer to becoming
truly customer centric,” she said.
“There is a new emphasis on supporting local – which is great to see,
and we expect to see some new
smaller loyalty initiatives launched
across every sector.”
Some of the biggest trends in
customer loyalty which will con-

Jurgen Hutter head of
commercial & partnerships at
award-winner Avant Money

adopting new shopping habits and
sharpening their preference for
specific communication channels
and payment methods.
Customer expectations are
also changing: not that they want
more rewards, instead they want
a different kind of relationship
with the businesses they choose
to interact with. As such, loyalty
programmes are changing from
transaction-based exchanges between a retailer and a customer to
an ongoing relationship with the
customer at the centre.
Technological advances are also
rapidly changing the playing field.
In the old world, customers
would typically have a plastic
card scanned on payment, then
rewards would be received as coupons or offers either through the
mail or by email. In recent years,
smartphones and other new tech-

tinue in the future are:
– Increased focus on customer
value segmentation enabled by
new technologies
– Delivery of personalisation
through relevant offers which
resonate with customers
– Rewarding customers based
on their value
– Introduction of subscription
loyalty models across multiple
industries which will lead to increased customer revenue, brand
loyalty and greater profitability
– Implementation of engagement-centric campaigns by brands
which don’t have a formal points
of currency programme.
In conclusion, Zenith Marketing highlighted the importance of
constantly reviewing your loyalty
strategy..
“In a dynamic market with
shifting goalposts, loyalty member

List of 2021 winners
• Irish Loyalty Programme of the Year 2021
Circle K: Play or Park
• Financial Services Loyalty Programme of the Year 2021
Avant Money: Avantages
• Retail Loyalty Programme of the Year 2021
Dulux Paints Ireland: Trade Points
• Loyalty Industry Innovation of the Year 2021
Aer Lingus: Aer Club
• Utilities Loyalty Programme of the Year 2021
Three Ireland: 3Plus
• New Loyalty Launch of the Year 2021
SuperValu: Real Rewards & Visa
• Employee Recognition Programme of the Year 2021
Kuehne & Nagel: Care Programme
• CSR Loyalty Programme of the Year 2021
SSE Airtricity: SSE Rewards
• Retail Food Loyalty Programme of the Year 2021
SuperValu: Real Rewards
• Insurance Loyalty Programme of the Year 2021
Axa Insurance: Axa Plus
• Best QSR Loyalty Programme of the Year 2021
Insomnia: Treats
• B2B Loyalty Programme of the Year 2021
Kepak: Food Alliance Rewards
• Loyalty Coalition Programme of the Year 2021
Bank of Ireland: Student Live Life Rewards
• Community Loyalty Programme of the Year 2021
VHI: Park Run Rewards
• Travel, Leisure & Experiential Loyalty Programme of the Year
2021
Aer Lingus: Aer Club
• Technology Loyalty Programme of the Year 2021
Circle K: Play or Park
• Loyalty Programme Marketing Campaign of the Year 2021
Vodafone: Fantastic Days
• Established (3yrs +) Loyalty Programme of the Year 2021
Permanent TSB: goRewards
• Best Customer Experience 2021
Sky: VIP
• Loyalty Personality of the Year 2021
Willie Sparkes

expectations also keep evolving,”
Zenith Marketing explained. “Today’s “exclusive privileges” in a
loyalty programme will be treated
as hygiene tomorrow, prompting
the member to start looking for

newer and better offers. Brands
should always be reimagining
their offering, with the customer
at the centre of their strategy for
significantly better customer engagement and stickiness.”

