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CHALLENGES

TRAVEL WITH EASE

Loyalty programs allow you to sit
back and enjoy your vacations.
PHOTO:AIMIA
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. FOCUS ON SELECT
. LOYALTY PROGRAMS
-.TO EARN THE MOST,

L1

Many Canadians find loyalty programs too complicated to
utilize.With a little understanding of how they work,
you can get your loyalty program to work for you.

Get the most from your rewards

Dennis Armbruster
EDITOR-AT-LARGE,
coLLoQuy

“Consider what
isrelevant to
your lifestyle
and if the
rewards struc-
ture meets
your needs and
preferences.”

hile the
economy
may be
on the up-
swing, re-
al wages
continue
tobe stagnant in the Canadian econ-
omy and consumers are continuing
to look for ways to stretch their dis-
posable income. If you are among
them, the time is right to take ad-
vantage of loyalty programs for
every bit of value they offer. Here are
some quick tips for doing just that.

Read the fine print and

make major finds

Know the terms and conditions of
your programs.A quick read of a pro-
gram’s parameters helps you learn
how it fits (or doesn'’t fit) your life-
style. Does your usage mean you
aren’t likely to earn enough to make
it worthwhile? Do you know the
points expiration policy? Consider
what is relevant to your lifestyle and
if the rewards structure meets your
needs and preferences.

Take notice, then use the

cards that count the most

If your wallet is bulging with mem-
bership cards, join the club. 90 per-
cent of Canadians (vs 74 percent of
Americans) belong to at least one
loyalty program. The average Can-
adian household belongs to 8.2 pro-
grams, according to the 2013 COL-
LOQUY Loyalty Census. By spread-

ing your shopping over that many
programs, you risk diluting the re-
wards value you get back. Ask your-
self which brands your family likes
and uses the most,then pick the best
program(s) that fit your lifestyle.
For example, do you travel often by
plane or by car? This will help you
decide whether to collect fuel perks
or frequent flyer miles.

Double your savings
with a combo
Aloyalty program that doubles earn-
ings in “twofer” deals, for example,
helps rack up points fast enough to
make adjusting your shopping hab-
its worthwhile. For example, a Tar-
get REDcard saves 5 percent on any
purchase. But join Target Pharmacy
Rewards too, and prescription buys
can double savings to 10 percent.
Some grocery memberships do the
same with fuel programs tied to
their in-store pharmacies. Another
example is booking a flight with a
loyalty program credit card where
the purchase awards you both air-
line points and credit card points.
Also, stick with programs that
demonstrate they know you by giv-
ing you offers on products and ser-
vices you need versus what they
want to sell to you. If you share your
preferences, wants, and needs, you
should see acommensurate increase
in value to you and your family. If
you do not, consider whether or not
the brand really wants to establish a
relationship with you.

Treat yourself to

experiential benefits
Practically all loyalty programs
come with soft benefits that add real
convenience and save time. Banana
Republic offers free alterations to
its loyalty program members. Many
grocery stores including Loblaws of-
fer a phone app which easily down-
loads coupons and shopping list
tools directly onto a member’s loyal-
ty card. Orbitz Rewards offers its
members early access to sales and
low-price guarantees. Look for add-
ons like ease of use, members-only
shopping hours and check-in lines,
free shipping and special access to
events to maximize your time and
minimize daily hassles.

Keep track, keep it simple

It’s back to the basics on this final
tip: once you consolidate your
spending to the programs you use
the most, be sure to redeem the
points you earn. COLLOQUY re-
search shows the average household
activeinloyalty programs earns $622
ayear in points and miles but fails to
redeem $205 of those rewards. Don’t
leave money on the table. Consider
using the services of rewards-track-
ing web sites and aggregators, such
as Points.com, that help consumers
manage their points and miles in a
central location.

DENNIS ARMBRUSTER
editorial@mediaplanet.com

Don’t delay it any longer:
start planning the trip of a lifetime

PATRICK SOJKA
FOUNDER,
REWARDSCANADA.CA

RewardsCanada.ca founder,
Patrick Sojka, dishes out
advice on how to maximize
travel rewards for a vacation.

We all talk about it constantly,at din-
ner parties, the gym,in the office: the
trip of a lifetime. Whether it’s island
hopping in the South Pacific, trek-
king the Andes, or golfing at St. An-
drews, we all have a dream vacation
that we never get around to taking.

Money always seems to be the pro-
hibitive barrier because dream trips
don’t come cheap. By signing up to
suitable loyalty rewards programs
and collecting points diligently, your
dream trip may not be the impossi-
bility that you always thought.

Endless possibilities

“The popular places for Canadians to
use their points are sun destinations,
like the Caribbean, Mexico, and Ha-
waii, but Europe is also really popu-
lar in the summer months,” says Pat-
rick Sojka, the Founder of Rewards
Canada. “You can also use rewards to

travel to Africa,Asia,and Australia,al-
though those places do require a lot
more points.”

Your rewards points are good to
use at any time of year, regardless
of whether it’s a popular travel per-
iod or not. Have you been dreaming
of a summer vacation to Brazil or a
Christmas flight to Europe to sur-
prise your family? It’s all possible if
you collect enough.

Italso might be your dream to trav-
el in style and leave those economy
seats behind. “There are times of the
year when redeeming for business
class flights is easier, because there
are less business travelers,” says
Sojka. “That tends to be in the sum-
mer,and on certain days of week, like
Tuesday,Wednesday,and Saturday.”

How to rack up the points
As well as only focusing on only a

few rewards programs (one airline,
one hotel,one shopping),you should
always be looking to take advantage
of any bonus mile offers because, as
Sojka puts it, “they are an easy way
to work your way up to that reward
youwant to redeem for.”

Sojka also advises to pay for every-
thing with a credit card that is tied
into a loyalty program. “This is by far
the easiest way to rack up miles out-
side of actual flights with the airlines
or stays with hotels,” he says. “Put
everything that you buy onyour cred-
it cards, right down to the chocolate
bar from the corner store.”

Keep your eye on the prize and
don’t pass up any opportunity
to boost your points. “Every mile
counts, no matter where or how you
earn it,” says Sojka.

JOE ROSENGARTEN
editorial@mediaplanet.com
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When it comes to vacations, the best way to maximize value is by cashing
in your reward points. Whether it’s helping with air fare or upgrades, the
opportunities to save and have a truly luxurious escape lies in your loyalty program.

Reverse the seasons
with Australian autumn

hile North Americans prepare

for the warmer weather dragged
in between April and May, Australians
are watching the sticky days of summer
washed away by its autumn.

Although pasty, unseasoned North Amer-
icans and Europeans favour the Australian
winter — autumn boasts lower airfares and
is one of the best times to visit the continents
rusty red centre and Uluru (or Ayer’s Rock).
Daytime temperatures linger anywhere from
19°Cto31°Cand it rarely rains.

Clearer days and calmer waters make
April the ample month for visiting the
Great Barrier Reef — spots like Knuckle and
Hardy Reefs are great for snorkeling and
diving as they are crammed with fish of all
kinds and vibrant corals.

‘ i

T

If you're planning on staying in Cairns, Port
Douglas, the Whitsundays or Airlie Beach
in April, book your accommodation sever-
al months in advance, as rates tend to swell
during the school holiday periods.

Wine enthusiasts should aim for the
south where the Barossa Valley — one
of the finest wine-producing regions in
the world — is bathed in Mediterranean-
esque warmth with cool evenings.The Ba-
rossa Vintage Wine Festival, the oldest in
the country, runs from the end of March to
early April and is the best time to sample
some of the Shiraz, Chardonnay and Ries-
ling that makes this region famous. There
are many vineyard tours that run from Adel-
aide to the region.

A

f Paris in April is Europe’s premier des-
Itination for spring travelling, Italy is its
best-kept spring secret.The season emanates
through the country as the wildflowers bloom
and the locals begin to punctuate the cafes,
shaking off the winter months.

The temperature has a tendency to lin-
ger in light jacket weather with the odd April
shower, but if you're going in late spring, pack
apair of swimming trunks and sandals.Italy’s
pristine Amalfi coastline, with its idyllic
coastal cities,lemon tree gardens and jutting
cliffs makes for a perfect spring drive with
ample Mediterranean toe-dipping time.

If you're looking to soak up some of the Tus-
can sun, you can spend days exploring Pisa —
located along the Arno River in the Northwest
of Italy — with its Leaning Tower and chalk-
white architectural remnants of its glory days

love song for Italy in the spring

asa commercial hub during the Middle Ages.

Beaches and touristy spots like the Lean-
ing Tower of Pisa are seldom packed this
time of year.

The Easter festivities — Pasqua in Italian —
during Holy Week draw tens of thousands of
visitors to the country,some to the Vatican and
others to take in some of the slightly smaller
scale festivities in Sorrento or Florence.

Airfare is most expensive during Holy
Week but otherwise you can tap into many
spring deals.

With so much to do in Italy,you might feel
inclined to plan a whirlwind trip but any
less than three days in a city soaking up the
wine and delectable Italian food is sure to
leave you unsatisfied.

ANDREW SEALE
editorial@mediaplanet.com

Blending colonial and island
neritage in Bermuda

oasting the highest concentration
Bof golf courses per square mile in the
world, Bermuda is paradise for the golfer.
You could spend a week playing your way
across some of the most picturesque golf
courses in the world. St. George’s and Port
Royal Golf Clubs are favourites, sure to chal-
lenge both beginners and the avid golfer.

If you’re planning to be in Bermuda
around Easter, head to Southampton Par-
ish’s Horseshoe Bay to watch locals fly the
beautiful handmade Bermudian kites on
Good Friday.

To tap into the island’s colonial roots be
sure to visit The Afternoon Tea at the Fair-
mont Hamilton Princess, overlooking Hamil-
ton harbor. The tasty breads, scones, and pas-
tries are baked onsite and provide a perfect
reprieve from the days explorations.

Adventure seekers should test out Hartley’s
Helmut Diving in Sandys Parish. It’s unique in
that you can breathe in a helmet hooked up to
the surface while youwalk along the sandy sea-
bottom in search of fish and coral reefs.

If you're looking to escape the crowds of
Hamilton, St. George Parish on the island’s east
end offers a chance to mingle with the locals,
sample the food,and work on your tan. Named
a UNESCO World Heritage Site, St. George Par-
ish is an ideal spot for history buffs looking to
explore the colonial remnants.

Asurprise treat for film enthusiasts is the Ber-
muda International Film Fesitival,which show-
cases independent films from all over the world.

No trip to Bermuda is complete without vis-
iting the ancient, stalactite-adorned Crystal
Caves set against the pristine island waters.

Luaus, volcanoes and surt
N a Hawalian paradise

or Hawaii,mid-April is the tail end of high
Fseasons but if you do your research you
can take advantage of the deals being served
up by travel agents looking to stretch the end
of the tourist season.

Year-round sun often graces Waikiki
Beach and the southwest coast of Oahu.
The Big Island’s Kona-Kohala Coast and
the south and west coasts of Maui are often
sun-swept as well.

The island of Oahu is home to four major
luaus — a party filled with fire knife throw-
ing, hula dancers and a cornucopia of Ha-
waiian food. No matter where you find
yourself in the island paradise, seeking out
aluauisa must.

Kahaluu Beach Park — the most popu-
lar snorkeling destination on the Big Is-

land — is one of the best spots to explore
the craggy rock formations and vibrant
tropical fish darting amongst the island’s
cerulean waters.

If you're a fan of extreme sports, surfing
is vital. The tribal tradition has a lengthy
history in the Polynesian islands and its
swells are some of the best in the world.

Waikiki Beach in Oahu is punctuated
with surf shops for gear rentals and the
best place for beginners looking to catch
their first wave.

The best way to cap off your Hawaiian va-
cation is to hike your way up the Haleakala
volcano on Maui just before dawn so you can
watch the sun clamber over the horizon.
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Rated #1 travel rewards card.

Welcome bonus

599

Round-trip companion
flight every year’

|plus taxes, fees snd charges|

WestlJet dollars

Saving money on travel with the WestJet RBC®
World Elite MasterCard* just makes sense.

Apply today at rbc.com/westjet.

‘Awarded September 2013 by MoneySense. Only available to residents of Canada.
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ENSURE YOUR
POINTS DON'T
EXPIRE

GET THE REWARDS

YOU DESERVE

Mediaplanet discussed
loyalty programs with one of
Canada’s favourite television
personalities, Marilyn Denis.
The Marilyn Denis Show airs
live Monday-Friday at 10 a.m.
ETon CTV.

Mediaplanet As the host
of Canada’s No. 1 lifestyle
series you have been able
to make a connection with
viewers all over Canada

— how do you reward your
loyal fan base?

Marilyn Denis I think it is real-
ly important to thank our audi-
ence and viewers for their loyalty
and support — they’re the reason

B Alwayslook for bargains on trendy
clothing that will keep your look up-
dated each season, but invest in the
basics that you plan on wearing for
years to come.

B Purchase your clothing midway
into the season when stores start
their markdowns.

B Make friends with your sales asso-
ciate. They can keep you in the loop
about upcoming sales and put aside
pieces for you when they come in.

B Don’t be afraid to check out new
stores.We get used to shoppingin the
same stores over and over but there
might be some great deals at the shop
nextdoor.

B Shop online! Alexis also agrees
that online stores usually offer mas-

“These programs become part of a routine and
in a sense they build a relationship between
retailer and consumer. I like a program that
offers reward points or cash back.”

we are Canada’s No. 1 daytime life-
style series. You want their experi-
ence with the show to be memor-
able — something that connects
with them personally or some-
thing they can share with someone
else. Of course,we also have prizes
for audience members during the
show and for viewers at Marilyn.ca.
Every year we hold our “Search for
the Next MARILYN Expert” series
— we just recently crowned our new
cooking expert following a nation-
wide search that gave six incredibly
skilled cooks from across Canada
a chance to showcase their skills
and be part of our team. During the
Christmas holidays,we hold our an-
nual “10 Days of Giveaways” series.
Last December, we gave away close
toamillion dollars’ worth of prizing
to audience members. Viewers can
also join my BFF Network online
at Marilyn.ca for exclusive ac-

cess to contests, special of-

fers,and more.

MP You have
interviewed fash-
ion experts and
shopping person-
alities that are ex-
perts in shopping
smart. Are there
any tips you can pass
along to consumers

that are looking to save
money?
MD We have a number of fashion

experts who we feature regularly on
the show including Peter Papapet-
rou,Joe Zee,Alexis Honce,Gretta Mo-
nahan, and Lilliana Vazquez — who
all do a good job at providing viewers
with ways to get high fashion looks
at half the price. Peter Papapetrou
recommends that we edit our ward-
robe regularly to know what we have
— suggesting we make a list of items
before we go shopping to keep us on
track. He also says online shopping
sometimes has better promos and
prices — along with free shipping!
Another tip from Peter is to remem-
ber that the right accessory can up-
date your classics! My personal styl-
ist,Alexis Honce,who is also our lead
wardrobe stylist and fashion expert,
recently shared these money saving
fashion tips:

sive markdowns that are not avail-
ablein-stores.

MP The average consumer
participates in 7 loyalty
programs — do you partici-
pate in loyalty and rewards
programs?

MD 1 do! I have a coffee card, a trav-
el reward program,and loyalty cards
from select retailers, but I keep the
number very small. I believe you
should get into a loyalty program,see
if it works for you, figure out how it
works and use it for a while instead
of signing up for a multitude of pro-
grams that you don’t use well. Be-
cause if you know the ins and outs
of a loyalty program, you can take
great advantage and save yourself
a lot of time and money. If you have
too many of them, then it gets dilut-
ed and you are not using them to the
best of their ability in terms of how

N =
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fee after buying a certain amount
of cups.Now I just need the LCBO to
provide a loyalty program, like buy
nine bottles of Pinot Grigio and get
the tenth one free — I'would be very
loyal to that program!

MP As a consumer, what
impact do loyalty programs
have on your daily shopping
habits?

MD The impact is that the pro-
grams I do participate in allow me
to receive rewards on the items I
buy often, so I see myself becoming
a loyal customer of certain brands
or stores. But I only use what I use.I
am not creative with myloyalty pro-
grams — perhaps I should be. I ap-
proach loyalty programs on a very
simple level. There are certain re-
tailers that I like to frequent and I
therefore, by association, participate
in their reward programs.

MP Describe the perfect
loyalty program for you.

MD Most people love routine and
are loyal to certain businesses and
items.Loyalty programs encourages
regular repeat business,whetherit’s
daily at a coffee shop or weekly at a
favourite retailer — these programs
become part of a routine and in a
sense they build a relationship be-
tween retailer and consumer. I like
a program that offers reward points
or cash back. But seriously, the ul-
timate rewards program would be
the one that served up a steaming
hot latte the moment I wake up in
the morning!

MP What’s coming up

on The Marilyn Denis Show?

What can we look

forward to?

MD we will continue to bring view-
ers entertainment and lifestyle seg-
ments, featuring Canadian and
international celebrities and experts.
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they can work foryou — because they
really should be working for you!

MP How do you spend
your reward points — have
you ever been able to re-
deem something for free?
MD Yes — in a couple of cases I
have used my reward points for ex-
periences rather than redeeming
for a gift in a catalogue — that has
served me well. It’s about getting
cash back and gaining experien-
ces. But in most cases, I use loyal-
ty programs to get reimbursed on
a future purchase. For example, if
I buy a number of items at a store
I frequent, I will get a certain dol-
lar amount off my next purchase —
I like and prefer that.I also have a
coffee card that offers one free cof-

Viewerswill walk away having learn-
ed something new from our wide
panel of experts,including real estate
expert Scott McGillivray, who is co-
hosting an episode with me (March
31%), fashion designer and Kleinfeld
fashion director Randy Fenoli (Apr.
2)will be a part of an upcoming wed-
ding themed episode, and we con-
tinue to showcase MASTERCHEF
CANADA eliminated home cooks
(Apr.1) each week. More information
about upcoming guest listings, in-
cluding ticket information, can be
found online at Marilyn.ca.

editorial@mediaplanet.com
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wire a grand prize of
10 MILLION POINTS!

RECEIVE A CONTEST CARD WHEN YOU SPEND $10 OR MORE* ON ALMOST ANYTHING IN-STORE

*M0 PURCHASE NECESSARY. Unique PIN Code from contest card required to be entered for grand prize draw at shoppersdrugmart.ca/l0million by April 21, 2014 11:59:59 p.m. EST. Contest cards will also have either an instant
win prize.or no prize at all. Cards will be given out in-store until April 18, 2014 or while quantities last, whichever comes first, to Shoppers Optimum cardholders who purchase $10 or more of eligible products before taxes and
after any discounts, Open to Canadian residents age of majority or older and who are valid Shoppers Optimum cardholders. One (1) grand prize of 10 million Shoppers Optimum Points (ARV- $17,894.74) and 34,450 instant win
Shoppers Optimum Points prizes (ranging from 1,000 points to 95,000 points - ARV: $1 to $170) available to be won. At outset of contest, overall approximate
odds of winning an instant win prize are 1 in 268. Odds of winning the grand prize depend on number of eligible entnies received. Skill-testing question

Optimus

A

A
required to be declared a winner and for redemption of all prizes. For full official rules, no purchase entry details including how to obtain a contest card or S H O E R rf:"a,'a./.-:
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HOW DO WE THANK OUR TORONTO CUSTOMERS?
WE START BY GIVING YOU REWARDS.

Introducing Rogers First Rewards™. A new loyalty program that gives you points you can use. Choose from
100 rewards like free travel packs, unlimited long distance, On Demand movies, data overage protection and much more.
It's our way of saying thank you to Toronto.

Visit Rogers.com/FirstRewards to find out more.

ROGERS FIRST
REWARDS"

LIVE LIKE NEVER BEFORE. N LT 4

and use a spmfuz rewvard, a subscription to Rogers digital TV, internet, home phone or wireless services may be required, Rogers d
See mgersmm for details. Rogers First Rewards is offered to eligible customers only. Excludes Rogers small bwnms
it rogers.cornfi _ll’é'-ﬂa'ald’s T™™Ragers, Mubm Diesign, Now you'll know. & Live Like Nmraei(}mam ""-'E.
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Thirsty for rewards:

<evin

Mediaplanet caught up

with Kevin Brauch, host of
The Thirsty Traveler.

Follow Kevin’s YouTube chan-
nel ‘The Thirsty Traveler’.

Mediaplanet What got you
started in the entertainment
industry? Did you ever im-
agine that you would be the
host of your own show on the
Food Network?

Kevin Braunch Being the High
School newspaper editor, a mem-
ber of student council and a hav-
ing a serious love of SCTV and SNL
are what I believe shaped me at a
young age for success in my career.
I received formal training earn-
ing my BA in Radio and Television
Arts at Ryerson. My first TV job with
TVO was a stroke of luck — at first I
didn’t get it, but later they decided
Patty needed a co-host, so I was in.
1 definitely always saw myself hav-
ing a role in television, but not ne-
cessarily The Food Network. Selling
hot dogs and popcorn at Exhibition
Stadium was my first job.I was also
a “pasta chef” at The Old Spaghetti
Factory. I obviously love the cocktail
and spirits industry, so it turned out
tobe a pretty great match.

MP You essentially get to eat
and drink your way around
the world! What are some of
your most memorable mo-
ments while filming The
Thirsty Traveler?

KB Every day I remember some
special moment or experience I
haven’t thought about in years.
Eating an entire King Cobra in
Taipei night market (blood and
everything). We ate pigeon claw
in France, huhu grubs in New
Zealand, cui (hamster) in Peru. I
was almost burned alive in a sug-

ar cane brush fire in Jamaica, al-
most drowned in rough water
diving for Abalone in Northern
California. Leading 12,000 beer-
drinking revellers in Ein Prosit, a
German toasting song at Oktober-
fest, was a big honour. Drinking
with our Russian mafia hand-
lers until I got sick (they were re-
al gangsters, but nice ones). Em-
barrassingly flying next to So-
phia Lauren while wearing track
pants..what was I thinking!?

MP What are your favourite
three destinations that your
have visited and why?

KB Everyone wants to know what
were “the best”, but they’re all the
best. Here are some great memories
that made the trip special.It’s about
finding your own special moment
on your trip,wherever you go.

B Jamaica: Cliff jumping, cold beers
and wicked sunsets near Rick’s Café
in Negril. Enough said.

B Taiwan:Iwent there having noex-
pectations,and it turned out tobe one
of my best experiences.Taipei in par-
ticular was great. It was ultra mod-

TOP: ON THE ROAD
Kevin stops for a picture while
travelling through Iceland.

BOTTOM: CHEERS!

Kevin raises his glass

while overlooking Switzerland.
PHOTOS: TAPAS PRODUCTIONS

Sraucn's secret
0 travel freedom

ern, with poor areas of course, but it
all seemed harmonious because the
people were happy. It was dynamic,
exciting, it had a unique energy. It
really caught me by surprise.

B New Zealand: It was like finding
a home away from home. If I were
to live anywhere other than Can-
ada,itwould be here.Typicallywhen
I'm travelling, no matter how much
1love it,I'm always excited to come
home.But New Zealand tempted me.

MP You consistently travel all
over the world — what role
do loyalty and rewards pro-
grams play in your life?

KB You wouldn’t think they make
a huge difference but when you’ve
truly benefitted from what loyal-
ty and reward programs can do for
you, you realize how integral they
can be to making a holiday or busi-
ness trip a success. When you're
top tier status,they can make mov-
ing in and out of airports so easy.
Having a loyalty progam on your
side can really ease or totally erase
any difficulties you’ll typically
bump into when travelling. It feels

“I only usé my poit

for more tragel, because
Ifind that g;%'es back

to me in the most

significant way.”

luxurious — they treat me better
than I would treat myself. I only
use my points for more travel, be-
cause I find the give back to me in
the most significant way.

MP When did you start par-
ticipating in loyalty pro-
grams?

KB My first one in Spring of 2000, I
believe. It was a very different era of
travelling way back then.I remem-
ber joining at the check-in counter
in Edmonton: she told me I could
earn credit for all the flights I was
making, which was exciting, and I
was so proud when I received my
first Aeroplan Card in the mail. I still
have it to this day with other sou-
venirs from my travels.

MP About how many miles
would you say you accumu-
late annually?

KB In the 15 years I've been trav-
elling I've taken over 1,000 flights,
which blows my mind. My first ever
flight was a charter to the Domin-
ican Republic when I was 18. Dur-
ing my ‘best’ years my accumulat-
ing miles would be between 120,000
and 150,000. In slower years it was
only 35,000-40,000. It’s funny how
you start craving flights when
you’re not making them as often as
you once did.

MP Have your expectations
of loyalty programs shift-

ed over the years? Describe
your ideal loyalty program.
KB 1deally, my loyalty program is
easy to use and solves more of the
challenges associated with frequent
travel than it creates. It’s accessible,

broad, personal and within all of
that, gives me a sense of pride (and
priviledge) when travelling with
that card in my pocket! If your loyal-
ty program cannot represent you
then why is it your loyalty program?

MP As a consumer — do you
feel that loyalty programs in-
fluence your decisions and
spending habits?

KB Loyalty programs definitely in-
fluence my decisions in regards to
work and travel — which flights, ho-
tel,and car I book — really anything
involved in the process of moving
around the planet as a global citizen
will ultimately be affected by my
loyalty programs.

MP You have already accom-
plished so much in your ca-
reer — what’s next for you?
KB what’s next for Kevin Brauch?
Expect the unexpected, but travel-
ling, food and drink will always con-
tinue to drive me. I still haven’t been
to Thailand or Zagreb, Croatia, so
those are on my to do list. Some per-
sonal reinvention is in my future,and
travel is always a wonderful agent for
personal growth. I have a lot of ideas
for television development, so hope-
fully you’ll see me behind the cam-
era as much I am in front of it.I want
to continue my passion for life, work
and friendship...and I want to cut an
album and perform on stage before
my 50th birthday! CHEERS!

editorial@mediaplanet.com

Trends drive changes in loyalty programs

The confluence of forces
shaping the current ‘loyalty
economy’ means changes
for consumers with their
loyalty program member-
ships. The continued frag-
mentation of markets, ca-
pabilities for personalization
and evolving customer ex-
pectations are contributing
factors to potentially dramat-
ic shifts in loyalty programs.

Mediaplanet sat down with COL-
LOQUY Research Director Jeff
Berry to find out what’s in store
for the near future.

Mediaplanet What trends
will consumers see re-
flected in their loyalty mem-
berships in 2014?

Jeff Berry First and foremost,
consumers will have a world of
choices at their fingertips — lit-
erally. More businesses will have
loyalty programs featuring mobile-
enabled offerings to make trans-
actions — and engagement — as
easy as possible.That convenience

is more important than ever be-
cause, thanks to global connectiv-
ity,customers can increasingly ac-
cess choices from around theworld.
To further enhance customer rela-
tionships, businesses are provid-
ing more consistent experiences
across every touchpoint: in-store,
online and through mobile devices.

MP In addition to helping
businesses, it seems like
technology is allowing
consumers to find and
share solutions with
one another.
JB 1It’s true. Peer-to-peer (P2P)
Craigslist have moved beyond
mere transactions into a world
of transitory collaboration. Thanks
to the options provided by technol-
ogy, consumers can easily find per-
sonalized or highly relevant items
that meet their specific needs. This
gives consumers yet another advan-
tage over traditional businesses as
they have more channels for meet-
ing their needs.

Consumers will see companies

Jeff Berry
Research Director,
COLLOQUY

striving to become a go-to resource
or forum in the P2P arena in order
to remain relevant in this emer-
ging form of commerce.

MP Data security and
privacy issues have been in
the news for months. What
impact does that have on
loyalty programs?

JB Consumers are becoming all too
aware of the personal data that is col-
lected both online and offline — and
are expecting more in return for pro-
viding that information.The average
consumer is reluctant to share more

“Convienence is more
important than ever
because, thanks to
global connectivitiy,
customers can
increasingly access
choices from around
the world.”

information because he or she isn’t
currently experiencing the bene-
fits of doing so. According to the 2013
LoyaltyOne Privacy and Relevance
Study, 77% of consumer respondents
agreed with the statement: “I do not
feel as if I am receiving a benefit for
sharing my personal information.”
However, 63% say they would be
“willing to give more personal in-
formation if companies sent me rel-
evant information based on what I
have provided.” Loyalty programs
will prioritize finding the ‘sweet
spot’ where relevant engagement
meets the need for personal details.

MP How will loyalty
programs change to

keep their members

coming back?

JB Loyalty programs used to ‘sur-
prise and delight’ members by deliv-
ering unexpected perks, discounts
and rewards. Nowadays, customer
expectations have grown and those
benefits are perceived as a “given” by
consumers.

Discounts can only be taken so far.
Therefore, ‘soft benefits’ — exclu-
sive, personalized experiences apart
from transactions — will become far
more prevalent. For example, these
benefits may include an invitation-
only entertainment event for mem-
bers or a special expedited check-in
line,as seen in the hotel or airline in-
dustries, extended into retail.

The bottom line is good news for
consumers: everyone with a phone
or a connection to the Internet will
increasingly have the power to be-
come an ‘Economy of One’ — and
companies are changing their pro-
grams to address that.

editorial@mediaplanet.com
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AVIONERS® HAVE THE RIGHT TO

FLY DURING PEAK
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No blackout periods. No seat restrictions. 130 airlines to choose from~.
Avion® gets you on the plane you want, when you want.

Apply for the RBC® Visa Infinite* Avion® card and get your first short-
haul flight on us with 15,000 welcome points’. Visit rbc.com/avion or
call 1-800-769-2511.

AVIONERS CAN DO THAT
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EMMIE FUKUCHI
ASSOCIATE VICE
PRESIDENT,
INNOVATION &
PROJECT
DELIVERY,
LOYALTYONE

I am a mobile apps
consumer, hear me roar

By the time you finish reading
this sentence, 10,000 apps will
have been downloaded on mo-
bile devices across the world. Of
those, roughly 7,000 will sit for-
gotten, collecting virtual dust.

Companies that want to en-
gage their loyal customers via
mobile apps have plenty of incen-
tive to avoid this digital grave-
yard. LoyaltyOne recently sur-
veyed nearly 6,000 Canadians
and Americans to find out what
makes Jane and Joe consumer
tick when it comes to the use of
mobile apps.

We wanted to know the key
traits of apps that land and stick
onyour main screen.

Your responses, in aggregate,
sounded a loud and clear mes-
sage. You said you want conven-
ience and utility from your apps
— and don’t forget entertain-
ment.You told us the best apps in-
form more than sell, and provide
reliably helpful tools rather than
just promotional information.

In other words,you like a shop-
ping list app that makes sugges-
tions about what and when to
purchase based on history and
coupons available.

If an app solves lifestyle
needs and also throws in a bit
of entertainment, it’s less like-
ly to end up in the app grave-
yard — we get it.

With your collective voice whis-
pering in my ear, here is my list of
mobile app innovations that stand
apart and deliver on the traits
you've identified in our survey:

B Apple Store: Both the
iPhone and iPad are well-organ-
ized, easy to use, and take advan-
tage of the strengths of each de-
vice.The iPad app is both visually
appealing and functional while
the iPhone app makes in-store
purchasing or support easier.

B Uber: Connect with a driv-
er at the tap of a button. This is
a great example of a company
that has taken a pain point for
people, finding and hailing a
cab, and turned it into such a
great mobile-based experience
that it is hard to stop using Uber
once you start.

H Fitbit and Nike Fuelband:
This pair of apps showcase where
we are starting to go with wear-
able technology and just how in-
terested consumers are in apps
that help keep them on task,and
through gamification, encourage
them to strive to be better.

H Aeroplan and AIR MILES
Apps: Canadians love their
loyalty programs, and these
apps provide on-the-go access.
Surprise and delight comes
from a check-in feature for of-
fers,a gamification layer for top
checkers in, and a sponsor lo-
cation look-up. Don’t forget to
check out the new shopping list
features to find the best offers.
H Starbucks: No list of in-
novative apps would be com-
plete without mentioning Star-
bucks. Starbucks helped shape
mobile loyalty by combining
members’ reward management
with straightforward, cutting-
edge payment application. For
members, that translates to
ease of use. For Starbucks, says
CEO Howard Schultz, it means
nearly 10 million app adopters
and the processing of nearly
five million mobile payments a
week — far ahead of the rest of
the mobile app pack.

In the amount of time it has
taken you to read this story,more
than 250,000 apps have been
downloaded across the world.
Make sure you find the app that
takes you to your happy place.

EMMIE FUKUCHI
editorial@mediaplanet.com

The personalization
of loyalty programs

Loyalty and Rewards
programs are changing
and there’s going to be
one major beneficiary:
the consumer.

As the needs, desires, and hab-
its of consumers have evolved, so
has the loyalty and rewards indus-
try. Offering rewards and points is
no longer simply a case of keeping
your current customers happy, it’s
now a prime opportunity for com-
panies to mark themselves out
from the competition by offering
attractive, personalized rewards
packages. In an age where there
are so many loyalty programs to
choose from, it’s imperative that a
business gets to know what a con-
sumer really wants.

Know your customer

“A lot of loyalty programs have
now turned into data collec-
tion programs too,” explains the
Founder of Rewards Canada, Pat-
rick Sojka. “The program collects
that data on their users and then
analyzes it in a way that helps
them provide a more personalized
experience to their members.”

By studying the consumer hab-
its of each member, loyalty pro-
grams can create exclusive earn-
ing schemes for each individual,
which means that you’re unlike-
ly to ever get an offer that has no
relevance to you and how you do
your shopping. “We’re seeing tar-
geted offers on the rewards side
too,” said Sojka. “After you’ve re-
deemed a few times with a loyal-
ty program, they’ll see what you

like and start targeting you with
similar offers in the future. It
makes redeeming easier and
more convenient.”

So does this personalized touch
really benefit you, the consum-
er? “It’s definitely benefitting the
customer because it means that
the average member can earn
more from loyalty points,” says
Sojka. “The big rewards programs
have the power to really utilize
data to help their members out.”

Diversified interaction

The way that businesses interact
with their customers has changed
over the past five years, and that
is true for loyalty programs, too.
Until recently, loyalty programs
would hope that the points they
offered customers at the point of
transaction would be sufficient to

make that customer come back to
them more frequently.

DAVID KLEIN
VICE PRESIDENT, MARKETING &
INNOVATION, AEROPLAN

“What we're seeing now, en-
abled by technology and data, is
that engaging with your consum-
er across all touch points, not just
at the check-out line, is a great
way for loyalty programs to gain
an advantage over their competi-
tion,” says David Klein, the Vice
President of Marketing & Innova-
tion at AIMIA/Aeroplan.

“For instance, you can engage
with customers when they’re shop-
ping online and reward them after
the transaction when they tell their
friends about their purchases.”

By looking beyond the traditional
method of giving points and focus-
ing on the full spectrum of the pur-
chase cycle,loyalty programs are able
to offer more personalized benefits
to the modern consumer. “There will
always be a role for the transaction-
based reward,but consumers expect-
ations are changing and loyalty pro-
grams are addressing that.”

SET A LONG TERM

GOAL WHILE
:. COLLECTING
... REWARDS

Maximize your benefits
Although loyalty programs are
working hard to better their com-
petition and offer the best re-
wards possible, it’s still import-
ant to make sure you choose a pro-
gram that best suits your specif-
ic needs. Otherwise, you could be
missing out on valuable points.
“Look for the one or two programs
that will give you the most bene-
fits based on your shopping pat-
terns and focus on these, as op-
posed to spreading out too wide-
ly,” says Klein. “The process of
finding out which program is
right for you is easier than it’s
ever been because there’s so much
information available online.”

JOE ROSENGARTEN
editorial@mediaplanet.com

Maximize your points

With spring approaching, now
is the time to map out your
summer vacation travels and
plan the best ways to earn the
most points from your every-
day purchases.

M Consolidate your spending
on one credit card to maximize
your earning power.

M Ccarry your loyalty card.
Make sure to swipe your card
when you rent a car or book

your stay with participat-
ing hotel partners or shop at a
retail outlet.
B A great way to earn miles
faster is to keep your eyes open
for special partner promo-
tions to earn thousands of extra
bonus miles.
B Shop online! Many loyalty
programs have online stores.
DAVID KLEIN
editorial@mediaplanet.com

Know more tiers and
be happier with the results of
your customer-rewards program

It’s a deeply held belief in
Canada and the USA that
all men and women are
created equally. The same
cannot be said, however,
for all customers.

In fact, it’s an open secret that
many of the designers of custom-
er rewards programs are disciples
of something called the Pareto
Principle, also known as the 80-
20 rule.Eighty percent of a brand’s
business comes from 20 percent of
its customers.

That’s why rewards programs
have tiers, you know — platinum,
gold and silver.

Marketers segment the mem-
bers of their rewards programs
based on their actual or potential
value and place them in corres-
ponding tiers or have them ‘earn’
their way into tiers. With each ti-
er comes incremental benefits, the
top tier being reserved for custom-
ers who deliver the highest value.

Canadians and Americans love
their rewards programs, also
called loyalty programs, and the
vast majority of consumers in both
countries appreciate the concept
of tiering.

No less than 75 percent of Can-
adian and American consumers
say it’s okay for businesses to give
preferential treatment to their
best customers.

How do we know that? To
understand consumer senti-
ments about tiers in loyalty pro-
grams, COLLOQUY surveyed in
February of this year 3,077 Can-
adian and U.S.adults who belong
to tiered loyalty programs.

The survey revealed that con-
sumers have a bit of work to do
understanding tiers — in order to
maximize the rewards they earn.
Nearly one out of three respondents
said they weren’t sure about iden-

of respondents said they

approve of businesses giving preferential
treatment to customers who spend more money

tifying the highest tier they had
achieved in a rewards program.

Chances are you’ve considered
spending more money or tak-
ing some other action for the ex-
press purpose of achieving a high-
er status in a program. Rest easy,
you’re not alone.One out of two sur-
vey respondents admitted they’ve
changed their behaviour to gain a
higher tier or more benefits.

For example, 22 percent specif-
ically said they’ve bought prod-
ucts or services that are on promo-
tion to get bonus points or miles.
Nearly 1 out of 5 said they’ve pur-
chased more frequently to obtain
a higher tier status.

Not surprisingly, consum-
ers in the highest tiers are the
most avid players of the loyal-
ty game. They scored higher for
the following kind of activity:
only purchasing products or ser-
vices from affiliated businesses
to maximize points (23 percent),
most likely to change behaviour

© coLLoqQuy 2014

by purchasing more frequently
(31 percent),and buying products
on bonus (36 percent).

What about mid-tier program
members? They scored highest on
upward mobility — tiering-wise,
that is. Among retail and trav-
el program members, 61 percent
of mid-tier members said they
are likely to achieve a higher tier
status by this time next year. That
compares to just 24 percent of low-
tier respondents.

True road warriors and some
other loyalty players harbor a
touch of resentment when they
find out the person stretched out
in a first-class airline seat next to
them simply purchased the points
or miles needed to achieve that
luxury travel experience.

But the road warrior, and those
of like mind, would be in a distinct
minority. Fully 69 percent of sur-
vey respondents said it’s fair for
customers to purchase a higher ti-
er membership if they want to re-

1.5

said they've
purchased

more

frequently to
obtain a

higher

tier status

SOURCE: COLLOQUY

ceive the same benefits as those
who earned their status through
program participation.

Consumers were even more
open-minded when it comes to
other demonstrable ways of show-
ing their loyalty, and leveraging
those actions to gain access to
higher tiers. A resounding 77 per-
cent said higher tiers should be
more attainable for people who
spend less, if they repost promo-
tions on social media or by recom-
mending products and services.

Investing a little time in under-
standing loyalty program tiering
structures and the associated re-
wards, benefits and earning mech-
anisms will dramatically improve
your ability to maximize your over-
all loyalty program experience.

JEFF BERRY
editorial@mediaplanet.com
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Get flying with a
Welcome Bonus of
15,000 Aeroplan Miles
and for a limited time,
a 2-tor-1 tlight reward.
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New York

Now you're flying with the new
TD® Aeroplan® Visa Infinite’ Card.

Get started with a Welcome Bonus' of 15,000
Aeroplan® Miles. Plus, for a limited time, a 2-for-1
flight reward®. And now use fewer miles to get
there even faster with Market Fare Flight Rewards.
With these and other new Aeroplan benefits?,
now you're really flying!

v

Banking can be

Learn more at a branch or at
td.com/aeroplan

this comfortable.
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Earn up to 20,000
Aventura Points,
plus no annual fee
for the 1** year!

- CIBC Aventura

Any airline ./

Every seat

4

No blackout
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Use points
toward
taxes & fees?

The new CIBC Aventura® Travel Rewards Program.
So good even penguins can fly™.

Aventura

. B8]  With flights for as little as 10,000 points, you'll CIBC

be flying in no time. But hurry! You need to /"’:

apply by March 31, 2014, to receive the offer.

Visit us at cibc.com/penguinscanfly or call 1 855 813-9803.

'0Offer applies to newly approved eligible Aventura credit cand accounts only for applications received between January 1 and March 31, 2014; transfers from an existing CIBC credit card are excluded., Bonus points
and annual fee rebate awarded to the primary cardholder. Qualifying purchases must be made to receive bonus points. Offer may be withdrawn or changed without notice at any time. Conditions apply; for details
wisit cibc.com/penguinscanfly, : Aventura Points can be redeemed for up to 100% of the cost of airfare as well as (if you have sufficient Aventura Points) for taxes and other charges on airfare purchased through the
CIBC Rewards Centre. You must book all flights through the CIBC Rewards Centre, Some taxes and other charges may be collected bocallyiwhen you are fravelling, and cannot be prepaid; please ask a CIBC Rewards
Centre Counsellor for specific details. Visa™ and Visa Infinite™ are trademarks of Visa InLACIBC lic. user. All other trademarks are owned by CIBC or related entities.



