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Consumers learn about loyalty

Lyoness, the loyalty shopping company,
has enjoyed strong growth since it
came to Irish shores last year, and is
committed to building the brand further,

writes Niall Byrne

new loyalty shop-
ping community
is taking root in
Ireland, with
Lyoness Ireland
helping consu-
mers get discounted rates and at
the same time contribute to

charity. ,

Lyoness Ireland, hs en_]oyed
meteoric growth sfhcﬂt was es-
tablished in the migdle of 2010.

Already, the | shopping
company has seciired key ac-

counts with high-frofile clients
such as Tesco, Areadia, Marks
& Spencer, B&Q arid PC World,
as well as currentlyshaving deals
with nearly 200 SMEs around
the country.

The rapid growlh is partly
down to the fact that the com-
pany is not trying to prove a
new concept in Ireland, but is
implementing an already suc-
cessful business here, said Philip
Watkins, managing director,
Lyoness Ireland.

Lyoness International

Lyoness International was
founéeﬁ n 2003 in Germany
and has since spread to 23 differ-
ent countries, employing 440
peopke. :

It is an independent shopping
community operating across a
range of sectors, The unique
benefit for members is they get
money back with every purchase
made at one of the 20,000-plus

Lyoness loyalty partners.
Besides members and loyalty
partners, people in need also
ben;ﬁt hfrom every purchase
made thanks to the Lgoness
Child & Family Foundation.
This international charity was
set up to pour some of the com-
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pany’s profits into international
projects.

The Irish company, like the
operations in all 23 companies,
is managed from a local office
with local legal representation.

Watkins explained the con-
cept further. “We build up a
community of shoppers where
membership of the community
is free,” he said.

“We bring in our key ac-
counts, such as companies like
Tesco. We buy our vouchers from
them at a discount. Our mem-
bers buy them from us at face
value. Every week, we remit to
them the discount percentage.

“The reason we work like that
is no major vendor wants to see
their discount being discounted
in public. We do not sell a pro-
duct. There are shops that are
out there already. If you shop
with them and join us, you get a
discount.”

Lyoness Ireland is bmldmg up
a core group of shoppers. It is a
closed shopping community
where people can only becomes
members by recommendation.

Membership

Membership can be activated
a number of ways: by receiving
and using a membership card
from a retailer; by buying €300
worth of vouchers; or by making
a commitment to shop by put-
ting money into an online ac-
count.

“The card you get is simply a re-
cognition card that the equip-
ment will recognise and record
the sale back on our own sys-
tems,” said Watkins.

“It is not a payment card, deb-
it card or credit card; its a mem-
bership card that will

communicate back with our
head office systems to record
the sale, so that we know to in-
voice a retailer that a certain
amount of our customers
shopped in their shop. It informs
them what they bought, what the
discount they agreed with us was
and asks them to remit it back to
us 0 we can remit it back to our
customers,”

Members can also buy vou-
chers, such as gift cards, from
Lyoness where the discount is
remitted back straight away even
before they use the voucher.
Lyoness Ireland’s goal is to have
3¥W shoppers within 12
months

“When I agreed to open
Lyoness Ireland I sat down with
people in head office and we
made our best projections for
Ircland based on the experience
of other European countries at
the start of the year. By March
we had exceeded the target we'd
set to achieve for the end of June,
In June I had to go into the sys-

tem and increase our forecast,

for the rest of the year by 250
per cent.”

Lyoness has two million
me?%mcmss Europe, one
million of which have joined in
the last nine months. By the end
of 2012 it expects to have five
million members across Europe,

Members can use their cards
from country to country, or avail
of the online shopping opportu-
nities on the Lyoness website.

Mobile application

Lyoness has launched a mo-
bile application for the iPhone
and Android, which allows
members to generate vouchers
for their phone which can be
scanned at participating stores.

It communicates with all its
members by e-mail and SMS.
Each member-has a log-on to
their Lyoness account where
they can see how they’re doing,
where they shopped, how much
money they should be getting
back and so forth.
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*It keeps people interested
and keeps them coming back to
our website.

“We use that as an opportu-
nity to present to them current
lists of retailers and special pro-
motions,” said Watkins.

SME benefits

Watkins pointed out that for
an SME to get involved with
oness the owner-manger must
o be a;i member and have
pped with Lyoness.

“We're not touting for busi-
nesses to sign up with Lyoness.
We're looking for awners to be
come members and see what its

about and then decide if its for
their business or not.

“For those who do become in-
volved, there are numerous ad-
vantages. We look at the
discount coming out of their
marketing budget, not their
profits. We do an awful lot of ad-
vertising for them on our web-
site and newsletters. We do an
advertising campaign through-
out our shopping network for
the SMEs who are registered
with us, which puts people into
.their shops and keeps them
there,

“The other key benefit is if the

shop issues a card to a member
and gives that members dis-
counts, when that members shop
in any other Lyoness shop the
person that recommended them
receives 0.5 per cent of their
shopping discount. It sets up an
independent income stream.”

So if, for example, the owner
of a flower ship gives out a card
to his customer and they use it
when shopping in Tesco, the
flower shop owner gets 0.5 per
cent of the amount discounted
to that member by Tesco.

“It creates an excellent loyalty
system for the shop by bringing
in new members, by keeping ex-
isting members and by allowing
the shop to earn money when
these members shop elsewhere.”




