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	Loyalty cards – what do they really offer?
How many cards do you have in your purse? One, two, twenty? Years ago, when you travelled around the US or Canada, you saw that at the supermarket checkout hardly anybody paid cash. Most customers had numerous cards available and used them as credit cards, or for collecting miles with airlines or points at petrol stations.

When the financial crisis hit in 2008, many companies started to take more interest in their clients and offered loyalty cards to promote their firm. Now there are cards for supermarkets, drugstores, banks, hotel chains, bakeries, fashion shops etc. Retailing is a competitive business and therefore local merchants formed partnerships to meet customers’ needs.

However, customers are only willing to use these cards if there is a reward. Usually, you earn points with each pound, dollar or euro spent. Clever consumers also use all additional offers (such as extra points) and welcome bonuses. After accumulating a certain sum, you can redeem points, for example by turning them into vouchers or an immediate discount. You might enjoy a free flight, an extra night at a hotel or an exclusive event for members. It pays to scour reward charts, read the fine print and focus on the benefits which suit you best. However, be careful: some accounts expire after a certain time.

Companies are constantly looking for new ideas to improve their loyalty card programs. One is personalization: the most loyal customers get extra points for the articles they usually buy. If you like a particular brand of sweets, you are rewarded for buying that product. That makes it less likely that you will switch to a different product. Of course, this also means that your spending habits are tracked and that you might be tempted to buy more than you need. Other companies give customers options. You might, for example, be able to use your points for paying university fees in Canada.

One might think that there is hardly a company left which is not linked to a loyalty card program. Yet, there are the German discounters Aldi and Lidl. They do not offer cards but low prices all year round, and their businesses keep growing.
(360 words)


1 Answer the questions on the text.

1 Which companies were the first to start handing out loyalty cards?

2 When did other companies follow the example, and why?

3 What makes customers accept and use loyalty cards?

4 In which way can consumers collect points even faster?

5 If you get extra points for articles you usually buy, what does that also mean?

6 Why are Lidl and Aldi successful without loyalty cards?

2 Choose from the expressions in the box to fill the gaps.

benefit • competitive • customers • expire • needs • redeem • reward • vouchers

1
It is necessary to 
1 points before they 
2.

2

1 could stop buying certain products if companies didn’t 


2 them with special offers.

3
If you want to 
1 from your loyalty card, you must select one which meets 
your 
2.

4
People with little money are very happy if they can print out 
 in their grocery 

shop.

5
Companies need to think of new and unusual ways to stay 
 and keep their 

customers happy.

3 Find eight typical loyalty card rewards in the word square.
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Lösungen

1

7 Supermarkets first started handing out loyalty cards.

8 After the financial crisis in 2008, other companies followed the example to promote their firm.

9 Customers accept these cards if there is a reward.

10 They can collect even more points by using addition offers and welcome bonuses.

11 It also means that your spending habits are tracked (and that you might be tempted to buy more 
than you need).

12 They are successful because they offer low prices all year round.

2

13 1 redeem; 2 expire

14 1 Customers; 2 reward

15 1 benefit; 2 needs

16 vouchers

17 competitive

3

wine, voucher, flight, event, dinner, holiday, invitation, discount
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