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Loyalty Schemes: Leveraging Knowledge for Strategic Advantage 

Since American Airlines launched their 
‘Aadvantage’ frequent flyer programme in the 
1970s, many service providers have entered 
the loyalty scheme market.  This movement has 
been compounded by the proliferation of multi 
channel retailing and advances in database and 
data capture technologies; as organisations 
look for other ways of achieving a deeper level 
of customer knowledge.   

Loyalty schemes alone cannot engender true 
customer loyalty.  It is virtually impossible to find 
a customer who will continually use the same 
service provider.     Emphasis also needs to be 
placed on building one-to-one relationships 
between the customer and supplier, and 
personalising services to strengthen affinity and 
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