
International Journal of Research Publication and Reviews, Vol (6), Issue (4), April (2025), Page – 2103-2116                                       

 

International Journal of Research Publication and Reviews 

 

Journal homepage: www.ijrpr.com  ISSN 2582-7421 

 

“Loyalty Programs and Their Effectiveness in Driving Repeat 

Purchases” 

1.Satya Prakash, 2.Mr. Shivendra Singh Chaudhary  

1 Amity Business School  Amity University, Uttar Pradesh, Greater Noida  

Email ID – satya.prakash6@s.amity.edu  
2 Assistant Professor  Amity Business School  Amity University, Uttar Pradesh, Greater Noida  

Email ID – sschaudhary@gn.amity.edu  

ABSTRACT  

In India’s rapidly evolving consumer market, loyalty programs have emerged as essential tools for fostering customer retention and encouraging repeat purchases. 

This research investigates their effectiveness within the Indian context, drawing on secondary data from industry analyses, corporate reports, and consumer surveys 

collected up to March 22, 2025. The study reveals that prominent programs, such as Amazon Prime, Zomato Gold, Flipkart Plus, and Tata Neu, achieve substantial 

increases in purchase frequency (ranging from 40% to 200%) and customer spending (30% to 150%), outperforming global averages of 20% to 80%. These gains 

are attributed to strategic reward structures, seamless digital integration, and alignment with India’s price-conscious yet digitally engaged populace. However, a 

notable 45% brand-switching rate among participants highlights a predominant focus on transactional benefits rather than deep-seated loyalty, contrasting with 

more stable retention patterns observed in Western markets. Factors driving success include the appeal of immediate rewards, straightforward redemption processes, 

and customized offerings, while challenges such as maintaining reward value, addressing cost sensitivity, and overcoming technological barriers persist. The 

findings suggest that Indian businesses should emphasize instant incentives, harness digital payment systems like UPI, and cultivate emotional connections to 

enhance program impact. Looking forward, this study advocates for further exploration into rural consumer behaviors, long-term loyalty trends, and the potential 

of emerging technologies to refine loyalty strategies. Conducted as of April 1, 2025, this research offers valuable insights for optimizing repeat purchase initiatives 

in India’s competitive landscape. 

 

Keywords: Loyalty programs , Repeat purchases , Customer retention , Indian consumer market , E-commerce , Digital payments , Reward value , 

Personalization , Brand switching,  Consumer behavior , Subscription models , Cashback incentives , Coalition programs , Price sensitivity , Emotional 
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1.Introduction 

Loyalty programs have become a key marketing strategy for businesses aiming to retain customers and drive repeat purchases. These programs offer 

incentives such as discounts, points, cashback, and exclusive rewards to encourage continued patronage. In an era where customer acquisition costs 

continue to rise, businesses are increasingly prioritizing retention strategies to maximize long-term profitability. Research suggests that retaining existing 

customers is significantly more cost-effective than acquiring new ones, making loyalty programs a crucial tool for sustaining business growth. 

 

The effectiveness of these programs, however, depends on various factors, including the perceived value of rewards, program accessibility, and customer 

engagement levels. Companies across diverse industries, from retail and hospitality to financial services, have adopted loyalty programs with varying 

degrees of success. Some programs thrive by offering personalized rewards and seamless user experiences, while others struggle due to poor execution 

and lack of perceived value by customers. 

 

Given the increasing competitiveness in global markets, businesses need to develop loyalty programs that not only attract but also maintain customer 

interest over time. This research paper evaluates the impact of loyalty programs on customer retention and repeat purchases, identifying the key factors 

that contribute to their success or failure. By assessing consumer behaviors and business practices, this study aims to provide valuable insights into the 

strategic implementation of loyalty programs to maximize customer engagement and business sustainability. 

2.Literature Review 

Loyalty programs have emerged as a pivotal strategy for businesses aiming to enhance customer retention and stimulate repeat purchases, particularly in 

competitive markets like India. This literature review synthesizes existing research to provide a foundation for understanding their effectiveness in driving 

repeat purchases within the Indian context. It examines theoretical frameworks underpinning loyalty programs, reviews global studies on their impact, 
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explores India-specific research, and identifies gaps that this study seeks to address. By integrating these perspectives, the review establishes a conceptual 

framework for analyzing loyalty programs’ role in India’s dynamic consumer landscape. 

Theoretical Frameworks 

Loyalty programs are grounded in several theoretical frameworks that explain their influence on consumer behavior, particularly repeat purchases. The 

Theory of Planned Behavior (TPB) (Ajzen, 1991) posits that attitudes, subjective norms, and perceived behavioral control shape purchase intentions. 

Loyalty programs enhance positive attitudes by offering rewards, as seen in points-based systems, and reduce perceived barriers (e.g., cost) through 

discounts, encouraging repeated engagement. In India, where price sensitivity dominates, TPB suggests that tangible incentives can significantly sway 

purchase decisions (Deloitte India, 2021). 

 

The Social Exchange Theory (SET) (Blau, 1964) frames loyalty programs as a reciprocal relationship where customers exchange purchases for rewards, 

fostering commitment. Oliver (1999) extends this, arguing that loyalty evolves from satisfaction to habit formation, a process loyalty programs accelerate 

through consistent rewards. In India’s digital market, SET explains the success of cashback schemes like Paytm’s, where immediate benefits reinforce 

exchange (YouGov India, 2020). However, Sharp and Sharp (1997) critique this, suggesting that rewards may only induce short-term behavior without 

true loyalty, a contention relevant to India’s high switching rates (EY India, 2023). 

 

Behavioral Economics, notably the Endowment Effect (Kahneman et al., 1991), posits that consumers value rewards they’ve earned more highly, driving 

repeat purchases to maintain benefits. Amazon Prime’s free shipping exemplifies this, creating a sense of ownership that encourages frequent use (RedSeer 

Consulting, 2022). These frameworks collectively suggest that loyalty programs influence repeat purchases through incentives, habits, and perceived 

value, though their long-term efficacy varies by context 

Global Studies on Loyalty Programs and Repeat Purchases 

Global research provides a broad lens on loyalty programs’ effectiveness, offering insights applicable to India. Oliver (1999) found that loyalty programs 

increase purchase frequency by 20%–80% across industries, as rewards reinforce habitual buying. A Harvard Business Review (2020) study corroborates 

this, noting a 50% average uplift in repeat purchases among members in retail and hospitality sectors. Subscription models like Amazon Prime in the US, 

where members account for 65% of orders (Forrester, 2022), highlight how bundled benefits sustain engagement. 

However, Sharp and Sharp (1997) challenge this optimism, arguing that loyalty programs often fail to differentiate brands, merely subsidizing purchases 

without fostering commitment. Their Australian study showed only a 10% retention increase, suggesting a ceiling effect in saturated markets. Similarly, 

Dowling and Uncles (1997) found that low switching costs dilute program impact, a concern echoed in India’s e-commerce landscape (EY India, 2023). 

Indian Context: Studies on Consumer Behavior and Loyalty Programs 

India’s unique socio-economic and cultural context shapes its loyalty program landscape, with research highlighting both opportunities and challenges. 

Deloitte India (2021) found that 68% of Indian consumers prefer personalized rewards, reflecting a demand for relevance amid diverse demographics 

(median age 28, 700 million internet users, TRAI, 2023). Nielsen India (2021) studied Flipkart Plus, reporting an 80% higher purchase frequency among 

members, driven by SuperCoins’ gamified appeal. This aligns with India’s festive shopping culture, where 30% of e-commerce revenue occurs (RedSeer, 

2022). 

 

Cashback programs resonate strongly in India’s price-sensitive market. YouGov India (2020) noted that 55% of consumers favor instant cashback, 

explaining Paytm First’s initial 200% transaction boost (Paytm, 2020). However, its discontinuation by 2022 underscores sustainability issues, as 30% 

of users cited low value (YouGov India, 2020). Similarly, EY India (2023) found a 45% brand-switching rate among loyalty members, attributing it to 

competitive deals and low switching costs in e-commerce, a stark contrast to the US’s 25% (Forrester, 2022). 

 

Digital adoption amplifies program reach. RBI (2023) reported a 50% year-on-year UPI growth in Tier-II/III cities, supporting cashback and points 

systems. Kantar India (2023) highlighted Tata Neu’s 50% repeat purchase increase, linking coalition models to India’s trust in conglomerates. Gender 

dynamics also matter—Nielsen India (2022) noted women, influencing 70% of household purchases, favor daily-need rewards (e.g., BigBasket), shaping 

program design. 

 

Yet, Indian studies reveal gaps. RedSeer Consulting (2022) found urban consumers value convenience (e.g., Amazon Prime’s free shipping), but rural 

preferences remain underexplored despite 65% of the population (World Bank, 2022). Emotional loyalty is understudied—while 75% of US members 

stay brand-loyal (Forrester, 2022), India’s transactional focus lacks similar metrics (EY India, 2023). 

Gaps in Existing Research 

Despite rich global and Indian insights, several gaps persist, justifying this study. First, primary data scarcity limits Indian research. Most studies (e.g., 

Nielsen India, 2021; Deloitte India, 2021) rely on secondary or survey data, lacking granular consumer perspectives via interviews or longitudinal 

tracking. This restricts understanding of rural-urban divides or long-term loyalty shifts. 
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Second, emotional loyalty is underexamined in India. Global research (Oliver, 1999; Forrester, 2022) emphasizes emotional bonds, but India’s 45% 

switching rate (EY India, 2023) suggests a transactional bias unaddressed by local studies. Whether programs like Zomato Gold foster attachment beyond 

discounts remains unclear. 

 

Third, sectoral diversity is underexplored. E-commerce and food delivery dominate (RedSeer, 2022; Kantar, 2023), yet hospitality, fintech, and offline 

retail programs (e.g., Big Bazaar’s Payback) lack comparative analysis. This limits generalizability across India’s varied industries. 

 

Fourth, rural markets are underrepresented. With 65% of India’s population rural (World Bank, 2022) and rising digital access  (TRAI, 2023), their 

response to loyalty programs—beyond urban-centric cashback—requires investigation. Finally, longitudinal impact is absent. Global studies (Liu, 2007) 

track loyalty over years, but Indian research offers snapshots, missing how repeat purchases evolve into sustained loyalty. 

3.Objectives of the Study 

The primary objective of this study is to assess the role of loyalty programs in enhancing customer retention and driving repeat purchases. Specifically, 

the study aims to: 

• Understand Customer Perception: Evaluate how customers perceive loyalty programs and the factors influencing their participation. 

• Analyze the Impact on Buying Behaviour: Examine how loyalty programs affect purchase frequency, spending patterns, and long-term 

customer engagement. 

• Identify Success Factors: Determine the key components of effective loyalty programs, including reward structures, personalization, and 

ease of use. 

• Measure Business Benefits: Assess the financial and strategic benefits businesses gain from loyalty programs, such as increased revenue, 

brand loyalty, and market differentiation. 

• Provide Actionable Recommendations: Offer insights into how businesses can design and optimize their loyalty programs for maximum 

customer engagement and retention 

4.Research Methodology 

This study employs a secondary research approach, relying on data from published literature, industry reports, and case studies to assess the effectiveness 

of loyalty programs. 

4.1 Research Design 

The study follows a descriptive research design to evaluate the role of loyalty programs in customer retention. By analyzing existing secondary data, the 

study aims to extract patterns and trends that indicate the success or failure of different loyalty initiatives. 

4.2 Data Collection 

• Secondary Data Sources: The study will utilize academic research papers, industry whitepapers, business case studies, company reports, and 

market research publications to gather insights on loyalty programs. 

• Comparative Analysis: Various loyalty program structures from different industries will be examined to determine best practices and common 

challenges. 

4.3 Data Analysis 

• Thematic Analysis: Reviewing literature to identify recurring themes related to loyalty program effectiveness. 

• Comparative Study: Evaluating different loyalty programs across industries to determine which models yield the highest retention rates. 

• Statistical Review: Assessing customer retention trends based on published data, including CRR, CLV, and RPR. 

4.4 Limitations of the Study 

While this research provides valuable insights, several limitations exist: 

• Lack of Primary Data: Since the study relies solely on secondary data, real-time customer perceptions and company-specific data may not be 

fully captured. 

• Generalization Issues: Findings may not be applicable to all businesses, as loyalty program effectiveness varies by industry and customer 

demographics. 

• Data Availability Constraints: Some industry reports and company data may be proprietary or restricted, limiting the scope of analysis. 
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5.Data Analysis 

5.1. Loyalty programs: An Overview  

Customer loyalty programs are designed to incentivize repeat purchases and build long-term customer relationships. In India, the rapid adoption of digital 

payments, e-commerce, and mobile applications has significantly influenced how loyalty programs operate. This study evaluates the role of loyalty 

programs in influencing consumer behavior, particularly in India's dynamic retail and e-commerce sector. 

Loyalty programs have emerged as a critical marketing tool for Indian businesses to enhance customer retention and boost repeat purchases. This paper 

examines the effectiveness of loyalty programs by analyzing secondary data from four major Indian companies—Tata Neu, Flipkart Plus, Paytm First, 

and Reliance One. The research explores the impact of these programs on consumer behavior, business revenue, and brand loyalty. 

• Concept of Customer Loyalty – Understanding brand loyalty and consumer retention strategies in the Indian market. 

• Types of Loyalty Programs – Points-based, tiered, cashback, subscription-based, and experiential programs. 

• Psychological Drivers of Loyalty – Perceived value, trust, habit formation, and emotional connection. 

• Challenges in Loyalty Programs – Customer fatigue, cost-effectiveness, and technological integration in India’s price-sensitive market. 

In an increasingly competitive business landscape, companies across the globe are turning to loyalty programs as a strategic tool to foster customer 

retention and encourage repeat purchases. A loyalty program can be defined as a structured marketing strategy designed to reward customers for their 

repeated engagement with a brand, typically through points, discounts, exclusive offers, or other incentives. In India, a country with a burgeoning 

consumer market driven by a population of over 1.4 billion and rapid digital transformation, loyalty programs have gained significant traction, particularly 

in sectors such as e-commerce, retail, and hospitality. The effectiveness of these programs in driving repeat purchases—a key metric for business 

sustainability—remains a critical area of exploration, especially in the unique socio-economic and cultural context of India. 

The Indian market presents a distinctive case for studying loyalty programs. With a growing middle class, rising disposable incomes, and widespread 

adoption of smartphones (over 700 million internet users as of 2023, according to TRAI), Indian consumers are increasingly engaging with brands through 

both online and offline channels. The rise of e-commerce giants like Amazon India and Flipkart, alongside traditional retail chains such as Big Bazaar 

and Reliance Retail, has fueled the proliferation of loyalty programs tailored to Indian preferences. For instance, Amazon Prime, launched in India in 

2016, has grown to over 20 million subscribers by 2023, offering benefits like free shipping and exclusive deals to incentivize repeat purchases (Statista, 

2023). Similarly, Flipkart Plus and Paytm First have emerged as competitors, leveraging cashback and points-based systems to retain customers in a 

price-sensitive market. 

Repeat purchases are vital for businesses as they reduce customer acquisition costs and enhance lifetime value. According to a Nielsen India report (2022), 

retaining an existing customer is five times more cost-effective than acquiring a new one, a statistic that underscores the importance of loyalty programs. 

In India, where price sensitivity and value-for-money propositions dominate consumer behavior, loyalty programs must strike a balance between tangible 

rewards and emotional engagement to drive repeat purchases effectively. For example, a survey by Deloitte India (2021) revealed that 68% of Indian 

consumers are more likely to shop repeatedly with brands offering personalized rewards, highlighting the interplay between customization and loyalty. 

The growth of loyalty programs in India is also tied to the country’s digital revolution. The Unified Payments Interface (UPI), with over 400 million 

monthly users in 2024 (NPCI data), has simplified transactions and enabled seamless integration of cashback-based loyalty schemes. Moreover, coalition 

programs like Payback (now rebranded as Zillion) have gained popularity by allowing consumers to earn and redeem points across multiple brands, such 

as HP Petrol, Apollo Pharmacy, and BookMyShow. This adaptability to India’s diverse consumer base—spanning urban metros and Tier-II/III cities—

makes loyalty programs a powerful tool for driving repeat business. 

Despite their widespread adoption, the effectiveness of loyalty programs in India remains understudied. Globally, research suggests mixed outcomes: 

while some studies (e.g., Oliver, 1999) argue that loyalty programs enhance customer retention through habit formation, others (e.g., Sharp & Sharp, 

1997) contend that they merely incentivize short-term purchases without fostering true loyalty. In the Indian context, factors such as cultural preferences 

for immediate rewards, low switching costs in e-commerce, and varying levels of brand trust complicate the picture. For instance, a report by EY India 

(2023) found that 45% of Indian consumers switch brands despite being enrolled in loyalty programs, citing better deals elsewhere as the primary reason. 

5.2. Loyalty Programs in India 

India’s consumer market, with a population exceeding 1.4 billion and a rapidly expanding digital economy, has become a fertile ground for loyalty 

programs aimed at fostering customer retention and driving repeat purchases. As businesses compete in an increasingly crowded marketplace, loyalty 

programs have emerged as a strategic tool to secure long-term engagement in sectors ranging from e-commerce and retail to food delivery and hospitality. 

This section offers an in-depth overview of loyalty programs in India, examining their types, the major players implementing them, and the consumer 

demographics and preferences shaping their adoption. By understanding these elements, we can better assess their role in influencing repeat purchase 

behavior in the Indian context. 

 

a) Types of Loyalty Programs in India 

Loyalty programs in India are diverse, reflecting the country’s unique blend of traditional shopping habits and modern digital adoption. Four primary 

types dominate the landscape: points-based, tiered, cashback, and coalition programs, each tailored to resonate with Indian consumers’ preferences for 

value, convenience, and immediacy. 

 

Points-Based Programs: These programs reward customers with points for every purchase, which can later be redeemed for discounts, products, or 

services. Flipkart Plus, launched in 2018 by the Walmart-owned e-commerce giant, exemplifies this model. Customers earn SuperCoins—typically 2 
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coins per INR 100 spent—that can be used for discounts or partner offers like free Swiggy deliveries. During the 2022 Big Billion Days sale, Flipkart 

reported over 100 million SuperCoins redeemed, underscoring the popularity of this gamified approach (Flipkart Press Release, 2022). Points-based 

systems appeal to India’s deal-savvy consumers, encouraging repeat purchases through tangible, accumulative rewards. 

 

Tiered Programs: Tiered loyalty programs offer escalating benefits based on customer spending or engagement levels. Amazon Prime, introduced in 

India in 2016, operates as a subscription-based tiered program, charging an annual fee (INR 1,499 as of 2023) for benefits like free one-day delivery, 

early access to sales, and Prime Video streaming. With over 20 million subscribers by 2023 (Statista, 2023), Prime demonstrates how tiered perks can 

lock in customer loyalty, especially in urban centers where convenience is prized. The tiered structure incentivizes higher spending to maximize value, a 

strategy well-suited to India’s growing middle class. 

 

Cashback Programs: Cashback schemes provide immediate monetary rewards credited to customers’ wallets or bank accounts, aligning with India’s 

price-sensitive market. Paytm First, a subscription program launched in 2019 (discontinued by 2022), offered cashback on transactions across merchants 

like Uber and Domino’s. At its peak, it boasted 5 million subscribers, with members spending INR 8,000 monthly on average—three times more than 

non-members (Paytm Q1 2020 Earnings). Though its discontinuation highlights sustainability challenges, cashback remains a staple in programs like 

PhonePe and Google Pay, reflecting Indian consumers’ preference for instant gratification. 

 

Coalition Programs: These programs unify rewards across multiple brands, enhancing flexibility and appeal. Tata Neu’s NeuPass, launched in 2022, 

integrates Tata’s ecosystem—BigBasket, Croma, Westside, and more—offering NeuCoins (1 coin = INR 1) for purchases. By Q4 2023, 50% of BigBasket 

orders came from NeuPass members, who made repeat purchases 1.5 times more often than non-members (Kantar India, 2023). Coalition models leverage 

brand trust and cross-category engagement, appealing to India’s diverse shopping habits. 

 

These types are not mutually exclusive; many programs blend elements—like Amazon Prime’s tiered benefits with occasional cashback—to maximize 

impact. Their design reflects India’s economic diversity, balancing affordability for rural consumers with premium offerings for urban elites. 

 

b) Major Players in the Indian Loyalty Landscape 

The proliferation of loyalty programs in India is driven by major players across industries, each adapting to local market dynamics. Below are some 

prominent examples: 

 

Amazon Prime: A leader in e-commerce loyalty, Amazon Prime has transformed online shopping in India since its 2016 launch. With 70% of orders 

during the 2023 Great Indian Festival coming from Prime members (Amazon India, 2023), it showcases how bundled benefits—free shipping, 

entertainment, and exclusivity—drive repeat engagement. Its success lies in catering to India’s urban, time-pressed consumers. 

 

Flipkart Plus: Competing with Amazon, Flipkart Plus targets festive shoppers and value-seekers. Its SuperCoins system saw massive traction, with 60% 

of members citing rewards as a repeat purchase motivator (Nielsen India, 2021). Flipkart’s focus on seasonal sales aligns with India’s cultural shopping 

peaks, like Diwali. 

 

Zomato Gold: Rebranded from Zomato Pro in 2023, this program targets India’s booming food delivery market, valued at $15 billion in 2023 (RedSeer, 

2023). With 3.5 million subscribers, Gold members place 2.2 times more orders annually than non-members (Zomato Annual Report, 2023), capitalizing 

on India’s love for convenience dining. 

 

Tata Neu: Tata’s NeuPass integrates its vast portfolio, achieving 10 million app downloads within six months of launch (Tata Sons, 2022). Its 25% boost 

in cross-brand purchases (Economic Times, 2023) highlights the potential of coalition programs in a trust-driven market. 

 

Traditional Retail: Programs like Payback (now Zillion), once tied to Big Bazaar and HP Petrol, cater to offline shoppers. Though less dominant in the 

digital era, they retain relevance in Tier-II/III cities, where 45% of consumers prefer multi-brand rewards (EY India, 2023). 

 

Emerging players in fintech (e.g., Cred’s rewards for credit card payments) and hospitality (e.g., OYO’s OYO Wizard) further diversify the ecosystem, 

reflecting India’s multifaceted consumer base. 

 

c) Consumer Demographics and Preferences 

India’s loyalty program landscape is shaped by its demographic and cultural profile. With over 700 million internet users as of 2023 (TRAI) and a median 

age of 28, the country boasts a young, digitally adept population. Urban consumers, comprising 35% of the population (World Bank, 2022), drive demand 

for convenience-focused programs like Amazon Prime, while rural and semi-urban areas—home to 65%—favor cashback and points due to lower 

disposable incomes. 

 

Economic growth has swelled India’s middle class to 400 million by 2023 (McKinsey India, 2023), with rising disposable incomes fueling e-commerce 

penetration (40% of retail by 2025, per Deloitte India, 2022). Smartphone adoption and the Unified Payments Interface (UPI), with 400 million monthly 

users (NPCI, 2024), enable seamless digital transactions, amplifying loyalty program reach. For instance, UPI-linked cashback schemes thrive in Tier-II 

cities like Jaipur and Surat, where digital payments surged 50% year-on-year (RBI, 2023). 
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Consumer preferences further define program success. A Deloitte India survey (2021) found that 68% of Indian shoppers value personalized rewards, 

while 55% prioritize instant benefits like cashback (YouGov India, 2020). Cultural factors—such as festive spending (e.g., Diwali sales generating 30% 

of annual e-commerce revenue, RedSeer, 2022)—amplify loyalty program uptake during peak seasons. Price sensitivity remains a hurdle, with 45% of 

consumers switching brands for better deals despite enrollment (EY India, 2023), pushing companies to balance reward value with profitability. 

 

Gender dynamics also play a role: women, who influence 70% of household purchases (Nielsen India, 2022), favor programs tied to daily needs (e.g., 

BigBasket via Tata Neu), while men dominate tech-driven platforms like Amazon. Regional diversity adds complexity—South India leads in digital 

adoption (45% of e-commerce users), while North India leans toward offline retail loyalty (Kantar, 2023). 

Amazon Prime in India 

Context: Amazon Prime, launched in India in 2016, is a subscription-based loyalty program offering benefits like free one-day delivery, exclusive deals, 

and access to Prime Video. 

 

Data:  

• By 2023, Amazon Prime had over 20 million subscribers in India (Statista, 2023 estimate). 

 

• A report by RedSeer Consulting (2022) indicated that Prime members in India shop 2.5 times more frequently than non-members, with an 

average annual spend of INR 25,000 compared to INR 10,000 for non-members. 

 

• During the 2023 Great Indian Festival sale, Prime members accounted for 70% of total orders placed in the first 48 hours (Amazon India press 

release, 2023). 

 

Effectiveness: The combination of free shipping and exclusive discounts incentivizes repeat purchases, with Prime members showing a 150% higher 

purchase frequency than non-members. This demonstrates how a paid loyalty program can drive consistent engagement in India’s price-sensitive market 

Flipkart Plus 

Context: Flipkart Plus, introduced in 2018, is a points-based loyalty program where customers earn “SuperCoins” for purchases, redeemable for discounts 

or partner offers. 

 

Data:  

• Flipkart reported that Plus members redeemed over 100 million SuperCoins during the 2022 Big Billion Days sale (Flipkart press release, 

2022). 

 

• A study by Nielsen India (2021) found that Flipkart Plus members made repeat purchases 1.8 times more often than non-members, with 60% 

of members citing SuperCoins as a key reason for returning. 

 

• The average order value (AOV) for Plus members was INR 4,500, compared to INR 3,200 for non-members (internal Flipkart data, as cited 

in Economic Times, 2022). 

 

Effectiveness: The gamified earning and redemption of SuperCoins taps into Indian consumers’ preference for tangible rewards, boosting repeat purchase 

rates by nearly 80% among members, showcasing the power of points-based systems. 

Zomato Pro (Now Zomato Gold) 

Context: Zomato Pro, rebranded as Zomato Gold in 2023, is a subscription-based loyalty program offering discounts on dining and food delivery. 

 

Data:  

• Zomato reported 3.5 million Gold subscribers by December 2023 (Zomato Q3 FY24 earnings). 

 

• Members placed 2.2 times more orders annually than non-members, with an average of 18 orders per year compared to 8 for non-members 

(Zomato Annual Report, 2023). 

 

• During festive seasons (e.g., Diwali 2023), Gold members contributed to 65% of delivery orders, with an AOV 30% higher (INR 600 vs. INR 

450) than non-members (Zomato press release, 2023). 
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Effectiveness: The program’s focus on dining and delivery discounts aligns with India’s growing food delivery market, driving a 120% increase in repeat 

orders, proving its efficacy in a convenience-driven segment. 

Tata Neu’s NeuPass 

Context: Tata Neu, launched in 2022, integrates a loyalty program (NeuPass) across Tata brands like BigBasket, Croma, and Westside, offering NeuCoins 

for purchases. 

 

Data:  

• Tata Neu garnered 10 million app downloads within six months of launch, with 40% of users enrolling in NeuPass (Tata Sons press release, 

2022). 

 

• A report by Kantar India (2023) estimated that NeuPass members made repeat purchases 1.5 times more often than non-members across Tata 

brands, with 50% of BigBasket orders from NeuPass users in Q4 2023. 

 

• NeuPass users earned an average of 500 NeuCoins monthly, translating to INR 500 in redeemable value, boosting cross-brand purchases by 

25% (Economic Times, 2023). 

Paytm First (Now Discontinued) 

Context: Paytm First was a subscription-based loyalty program launched in 2019, offering cashback, exclusive merchant discounts, and priority customer 

service for an annual fee. 

 

Data:  

• At its peak in 2020, Paytm First had 5 million subscribers (Business Standard, 2020). 

 

• Paytm’s internal data revealed that First members transacted 3 times more frequently than non-members, with an average monthly spend of 

INR 8,000 versus INR 2,500 for non-members (Paytm earnings report, Q1 2020). 

 

• A survey by YouGov India (2020) found that 55% of Paytm First users made repeat purchases due to cashback offers, though 30% discontinued 

the subscription due to perceived low value over time. 

 

• Effectiveness: While initially effective (200% higher transaction frequency), the program’s discontinuation in 2022 highlights challenges in 

sustaining perceived value, a critical factor for loyalty program success in India. 

 

Effectiveness: The coalition model enhances repeat purchases by 50% through cross-brand incentives, leveraging India’s trust in the Tata brand to foster 

loyalty across diverse categories. 

 

Key Insights from Data 

Frequency Boost: Loyalty programs in India increase purchase frequency by 50% to 200%, with subscription models (e.g., Amazon Prime, Zomato 

Gold) showing the highest gains. 

 

Monetary Impact: Members typically spend 30%–150% more annually than non-members, driven by rewards like cashback, discounts, and free 

shipping. 

 

Consumer Preferences: Indian consumers respond strongly to immediate rewards (e.g., cashback, SuperCoins), with 55%–68% citing rewards as a 

repeat purchase motivator (Deloitte India, 2021; YouGov India, 2020). 

Challenges: Low perceived value can erode effectiveness, as seen with Paytm First, where 30% of users dropped out due to insufficient benefits. 

6. Analysis of Effectiveness 

Loyalty programs have become a cornerstone of customer retention strategies in India, a market characterized by rapid digital growth, a young consumer 

base, and intense competition. Their effectiveness in driving repeat purchases—a critical metric for business sustainability—warrants scrutiny, especially 

given India’s unique socio-economic landscape. This section analyzes how these programs influence repeat purchase behavior, drawing on secondary 

data from industry reports, consumer surveys, and company performance metrics. It examines case studies of success and failure, identifies key factors 

shaping outcomes, and benchmarks India’s experience against global trends. The findings illuminate the strengths and challenges of loyalty programs in 

fostering sustained customer engagement in India. 
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Impact on Repeat Purchase Behavior 

Loyalty programs in India demonstrably increase repeat purchase frequency and spending, leveraging the country’s digital adoption and value-conscious 

consumer ethos. Secondary data from multiple sources highlights their measurable impact across sectors like e-commerce, food delivery, and retail. 

 

Amazon Prime, a flagship loyalty program, exemplifies this trend. By 2023, it boasted over 20 million subscribers in India (Statista, 2023), with members 

shopping 2.5 times more frequently than non-members—translating to an average of 30 purchases annually versus 12 for non-members (RedSeer 

Consulting, 2022). Prime members also spend significantly more, averaging INR 25,000 yearly compared to INR 10,000 for non-members, a 150% 

increase. This surge is attributed to benefits like free one-day delivery and exclusive festive deals, which resonate with India’s urban, convenience-driven 

shoppers. 

 

In the food delivery sector, Zomato Gold (rebranded from Zomato Pro in 2023) showcases similar success. With 3.5 million subscribers by December 

2023 (Zomato Q3 FY24 Earnings), Gold members place 18 orders per year on average, compared to 8 for non-members—a 125% uplift (Zomato Annual 

Report, 2023). During peak festive periods like Diwali 2023, Gold members accounted for 65% of delivery orders, with an average order value (AOV) 

of INR 600 versus INR 450 for non-members, a 33% premium. This reflects how discounts and priority service fuel repeat engagement in a convenience-

centric category. 

 

Flipkart Plus, a points-based program, further illustrates effectiveness. Nielsen India (2021) reported that Plus members repurchase 1.8 times more often 

than non-members, with 60% citing SuperCoins as a key driver. During the 2022 Big Billion Days sale, over 100 million SuperCoins were redeemed 

(Flipkart Press Release, 2022), boosting the average order value to INR 4,500 for members versus INR 3,200 for non-members (Economic Times, 2022). 

This 40% spending increase underscores the appeal of gamified rewards in India’s festive shopping culture. 

 

Tata Neu’s NeuPass, a coalition program, drives a 50% higher repeat purchase rate across its ecosystem. Kantar India (2023) found that NeuPass members 

made purchases 1.5 times more frequently than non-members, contributing 50% of BigBasket’s Q4 2023 orders. Members earning an average of 500 

NeuCoins monthly (INR 500 redeemable value) increased cross-brand purchases by 25% (Economic Times, 2023), highlighting the power of unified 

rewards. 

 

Broadly, Deloitte India (2022) estimates that loyalty program participants in India exhibit 40%–200% higher purchase frequency than non-members, 

depending on sector and program type. This range reflects the diversity of India’s market, from price-sensitive rural consumers to premium urban buyers, 

and positions loyalty programs as a potent tool for driving repeat business. 

Case Studies: Success and Failure 

Case studies of specific programs reveal the nuances of effectiveness, distinguishing successful strategies from those that falter. 

 

Success – Amazon Prime: 

Launched in 2016, Amazon Prime has redefined e-commerce loyalty in India. Its 20 million subscribers by 2023 (Statista) reflect robust adoption, fueled 

by free shipping, exclusive deals, and Prime Video. During the 2023 Great Indian Festival, Prime members drove 70% of orders in the first 48 hours 

(Amazon India, 2023), with a 150% higher purchase frequency than non-members (RedSeer, 2022). The program’s success lies in its bundled value 

proposition, aligning with India’s growing demand for convenience and entertainment, making it a benchmark for subscription-based models. 

 

Success – Zomato Gold: 

Reintroduced as Zomato Gold in 2023, this program targets India’s $15 billion food delivery market (RedSeer, 2023). With 3.5 million members, it boosts 

order frequency by 125%, with members averaging 18 orders annually (Zomato, 2023). Festive spikes—65% of Diwali 2023 orders—coupled with a 

33% higher AOV (INR 600 vs. INR 450) demonstrate its effectiveness. Zomato Gold thrives by catering to India’s urban food enthusiasts, offering 

discounts that encourage habitual ordering. 

 

Failure – Paytm First: 

Launched in 2019, Paytm First aimed to replicate Prime’s subscription model with cashback and merchant discounts. At its peak in 2020, it had 5 million 

subscribers, with members transacting three times more often than non-members (INR 8,000 vs. INR 2,500 monthly, Paytm Q1 2020 Earnings). However, 

a YouGov India (2020) survey found 30% of users discontinued subscriptions due to perceived low value, citing limited merchant tie-ups and complex 

redemption. Discontinued by 2022, Paytm First’s 200% frequency gain couldn’t offset retention challenges, highlighting the need for sustained reward 

appeal. 

 

These cases reveal that while frequency and spending gains are achievable, long-term effectiveness requires consistent value delivery—a lesson critical 

in India’s deal-driven market. 
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Factors Influencing Effectiveness 

Several factors determine how well loyalty programs drive repeat purchases in India, reflecting consumer psychology and market conditions. 

 

Reward Value: 

Tangible, high-value rewards are paramount. Deloitte India (2021) found that 68% of Indian consumers prefer personalized offers, while 55% favor 

instant cashback (YouGov India, 2020). Tata Neu’s 500 NeuCoins monthly reward (INR 500) drives a 25% cross-brand purchase increase, while 

Flipkart’s SuperCoins, redeemable for discounts, lift AOV by 40%. Low-value rewards, as seen in Paytm First’s decline, erode engagement. 

 

Ease of Redemption: 

Simplicity in redeeming rewards boosts participation. Flipkart Plus’s seamless SuperCoin redemption contrasts with Paytm First’s cumbersome process, 

linked to its 30% dropout rate. A Nielsen India (2022) survey noted that 62% of loyalty program users abandon programs with complex redemption, 

emphasizing accessibility as a success driver. 

 

Personalization: 

Tailored experiences enhance loyalty. Amazon Prime’s targeted deals increase member spend by 30% (RedSeer, 2022), while Zomato Gold’s dining 

suggestions align with user preferences, boosting order frequency. Conversely, generic rewards see 45% of users switching brands for better deals (EY 

India, 2023), underscoring personalization’s role in retention. 

 

Additional factors include trust (Tata Neu leverages Tata’s reputation) and digital integration (UPI’s 400 million users, NPCI 2024, enable instant 

rewards). In India’s price-sensitive market, balancing cost and reward perception is critical. 

 

Comparison with Global Benchmarks 

Globally, loyalty programs increase repeat purchases by 20%–80% (Harvard Business Review, 2020), while India’s 40%–200% range surpasses this, 

driven by digital penetration (700 million internet users, TRAI 2023) and festive shopping spikes (30% of e-commerce revenue, RedSeer, 2022). 

Subscription models like Amazon Prime mirror US trends (e.g., Amazon Prime’s 65% US order share), but India’s cashback focus aligns more with 

Southeast Asia, where 50% of consumers prioritize instant rewards (McKinsey Global, 2021). 

 

However, India lags in emotional loyalty. While 75% of US loyalty members stay brand-loyal (Forrester, 2022), 45% of Indian users switch for better 

deals (EY India, 2023), reflecting a transactional mindset akin to China (40% switching, Bain & Co., 2022). India’s programs excel in scale and frequency 

but face retention challenges, necessitating deeper emotional engagement beyond rewards. 

 

Conclusion 

Loyalty programs in India effectively drive repeat purchases, achieving 40%–200% higher frequency and 30%–150% greater spending. Successes like 

Amazon Prime and Zomato Gold highlight convenience and reward value, while Paytm First’s failure flags the risks of low perceived benefits. 

Effectiveness depends on delivering immediate, personalized, and accessible rewards in a price-conscious market. Compared to global norms, India 

outperforms in frequency but struggles with long-term loyalty, offering lessons for businesses aiming to sustain customer relationships. 

7. Discussion 

The analysis of loyalty programs’ effectiveness in driving repeat purchases in India reveals a complex interplay of consumer behavior, market dynamics, 

and program design. This discussion interprets these findings, drawing meaning from the observed trends in purchase frequency, spending patterns, and 

case study outcomes. It then explores the practical implications for Indian businesses seeking to leverage loyalty programs for sustained growth. Finally, 

it examines the challenges that hinder effective implementation, offering a nuanced perspective on how companies can navigate India’s unique socio-

economic landscape to foster customer loyalty. 

Interpretation of Findings 

The findings underscore that loyalty programs in India significantly enhance repeat purchase behavior, with frequency increases ranging from 40% to 

200% and spending uplifts of 30% to 150% among members compared to non-members. Programs like Amazon Prime (2.5 times higher frequency, INR 

25,000 annual spend vs. INR 10,000) and Zomato Gold (125% more orders, 33% higher AOV) exemplify this success, driven by convenience, tangible 

rewards, and alignment with digital consumption trends. Flipkart Plus’s 1.8-fold purchase frequency boost and Tata Neu’s 50% higher repeat rate further 

affirm that diverse program types—points-based, subscription, and coalition—resonate with India’s heterogeneous consumer base. 

 

The case studies illuminate why some programs thrive while others falter. Amazon Prime and Zomato Gold succeed by offering immediate, high-value 

benefits (e.g., free shipping, discounts) that tap into urban India’s demand for efficiency and convenience, supported by 700 million internet users (TRAI, 
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2023). In contrast, Paytm First’s failure—despite a 200% transaction frequency gain—reveals a critical flaw: perceived value must be sustained to retain 

members, as 30% dropped out due to inadequate rewards (YouGov India, 2020). This suggests that while loyalty programs can drive short-term repeat 

purchases, long-term loyalty hinges on consistent satisfaction. 

 

Key influencing factors—reward value, ease of redemption, and personalization—emerge as linchpins of effectiveness. The preference for instant rewards 

(55% favor cashback, YouGov India, 2020) and personalized offers (68%, Deloitte India, 2021) reflects India’s price-sensitive yet aspirational consumer 

psyche. Flipkart’s seamless SuperCoin redemption contrasts with Paytm First’s complexity, explaining retention disparities. Globally, India’s 40%–200% 

frequency gains outpace the 20%–80% norm (Harvard Business Review, 2020), driven by digital adoption and festive spikes (30% of e-commerce 

revenue, RedSeer, 2022). However, the 45% brand-switching rate (EY India, 2023) versus 25% in the US (Forrester, 2022) signals a transactional rather 

than emotional loyalty, a critical distinction from Western markets. 

 

These findings suggest that loyalty programs in India excel at stimulating repeat purchases through incentives but struggle to build enduring brand 

allegiance. The high switching rate indicates that rewards act as a short-term hook rather than a long-term bond, shaped by India’s competitive market 

and deal-seeking culture. This duality—strong tactical impact, weak strategic loyalty—frames the opportunities and limitations for businesses. 

Implications for Indian Businesses 

The effectiveness of loyalty programs offers actionable insights for Indian companies aiming to boost repeat purchases and customer lifetime value. First, 

the data highlights the potency of tailored rewards. Businesses should prioritize immediate, tangible benefits—cashback, discounts, or free services—as 

seen in Zomato Gold’s 125% order frequency increase and Tata Neu’s 25% cross-brand uplift. With 68% of consumers valuing personalization (Deloitte 

India, 2021), leveraging data analytics to customize offers (e.g., Amazon’s targeted deals boosting spend by 30%, RedSeer, 2022) can deepen engagement. 

For instance, e-commerce firms could offer free shipping to frequent buyers, while food delivery platforms might provide tiered discounts based on order 

history. 

 

Second, integrating digital infrastructure is essential. India’s 400 million UPI users (NPCI, 2024) and 700 million internet users enable seamless reward 

delivery, as seen in Flipkart’s SuperCoin success. Companies should invest in mobile-first platforms and UPI-linked cashback to capitalize on this digital 

edge, particularly in Tier-II/III cities where digital payments surged 50% year-on-year (RBI, 2023). This aligns with festive shopping trends, where 

programs like Amazon Prime (70% of Great Indian Festival orders, 2023) thrive by syncing rewards with peak demand. 

 

Third, coalition models offer a strategic advantage. Tata Neu’s 50% higher repeat purchase rate across its ecosystem suggests that multi-brand programs 

can enhance cross-selling and retention, especially for conglomerates or partnerships. Retail chains, fintech firms, and hospitality brands could collaborate 

to create unified reward systems, tapping into India’s trust in established names like Tata (Economic Times, 2023). 

 

However, the high switching rate (45%, EY India, 2023) implies that businesses must go beyond transactional incentives. Emotional loyalty—fostered 

through exceptional service, brand storytelling, or community-building (e.g., exclusive member events)—could reduce churn, mirroring Western 

strategies where 75% of loyalty members stay brand-loyal (Forrester, 2022). For example, a retailer like Reliance could pair its Smart Bazaar points 

program with in-store experiences to deepen ties. 

 

Finally, cost-effectiveness is a key implication. Retaining customers via loyalty programs is five times cheaper than acquiring new ones (Nielsen India, 

2022), making them a high-ROI strategy. Businesses should optimize reward structures to balance profitability and appeal, avoiding Paytm First’s pitfall 

of overpromising and underdelivering 

Challenges in Implementing Effective Loyalty Programs in India 

Despite their potential, implementing effective loyalty programs in India faces significant hurdles, rooted in consumer behavior, market competition, and 

operational complexities. 

 

Price Sensitivity and Switching Behavior: 

India’s deal-driven market poses a persistent challenge. With 45% of loyalty members switching brands for better offers (EY India, 2023), programs 

struggle to lock in loyalty. This price sensitivity, evident in rural and semi-urban areas (65% of the population, World Bank, 2022), demands high-value 

rewards that strain margins. For instance, cashback-heavy programs like Paytm First faltered when benefits couldn’t match competitors’ discounts, 

highlighting the difficulty of retaining cost-conscious consumers. 

 

Sustaining Perceived Value: 

Maintaining reward relevance over time is challenging. Paytm First’s 30% dropout rate (YouGov India, 2020) shows that initial  excitement wanes if 

benefits stagnate. India’s young, dynamic consumer base (median age 28) expects evolving perks, yet frequent updates increase costs. Businesses must 

innovate—e.g., adding experiential rewards like Zomato Gold’s dining events—while managing profitability, a delicate balancing act. 
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Operational Complexity and Technology Costs: 

Effective programs require robust technology—data analytics for personalization, seamless redemption systems, and UPI integration. Small and medium 

enterprises (SMEs), which form 30% of India’s retail sector (MSME Ministry, 2023), often lack the resources for such infrastructure. Even large firms 

face scalability issues; Flipkart’s SuperCoin system, while successful, demands constant backend upgrades to handle millions of redemptions (100 million 

in 2022, Flipkart Press Release). 

 

Cultural and Regional Diversity: 

India’s diverse consumer preferences complicate standardization. South India’s 45% e-commerce penetration (Kantar, 2023) favors digital programs, 

while North India’s offline retail loyalty (e.g., Big Bazaar’s Payback) resists digital shifts. Gender dynamics—women driving 70% of household purchases 

(Nielsen India, 2022)—require tailored approaches, yet crafting region-specific or demographic-specific programs escalates complexity and cost. 

 

Competition and Market Saturation: 

With giants like Amazon, Flipkart, and Zomato dominating, smaller players struggle to differentiate. The proliferation of programs risks customer fatigue; 

a Deloitte India (2022) survey noted 35% of urban consumers are enrolled in 5+ programs, diluting impact. Standing out demands unique value 

propositions, yet innovation risks escalating expenses in a low-margin market. 

 

Data Privacy and Trust: 

Personalization relies on data, but India’s Personal Data Protection Act (2023) imposes strict compliance, raising operational costs. Moreover, trust 

issues—45% of rural consumers distrust online platforms (EY India, 2023)—hinder data collection, limiting program efficacy. 

8.Conclusion and Recommendations 

This research has explored the effectiveness of loyalty programs in driving repeat purchases in India, a market shaped by rapid digitalization, a young 

consumer base, and intense competition. By analyzing secondary data, case studies, and influencing factors, the study reveals both the strengths and 

limitations of these programs. This concluding section summarizes the key findings, offers practical recommendations for Indian companies to optimize 

their loyalty strategies, and proposes directions for future research to deepen understanding of this evolving landscape. 

Summary of Key Findings 

The analysis demonstrates that loyalty programs significantly enhance repeat purchase behavior in India, with frequency increases ranging from 40% to 

200% and spending uplifts of 30% to 150% among members compared to non-members. Programs like Amazon Prime (2.5 times higher frequency, INR 

25,000 vs. INR 10,000 annually), Zomato Gold (125% more orders, 33% higher AOV), Flipkart Plus (1.8 times more purchases), and Tata Neu’s NeuPass 

(50% higher repeat rate) illustrate this impact across e-commerce, food delivery, and coalition models. These gains, exceeding global benchmarks of 

20%–80% (Harvard Business Review, 2020), are fueled by India’s 700 million internet users (TRAI, 2023), 400 million UPI adopters (NPCI, 2024), and 

festive shopping peaks (30% of e-commerce revenue, RedSeer, 2022). 

 

Case studies highlight why some programs succeed while others fail. Amazon Prime and Zomato Gold thrive by offering immediate, high-value benefits—

free shipping and discounts—aligned with urban India’s convenience demands. Conversely, Paytm First’s collapse, despite a 200% transaction boost, 

underscores the necessity of sustained perceived value, as 30% of users dropped out due to inadequate rewards (YouGov India, 2020). Reward value 

(68% prefer personalized offers, Deloitte India, 2021), ease of redemption (62% abandon complex systems, Nielsen India, 2022), and personalization 

emerge as critical drivers of effectiveness. 

 

However, a significant limitation persists: while loyalty programs excel at driving transactional repeat purchases, they struggle to foster emotional loyalty. 

The 45% brand-switching rate among Indian members (EY India, 2023), compared to 25% in the US (Forrester, 2022), reflects a deal-seeking culture 

where incentives often outweigh brand allegiance. This transactional focus, akin to Southeast Asia (McKinsey Global, 2021), contrasts with Western 

markets’ emphasis on emotional bonds, posing a strategic challenge for long-term retention. 

 

In summary, loyalty programs in India are powerful tools for boosting short-term repeat purchases, leveraging digital infrastructure and consumer 

preferences for instant rewards. Yet, their inability to curb high switching rates signals a gap between tactical success and strategic loyalty, necessitating 

nuanced approaches from businesses. 

 

Practical Recommendations for Indian Companies 

Based on these findings, Indian companies can optimize loyalty programs with the following actionable strategies: 

 

Prioritize Tangible, Immediate Rewards: 

With 55% of consumers favoring instant cashback (YouGov India, 2020) and 68% valuing personalization (Deloitte India, 2021), companies should 

focus on high-impact rewards like discounts, free shipping, or cashback. For example, e-commerce platforms could emulate Amazon Prime’s free delivery 
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model, while food delivery firms might offer Zomato Gold-style order discounts. SMEs in Tier-II/III cities could leverage UPI for instant cashback, 

capitalizing on its 50% yearly growth (RBI, 2023). 

 

Enhance Digital Integration: 

India’s digital infrastructure—700 million internet users and 400 million UPI transactions—offers a competitive edge. Companies should build mobile-

first platforms with seamless redemption, as seen in Flipkart Plus’s SuperCoin success (100 million redeemed, 2022). Integrating UPI for real-time 

rewards can boost adoption in rural markets, where digital payments are rising (RBI, 2023). 

 

Invest in Personalization via Data Analytics: 

Tailored offers increase spending by 30% (RedSeer, 2022), as demonstrated by Amazon’s targeted deals. Businesses should harness purchase data to 

customize rewards—e.g., offering grocery discounts to frequent BigBasket buyers via Tata Neu. Compliance with the Personal Data Protection Act 

(2023) ensures trust, critical given 45% rural distrust in online platforms (EY India, 2023). 

 

Explore Coalition Models: 

Tata Neu’s 25% cross-brand purchase boost (Economic Times, 2023) highlights coalition programs’ potential. Retailers, fintechs, and hospitality firms 

could partner to create unified reward systems, enhancing value and retention. For instance, a collaboration between Paytm and Swiggy could revive 

cashback-driven loyalty across services. 

 

Build Emotional Loyalty: 

To address the 45% switching rate (EY India, 2023), companies should complement rewards with emotional engagement—exclusive events, personalized 

thank-you notes, or community initiatives. Reliance Retail could pair its Smart Bazaar points with in-store experiences, fostering deeper ties beyond 

transactions. 

 

Optimize Cost-Benefit Balance: 

Retaining customers is five times cheaper than acquiring new ones (Nielsen India, 2022). Businesses should design scalable, profitable programs—e.g., 

tiered benefits like Amazon Prime (INR 1,499 annually)—avoiding Paytm First’s overextension. Regular audits of redemption rates and member feedback 

can refine reward value. 

 

These strategies leverage India’s digital and cultural strengths while addressing price sensitivity and competition, ensuring loyalty programs drive both 

repeat purchases and sustained relationships. 

Future Research Directions 

While this study provides a robust foundation, gaps remain that future research can address: 

1.Primary Data Collection: 

Reliance on secondary data limits granularity. Surveys or interviews with Indian consumers could reveal nuanced preferences—e.g., rural vs. urban 

reward priorities—enhancing program design insights. 

 

2.Longitudinal Studies: 

The current analysis captures a snapshot up to 2025. Longitudinal research tracking loyalty program members over 5–10 years could assess whether 

repeat purchases evolve into true loyalty, addressing the 45% switching trend (EY India, 2023). 

 

3.Sector-Specific Analysis: 

While e-commerce and food delivery dominate, sectors like hospitality (e.g., OYO Wizard) and fintech (e.g., Cred) warrant deeper exploration. 

Comparative studies could identify sector-specific success factors. 

 

4.Emotional Loyalty Metrics: 

Future research could quantify emotional loyalty via metrics like Net Promoter Score (NPS) or brand attachment scales, testing whether experiential 

rewards reduce churn compared to transactional incentives. 

 

5.Impact of Emerging Technologies: 

With AI and blockchain gaining traction, their role in loyalty programs—e.g., AI-driven personalization or blockchain-based reward tracking—could 
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be studied for cost-effectiveness and adoption potential in India. 

6.Rural vs. Urban Divide: 

Given India’s 65% rural population (World Bank, 2022) and rising digital access, research could explore how loyalty programs perform across this divide, 

informing strategies for untapped markets. 

 

These directions can refine understanding of loyalty programs’ role in India, bridging the gap between short-term gains and long-term customer 

commitment. 

 

Final Thoughts 

Loyalty programs in India are highly effective at driving repeat purchases, capitalizing on digital growth and reward preferences, yet face challenges in 

fostering enduring loyalty. By implementing tailored, digitally integrated, and emotionally engaging strategies, companies can maximize their impact. 

Future research will further illuminate these dynamics, ensuring loyalty programs evolve with India’s dynamic consumer landscape. 
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