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BIJAEI JAVARAJ | MANAGING DIR

“Aunified loyalty
programme doesn't
workin India"

While the Indian retail is waking up to customer relationship
management, coalition loyalty programmes remain a far cry,
Jayaraj tells Rajarshi Bhattacharjee

OR & CEO t LOYLTY REWARDZ

Long-time sales and customer-
service professional Jeffrey
Gitomer’s book says, “Customer
satisfaction is worthless”, customer

Introducing Bijaei layaraj
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loyalty
Gitomer’s contention in the context
of the Indian market?

Let me explain it to you a bit different-
Iy. I grew up in a small place in Kerala.
As akid, every shopkeeper in my neigh-
bourhood knew me. They knew my
fatherand my

years ago
with an eye onmemllnasmmmn—
sumer loyalty and relationship manage-

The sectors that are yet to realise
the potential of CRM includes hospi-
tality that gets frequent travellers.
A potential sector need not be an
organised one. It can be a single hotel
that can get to know details, includ-
ing food and accommodation prefer-

the shopkeepers and their families.
That is how retail used to be. The
Indian retail business was run in a net-
work, knit together in a very personal
manner, Post

are seeing is a rapid

in Indian retail. There are thousands
of companies catering to crores of cus-
tomets every day but the

don’t know who those customers are.
‘When a customer walks into a retail
store, the shopkeeper doesn’t know
‘who she is, what she buys or why. But
companies cannet afford not to know
their consumers.

‘What can bridge the gap today is
technology-based consumer relation-
ship management (CRM). If you look at
advanced markets, the concept of loyal-
ty, of CRM is very advanced. In India,
companies arejust waking up to the real-
isation that if their customers suddenly
stopped:coming, they wouldn’t know
‘where to go and look for them. There
lies the whole relevance. Today, even
though organisations are growing, sales
are growing, one needs technology and
processes in place to manage their rela-
tionship with their customers. That's
‘where the modern industry of loyalty is
getting created.

To answer the second part of your
question, the concept of CRM is nascent
in India. It's a newborn industry but

* Jayaraj, who has worked in the advertis-
ing indlustry in Muscat, Sultanate nf Oman,

ment busiress pie. ences of customers,
* Today, Loyity Rewardz has captured
around 60 per cent of
unning loyalty programmes for a cLmu- wherethe customer will be offered
Talsoknew | lative cond bose OF 5 milior aedit of oneloyalty programme fora range of
st the future?
[ xmrnymsmmdw A unified loyalty programme, or coali-
tion doesn’'t work in India.
:mmﬁm s ‘They work well in mature markets. In
what we 22,000 Gore Indian retail, which is a $450 billion
i = prior o industry, Lh? L_ugamsed sector is only
worked with Jet Arways as the head of its about $30 billion. In mature markets,
oyaly programme, Jet Priviege, and it~ there are large coalition programmes
the head of where multiple organisations — say, a
MasterCard's relationship with the State petroleum company, a travel company,
Bank of India. a bank and a retailer — come together
® While at MasterCard , Jayara) and create one big loyalty programme.
was twice nferred with the MasterCard 1India is not ready for this because none
WWWWNMB@.ME&W of the organised players in retail today
and once with the APMEA Star Award (Asia ‘has the scale to reach even a fraction of
Padfic, ME & Afiica) for his achievements the total market.
for MasterCard businesses:

Looking at the future, if the Indian
retail industry gets itself organised
rapxdly. there will be possibilities of

and
in Dubai, UAE, holds a master's degree
from Jawaharial Nehru University, New
Delhi. He was also a member of the

unified loyalty pro-
grammes. But Idoubt it. It will take time.
‘ren yearsdown the line, perhaps yes. In

retail market like India,

Business, Hyderabad

them that you know them very well.
Loyalty programme is a story around
which you do all these activities. The
loyalty points are like the glue sticking
all these activitie

you need an innovative model that may
not be a true-blue coalition programme
having different databases but stitched
together ina common platform.

Whatare the scalable technologies in
loyalty programmes available today?
‘Whatkind of data intelligence do

Loyalty| logammcnsmzan.ly(cmm
this direction. If you want true loyalty,

There are various Kinds of loyalty pro-
gtammes Take Loylty Rewardz. We run

growing rapidly. ry hasthe
scope to do a lot more in customer loy-
alty-related activities.

How can brands differentiate
‘themselves based on loyalty
programmes?

Fundamentally, a brand is a business

youneeda Onecan
talk about delivering quality goods and
services, timing, fair price, etc to garner
loyalty, but if you don't know who the
customer is, you can’t deliver efficient
services. To offer efficient services you
need a loyalty programme. If you don’t
have a database, you don’t know the

entity. If 1,000 crore

year, it needs to know who its loyal cus-
tomers are and who are the new cus-
tomers that are yet to develop loyalty
towards the brand. May be, 20 per cent

repeat ur cus-
tomer, how will you offer efficient ser-
vices? A loyalty programme is a tool to
know your consumers.

175 million deb-
it and credit cards in India. We process
about 11 million transactions every
‘month. The total value of those transac-
tions is around 1,700 crore every
month, When you are goingto the scale
of a billion, you need significant data-
base to putin all these records.

Atthe end of the day, loyalty is like
banking — debit and credit — some
points in, some points out. Add a mil-
lion and it becomes an extremely com-
plex situation. We Have awarded a

of percent 7.8 billion loyalty pointsin
of th i useof India so far. For those kind of points
essential for the brand hout toits. others? you need

top 20 per cent customers.

yalty
Airlines, yes. Globally, this is one indus-
try that has deployed loyalty pro-

ditiirel

Customer loyalty, as a concept, is not
very relevant and will fail in situations
where there aren't frequent purchases,
lu(ehuylngahouseor acar. Inthis con-

not Indian retail. There are
‘many retail companies that do not have
any loyalty programmes. However, I see
‘ahuge potential in retail and in the next
five years we are going to see a dramat-

playakey ic in CRM strategy of
mle ‘but not loyalty. retail companies.
Do

ndi
loyalty? If not, what are the banking sector? Itshould have great
othertools? potential

Do you think g:ving a customer one or

trong and sta-
ble technology platform together with
a strong network, database manage-
ment, security and infrastructure to
track all these.

How does it help? If you take a bank
that has 2 million customers, do you
know the top 20 per cent customers?
The bank with 2 million customers is
‘making a 2100 crore profit every year. If
you dig deeper you will realise that 20
per cent of the customers gives80 crore
revenue. Of the rest, about 10 per cent
‘might have been retained ataloss. The
bank has 1o way of dxfferendmng and

cnnsmnmmmostcnuﬂuwhenll

00 0r 200
really creates loya]ry? Absolutely not.

earned money.

whois
not without tracking the customers’
behaviour, quantifying their activities
and profitabilities, The bank here needs

Loyalty

do a whole lot of other things—under-
stand your consumers, their buying
behaviour, likes, dislikes, age, demog-
raphy, anniversary, thus displaying to

T i India

of consumers unlike the retail sector,
which is highly scattered. We have a
strong presence in the banking sector
and are helping i to realise its potential.

tomers and treat them better. The idea is
not to treat the less profitable customer
badly but to treat your more profitable
customer better. 4
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