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Executive Summary 
	

We conducted a national survey with 202 CMOs, Marketing Directors, 
and Marketing Managers in Spain and analyzed their perceptions 
regarding their company’s marketing objectives in terms of customer 
attraction vs. customer retention, marketing efforts dedicated to new 
customer attraction vs customer retention, marketing spending trends, 
and perception and usage of loyalty programs., marketing spending 
trends, and perception and usage of loyalty programs.  

1. Companies believe customer acquisition and retention are 
equally important. 

2. They also believe that acquiring a new customer or recovering a 
lost customer are more expensive than retaining an existing 
customer. 

3. Furthermore, they believe that those firms that can retain their 
customers are more profitable than those who cannot. 

4. However, marketing budgets are presently more directed 
towards customer acquisition (60%) than retention (40%). 

5. There is a large variation in what percentage of the marketing 
budget is dedicated to retention across industries. 

6. About 42% of companies have some kind of loyalty program. Of 
those, 67% are satisfied or very satisfied with the program. 

7. The most important characteristics for the success of a loyalty 
program are: (1) to have rewards that are easy to obtain and (2) 
to offer exclusive products and services. 
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Introduction 
 

In order to understand how loyalty is perceived from the point-of-view 
of firms, the Travel Club Loyalty Chair has developed the first Loyalty 
Barometer.  

The ambitious study has been possible thanks to the generosity of 
inLoyalty (Air Miles España) that has financed all the research activities 
needed to develop this Loyalty Barometer.  

The field research activities included an extensive survey where we 
investigated the opinions of Chief Marketing Officers (CMOs), 
Marketing Vicepresidents (VP), Marketing Directors, and Marketing 
Managers from a variety of industries in Spain and asked them about 
three big areas: 

• Firstly, we asked questions related to how their company 
allocates the marketing budget.  

• Secondly, we asked them about the trends for the coming year.  

• Finally, we asked them whether their company has a loyalty 
program (own or third party run) and what kinds of tools the 
company uses.  

Of great interest for the Barometer was the contrast between 
customer acquisition and customer retention. In all three areas of the 
survey, these two different marketing goals were measured 
independently.  

As a result, our data allow us to understand the (perceived) 
importance companies place in acquisition and retention, whether and 
how this importance translates to investment, and what are the means 
companies use to achieve each goal. 

This study is unique in Spain. To the best of our knowledge, it is the 
first time that such a survey is conducted from a management 
perspective. We hope that the results will provide insights for 
managers and allow them to improve their company’s marketing 
strategies. The end-goal of this study – as with all studies within the IE-
Travel Club Loyalty Chair – is to develop and disseminate knowledge 
about consumer loyalty. 
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Method 
	

We surveyed 202 CMOs, Marketing Directors, and Marketing Managers 
in Spain. Respondents were contacted by Kantar-Millward-Brown and 
answered an online questionnaire. The questions are shown in 
appendix 1.  

	

	

Description of the sample 
	

Our final sample consisted of 202 respondents. Companies included in 
the sample represent a wide variety of industries. In particular, the 
companies surveyed operate in commerce/retail (21.29%), other 
services (19.8%), hotel, catering, and tourism (15.84%), health and 
pharma (11.29%), banks and insurance (9.41%), food and beverages 
(7,92%), other industries (7.43%), and automotive (6.93%). 

 

Figure 1: Description of the sample - Industry 

	

	

Most of the companies surveyed are large: 67.8% have yearly revenues 
that exceed 50 million Euro as can be seen in the next figure.  
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On the other hand, 18.81% of the sample have yearly revenues between 
10 and 50 million Euro and 13.36% have less than 10 million Euro 
inyearly revenues.  

Given that the smaller revenues represented only a small portion of the 
sample, with two categories with less than 20 observations, we re-
classified the variable company size in two categories: “Large” (more 
than 50 million Euro/year revenues) and “Medium and Small” (less 
than 50 million Euro/year revenues). Thus, the “Medium and Small” 
companies account for 32.2% of the sample. 

In line with the revenues, the number of employees reveals a similar 
pattern for company size with 42% of the companies with more than 
1000 employees, 14.85% with 501 to 1000 employees, 14.85% with 251 
to 500 employees, 6.93% with 101 to 250 employees, 9.45% with 51 to 
100 employees, and 11.88% with less than 50 employees. 

Figure 2: Description of the sample - number of Employees 
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 Managerial Perceptions and Trends: 
 The Paradox of Customer Retention 

 

The first section of the Barometer deals with the relative importance 
companies assign to customer acquisition versus retention:  

• Perceptions regarding the cost and profitability of acquiring 
versus retaining customers. 

• Perceptions of the cost of recovering a dissatisfied customer.  

How companies allocate their marketing resources across customer 
acquisition and customer retention efforts.  

We are aware of the complexities and limitations of the last question. 
Many marketing efforts may affect both the acquisition and retention 
of customers and it may be difficult to accurately define how much of 
a certain effort (e.g., a new product launch, a communication 
campaign, etc) contributes to acquisition versus retention.  

Although a precise number is difficult to obtain, we decided to ask our 
respondents to estimate the percentage of the marketing budget 
dedicated to acquisition and retention. This number can indicate the 
perception that managers have of how the company is investing its 
budget.  

First, managers believe that attracting new customers is as important 
as retaining existing ones (24% vs. 25%). Secondly, when asked what is 
more expensive – to attract or to retain a customer – managers 
overwhelmingly believe that it is more expensive to attract a new 
customer (79%) than to retain an existing one (21%).  

Furthermore, 80% believe that it is more expensive to recover a lost 
customer than to retain him/her. Finally, 72% of the managers believe 
that the companies that dedicate their resources to retaining 
customers are more profitable than those that do not.  

Considering these results, it would be reasonable to assume that 
companies would dedicate a larger part of their marketing efforts to 
customer retention.  

However, what we observe is that despite these beliefs, companies 
seem to spend most of their marketing budget in the acquisition of 
new customers: companies dedicate 60% of marketing budgets to 
customer acquisition versus 40% to customer retention. 

This is what we call the paradox of customer retention: managers 
believe that customer retention is more profitable, but investments are 
directed more towards customer acquisition.  
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Although our data do not explain why this happens, the fact that this 
discrepancy exists is in itself an interesting finding that should be 
further explored in the future editions of the Barometer. 

 

Figure 3: Beliefs in advantages versus investment on customer retention 

	

Below, we present the percentage of marketing budget dedicated to 
retention broken-down by company size and by industry.  

The percentage of the marketing budget dedicated to customer 
acquisition is simply 100% minus the percentage dedicated to 
retention. 

It can be noted that there is significant variation with some industries 
(e.g., automotive) investing just above 20% of their marketing budget 
in customer retention while others (“other industries”) investing up to 
59,2% as shown in the next figure. 
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Figure 4: Percentage of marketing budget dedicated to customer retention by Industry 

	

Below we present the same data from figure 5 but add perceptions of 
“it is cheaper to retain an existing customer than to attract a new one” 
and “firms that are better able to retain their customers are more 
profitable.” Thus, we can see for each industry the gap between 
managerial beliefs and marketing spending. 

 

Figure 5: Percentage of marketing budget dedicated to retention by Industry 
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Interestingly, our results also show that small and medium businesses 
tend to invest proportionately more in customer retention than large 
businesses, although the difference is not as big as those observed 
across industries. 

	

Figure 6: Percentage of marketing budget dedicated to customer retention by firm size 

 

Finally, next figure shows the trends of increasing spending on 
acquisition and retention per industry. In most industries, the trend is 
to increase spending on customer acquisition and on retention almost 
equally but with a small advantage to acquisition. It is interesting to 
note that bank and insurance and other services expect to increase the 
investment on customer retention more than on customer acquisition. 
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Figure 7: Trends for increasing spending on customer acquisition and retention per industry 
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 Managerial Tools for Customer 
Attraction and Retention 

 

A second part of the study focused on the actual tools used by firms 
to acquire and retain customers. Table 1 shows the tools most used for 
customer acquisition. It is noteworthy that conventional media is still 
the tool most used by companies to acquire customers with social 
networks and promotions following. 

Table 1: Tools most used for customer acquisition 

TOOLS RESPONSES PERCENT 

Conventional Media 122 60,4% 

Social Networks 88 43,6% 

Promotions and 
Discounts 

85 42,1% 

Sales Force 71 35,1% 

Loyalty Programs 48 23,8% 

Collaborations 47 23,3% 

Email Marketing 38 18,8% 

Trade Fairs 36 17,8% 

Trade Marketing 
Campaigns 

29 14,4% 

	

When it comes to customer retention, loyalty programs are the tool 
used most frequently, followed by promotions and discounts and sales 
force. Although it is not surprising that conventional media is not as 
important to retain customers, it is surprising that companies do not 
consider social networks as a tool for customer retention given that 
they can be an effective channel to promote communication and 
engagement with consumers. 

Table 2: Tools most used for customer retention 

TOOLS RESPONSES PERCENT 

Loyalty Programs 116 57,4% 

Promotions and Discounts 92 45,5% 

Sales Force 71 35,1% 

Email Marketing 67 33,2% 

Social Networks 62 30,7% 

Conventional Media 56 27,7% 

Trade Marketing Campaigns 35 17,3% 

Collaborations 34 16,8% 

Trade Fairs 16 7,9% 
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The last part of the study examined whether companies have a loyalty 
program of their own, participate in a third-party loyalty program, or 
do not have any loyalty program.  

We also asked their level of satisfaction and what features the 
programs have. Forty-two percent of companies reported having a 
loyalty program, of which 37% have their own program and 5% 
participate in a third-party program. Among the companies that have 
their own loyalty program or participate in a third-party program, 67% 
are satisfied or very satisfied with the program.  

Interestingly, there is no difference in satisfaction with the loyalty 
program between those that have their own loyalty program and 
those that participate in a third-party program. 

	

Figure 8	: Loyalty Programs 

	

The features most used by loyalty programs are exclusive advantages 
(39% of firms) and discounts (37%) as shown in the next table. 

Table 3: Features of loyalty programs 

FEATURES FREQUENCY PERCENTAGE 

Advantages 78 39% 

Discounts 75 37% 

Alliances 53 26% 

Points 51 25% 

Coupons 32 16% 

Cashback 22 11% 

Gamification 18 9% 
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Finally, we asked participants what the requirements for a loyalty 
program are for it to be successful. Interestingly, responses were quite 
dispersed. The most important characteristics were “Rewards easy to 
obtain” (39%) and “Exclusive products and services” (39%), but the 
least important ones (“ease of use” and “points and rewards from 
many companies”) were not too far behind with 31% as can we seen in 
the next table. 

Table 4: Requirements for success 

FEATURES FREQUENCY PERCENTAGE 

Rewards easy to obtain 79 39% 

Exclusive products and services 79 39% 

Exclusive promotions 74 37% 

The program simplifies the purchase 
process 

72 36% 

Ease of use (web, app) 63 31% 

Points and rewards from many companies 62 31% 
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Conclusion 
	

This Customer Loyalty Barometer sheds light on how marketers see 
customer loyalty, its importance, current and future investments, and 
tools for the acquisition and retention of customers as well as specific 
characteristics of loyalty programs.  

We observe that there seems to be a discrepancy between the 
perceptions regarding customer retention and the actual efforts of the 
firms. Companies that can retain their customers are perceived to be 
more profitable but marketing budgets do not seem to prioritize 
customer retention. 

Being the first research of its kind in Spain, it opens up new questions. 
For example, why is there such a discrepancy? Future editions of this 
Barometer should certainly examine in more depth why companies 
focus about 60% of their marketing budget in customer acquisition 
while they acknowledge the superiority of retention. 

We also find that there is still a big opportunity for the development of 
loyalty programs with 58% of companies still not having one. Perhaps 
some companies approach customer retention with strategies other 
than loyalty programs (like sales force or simply promotions). 
Understanding why companies do not have loyalty programs may also 
be a fruitful area for further exploration. 
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 The Chair of Loyalty  
IE-inLoyalty 

	

The Chair of Loyalty IE - inLoyalty has been constituted as a space 
where applied research on the most relevant issues of customer 
loyalty, as well as being developed as a platform to integrate 
dissemination activities related to customer retention and loyalty 
aimed at the business world. 

Undoubtedly, customer loyalty has now become one of the priority 
objectives of companies. In a highly competitive environment where 
products and services are increasingly similar and customers have 
more information and are much more demanding, it is necessary to 
generate a strong link between the company and its customers 

This joint initiative of IE Business School and inLoyalty (Air Miles 
Spain) reinforces a joint commitment to the generation and 
dissemination of knowledge on the latest trends in the world of 
customer loyalty both nationally and internationally. 

	

	

	

	InLoyalty 
	

InLoyalty is an expert loyalty company that offers its clients profitable, 
tailored and comprehensive solutions with which to get to know their 
clients and captivate them every step of the way. 

An expert team in the sector that has been working in loyalty for more 
than 20 years and that designs, builds and operates integral customer 
lifecycle optimization services, helping its collaborators to acquire a 
deep knowledge of their consumers, which makes they can generate 
and maintain profitable and lasting relationships with their clients, 
achieving sustainable competitive advantages. 

Accustomed to working with data from more than 6 million 
households and capable of transforming that information into effective 
strategies aimed at achieving specific objectives for companies, 
InLoyalty applies the most advanced analytics to propose a wide 
range of services that encompass all the solutions of loyalty including 
the incorporation to programs of proven results, such as Travel Club.	


