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Around 2.07 billion consumers worldwide are likely to be members of at least one coalition loyalty program, which is
equivalent to approximately 28.4% of the worlda€™s adult population, and this number has almost doubled since 2010 given
an estimate of 1.07 billion for that year. Moreover, as at mid-2015, the largest coalition loyalty program in the world by
number of members (with around 397 million) was Indiad€™s Max Get More program in spite of the fact that it was launched
as recently as 2012. These are key findings from an updated and expanded study of coalition loyalty programs around

the world &€" Global Coalition Loyalty Programs &€“ based on analysis of 235 such programs across a wide range of countries.
a€eMax Get More has developed very rapidly because its owner, Loylty Rewardz Management, operates what it believes to
be a unique model whereby it has brought the customers of a number of leading banks in India onto a common platforma€s,
commented Alan Leach, Director of Finaccord. &€ceHowever, the programs that have achieved the highest rates of
penetration among the total adult population (aged over 18) of the country or countries in which they are active are South
Koread€™s OK Cashbag and Finlanda€™s K-Plussa with both in excess of 85%. In addition, the equivalent percentage for
another seven programs is more than 50%.4€e

Segmented by sector of origin, the approximate distribution of the total figure for all coalition loyalty programs of 2.07

billion members is as follows: airlines &€* 662.0 million; banking &€" 500.5 million; hospitality &€ 343.7 million; retail 4€“ 169.9 m
travel excluding airlines &€“ 5.4 million; other specific sectors 4€" 20.6 million; and non-specific &€ 363.1 million. Furthermore,
across all 235 programs, the average number of external currency-earning partners per program at the time of the

research was around 93 with an equivalent figure for external currency-redemption partners of 73 (noting that program

a€ currency&€™ is usually described as &€ pointsa€™ or &€ milesa€™).

Continued Alan Leach: &€ceThis imbalance between currency-earning and currency-redemption partners is partly a
consequence of the fact that while many program owners allow members to earn currency across a very wide range of
external partners, they sometimes have a preference for narrowing down the number of options for currency redemption
so that this is focused mainly on their own commercial proposition.a€e

Looking ahead, Finaccord believes that the outright number of coalition programs worldwide will continue to grow as an
increasing proportion of proprietary loyalty schemes experience declining effectiveness, thereby forcing their sponsors to
evaluate the coalition model. Partly as a consequence of this and partly as a result of the organic growth of programs
already in existence, the total number of members of coalition loyalty programs worldwide will carry on expanding rapidly.

a€ceThe evolving behaviour and needs of program members, especially so-called &€ millennialsa€™, means that loyalty cards v
superseded gradually by mobile device apps that perform multiple functions in addition to currency redemption, and that
will be tied to mobile wallet providersa€e, concluded Alan Leach. &€aeMoreover, coalition programs will increasingly learn how to
utilise the data that they build up about their members to develop genuinely personalised offers for them, including ones

based on their location at any given point in time.&€csAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAL
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