Measuring
Emotional

Loyalty
An Inside Look At Customer Love ™
For Leading Brands

Using Inte Q’s proprietary Customer Love Score™, this index
provides benchmarks for measuring the emotional connection
consumers have with leading brands. Over 20 leading brands
scored – look inside!

Measuring Emotional Loyalty
With Inte Q’s Proprietary
Customer Love Score™
BUILDING AN EMOTIONAL

CONNECTION MATTERS
EMOTIONS ARE THE DRIVING
FORCE BEHIND 50% OF ALL
BUYING DECISIONS*

WHAT IS THE
CUSTOMER LOVE SCORE™?
The Customer Love Score™ accurately measures the
emotional connection customers have with a brand and
provides a new approach to refining marketing strategies and
and strengthening customer loyalty.
From banking, to hospitality, to technology and many more, this
Customer Love Index explores consumers’ emotional loyalty to
leading brands across numerous industries. By taking a
deep-dive into emotional, social, and brand health, Inte Q
uncovers key insights into what makes these brands successful
and what factors contribute to consumers’ ‘love’ for these
brands.

Drive sales by measuring the
emotional connections between your
brand, customers and competitors.

74

See Video:
inteqinsights.com/customer-love

By focusing on emotional relationship building, brands are able to increase share of
wallet and turn their best customers into their biggest advocates.
*Business.com
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WHAT’S INSIDE THIS INDEX?
By taking a deep-dive into emotional, social, and brand health, Inte Q uncovers key insights
into what makes top brands successful and what factors contribute to consumers’ ‘love’ for
these brands.
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ATHLETIC

APPAREL

Due to the popularity of ‘athleisure’ wear, the athletic
apparel industry is booming. What once were considered
‘sportswear’ brands are becoming ‘lifestyle’ brands.

CONTENDERS:

Walk down any street and you are likely to see people who look like they’re headed to a
yoga studio or spin class – whether they are or not. Social and demographic factors
such as greater health consciousness and preference to dress more causally are
contributing to the trend of athletic wear becoming a fixture in mainstream fashion and
apparel. This is creating opportunities for athletic apparel and footwear brands to
provide innovative, sought-after designs and stand out in a crowded marketplace.
Looking ahead, athletic wear is likely to increase share in consumer wardrobes.
Coining the term ‘athleisure,’ millennials have shown a clear preference for casual
attire which could increase growth of the athletic apparel industry in the coming
years. While established brands have key advantages, up-and-coming companies
with clear visions and disruptive concepts have the opportunity to gain market
share.

Customer Love Score™

63

55

Inte Q's proprietary Customer
Love Score™ leverages artificial
intelligence and machine learning
to provide comparison metrics for
a brand and competitors.
Individual scores can also be
provided for every customer when
transaction data is available. To
learn more see page 21.

What does the Customer Love Score™ tell us?
Factors that contribute to ‘LOVE’ for These Brands
70%
60%
50%

59%

61%

NIKE

ADIDAS

45%

40%
30%
10%
0%

22%

13%

20%

MODERNITY

RELIABILITY

17%

14%

PRESTIGE

12%

EXCITEMENT

Brands considered
“outdated” will
become obsolete.

75%

When considering what drives
a customer’s love for an
Athletic Apparel brand,
modernity and reliability
are the most important
characteristics.

For comparison, only
of respondents are
planning to leave and 83% are
shopping around in general.

Customer Retention Rate

of consumers who
thought their athletic
apparel brand was
“outdated” were planning on leaving for a
competitor and 91% are shopping around.

35%

Social Sentiment

80%

600K

70%

500K

60%

55%

52%

50%

Neutral mentions

513K

235K

203K

200K
100K

Average Share of Wallet

90K

41K
6.5K

0

45%

50%
40%

Negative mentions

400K
300K

40%

Positive mentions

33%

Athleisure is such a mega trend in apparel

30%

right now that every apparel retailer should

20%

have that product category.

10%
0%

Michelle Grant
Head of Retail at Euromonitor International

05

Industry:

BANKING

The average American tends to be generally satisfied
with their bank. 61% of people move banks for
reasons other than dissatisfaction such as moving,
changing jobs or marital status.

CONTENDERS:

26% of adults have held
the same account for more
than 20 years.*
The average American tends to be generally satisfied with their bank,
according to a study which was done by Bank Clarity. This study shows that
61% of people move banks for reasons other than dissatisfaction such as
moving, changing jobs or marital status. In recent years, it has been found
that millennials are more inclined to change institutions if another bank is
willing to offer better rewards such as cash back and refunds on ATM
withdrawals.

Customer Love Score™

57

49

Inte Q's proprietary Customer
Love Score™ leverages
artificial intelligence and
machine learning to provide
comparison metrics for a
brand and competitors.
Individual scores can also be
provided for every customer
when transaction data is
available. To learn more see
page 21.
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What does the Customer Love Score™ tell us?
Factors that contribute to ‘LOVE’ for These Brands
CHASE

80%

67%

70%
60%
50%

CITI

49%

47%
37%

40%
30%
20%

9%

10%

4%

0%

-5%

-10%

HONESTY

RELIABILITY

EXCITEMENT

Citi Bank has a generally low
reputation, with an NPS of -8.49
compared to Chase’s +6.6.

When considering what drives a
customer’s love for banking brands,
honesty and reliability are the most
important characteristics.

Customer Retention Rate
90%

90%

Social Sentiment

89%

85%

PRESTIGE

Positive mentions
200K

Negative mentions

Neutral mentions

181K

80%
75%

150K

70%

100K

Average Share of Wallet
50%
40%
30%
20%
10%
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50K

50%

37K

40%

14K
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0

22K
.5K .5K

3K

8K
.6K .4K

6K

3K

.2K

.1K
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Industry:

Retail
Not surprisingly, (of the retailers explored)
Amazon has the most emotionally attached
customers, and their customers have the
highest overall opinion of the brand.

CONTENDERS:

A study from City Lab shows that in 2018 retail store closures reached new
heights and that online retail is growing faster than offline retail.

51% of all Americans,
67% of millennials
56% Gen Xers
Prefer to shop online

64% of a typical Americans’
shopping budget is spent in
store and the remaining is
online.

As of August 2018 the square footage closure of retail shops was higher
than the peak of the Great Recession (2007-2009).
Although the overall retail market is declining, Americans still prefer to shop
in person for other goods such as kitchen and bath, appliances and jewelry.
In General, Department Stores have had a more difficult time, whereas “general
merchandise” stores such as Target and Walmart have been able to maintain
there sales.

THE AMAZON EFFECT
The Amazon Effect has
dramatically change the
way consumers shop since
the company debuted in
1994. This term describes
the effect that the entire
digital marketplace has had on
traditional forms of commerce,
like brick-and mortar retail.
Namely, the Amazon Effect has
introduced consumers
to an almost completely
frictionless shopping process
with near-immediate results.
The Amazon effect
has also spilled over into
more traditional spaces.
Customers now want the same
experience, whether they’re in
front of their computers or
inside a shopping mall.

Customer Love Score™

65

63

63

Inte Q's proprietary Customer
Love Score™ leverages artificial
intelligence and machine learning
to provide comparison metrics for
a brand and competitors.
Individual scores can also be
provided for every customer when
transaction data is available. To
learn more see page 21.

08

What does the Customer Love Score™ tell us?
Factors that contribute to ‘LOVE’ for These Brands
80%
70%

68%

60%

67%

WALMART

48%

50%

47%

40%

41%

TARGET

AMAZON

47%
30% 29% 30%

30%

17%

20%

17%
3%

10%
0%

RELIABILITY

EXCITEMENT

80%
70%

HONESTY

Amazon has the most emotionally attached customers, and
their customers have the highest overall opinion of the brand.

When considering
what drives a
customer’s love for
these retail brands,
reliability and
excitement are the
most important factors

Customer Retention Rate

MODERNITY

Target has the least behaviorally loyal customers.
Walmart has the most committed and behaviorally loyal
customers, but their customers also have a very negative
opinion of them and would rarely recommend.
Target has the lowest ratings on loyalty out of any of the
brands, and keep a low intent to repurchase at 38.5%. The
Target experience overall seems to be lacking.

Social Sentiment
5,000K

Positive mentions

Negative mentions

Neutral mentions

69% 69%
58%

60%
50%

4,086K

4,000K

3,000K

40%

2,000K

1,303K

Average Share of Wallet
50%

50%
40%
30%
20%
10%
0%

1,000K

0

772K
412K

166K

255K

71k

132K

36%
26%
SOCIAL INSIGHTS: Target’s high influence relative
to the number of mentions implies an investment into
influencers. It could also be related to the urbanicity of
Target customers relative to Walmart.

185K
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Industry:

SPECIALTY

COFFEE
For the first time in the National Coffee Association's
annual history, gourmet coffee has reached a 60/40
advantage over traditional non-gourmet coffee among
past-day coffee drinkers.

CONTENDERS:

While coffee consumption in the United States has remained
relatively flat over the past year, more Americans are regularly
drinking gourmet coffees, cold brew and other specialized
beverages.*
Drinking coffee isn’t a new trend, of course. It’s been around since
the discovery of the “coffee berry” in Ethopia in 850. But, in recent
times the ways in which we consume coffee has evolved.
Consumers may be drinking coffee at the same rate and times of
day, yet what they drink continues to be more specialized and more
personalized. This, the National Coffee Association suggests, offers
a wealth of opportunities to capitalize on emerging beverage trends.
Because of its increasing popularity, the $100B coffee industry
itself is currently experiencing growing pains. There is ample room
for opportunity, but where there’s opportunity, there are also threats.

In the U.S. alone there are

150 MILLION
daily coffee drinkers**

of coffee drinkers
state “the coffee
shop brand is more
important to me than the
food or coffee”

16%

Customer Love Score™

53

58

Inte Q's proprietary Customer
Love Score™ leverages artificial
intelligence and machine learning
to provide comparison metrics for
a brand and competitors.
Individual scores can also be
provided for every customer when
transaction data is available. To
learn more see page 21.
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What does the Customer Love Score™ tell us?
Factors that contribute to ‘LOVE’ for These Brands
60%

46%

50%

STARBUCKS

54%

46%

37%

40%

DUNKIN’DONUTS

30%
20%

13%

10%
0%

5%

MODERNITY

RELIABILITY

When considering what drives a
customer’s love for coffee
brands, excitement and
reliability are the most
important characteristics.

Customer Retention Rate
90%

PRESTIGE

Research indicates consumers view Starbucks as a
more exciting brand than Dunkin Donuts.
For consumers who do not feel Starbucks is exciting
- they are significantly less likely to recommend the
brand to a friend when compared to Dunkin' Donuts.

Positive mentions

80%

80%

EXCITEMENT

Social Sentiment
400K

82%

21%

13%

Negative mentions

Neutral mentions

324K
300K

70%

200K

60%
50%

100K

110K
24K

0

4K

2K

Average Share of Wallet
50%
40%

38%

37%

30%
20%
10%
0%

Global coffee production is hitting record highs this
year, and analysts predict consumption growth of
5-7% through 2025

Sources: *National Coffee Association (NCA) 2019 | ** E-Imports Espresso Business Solutions

Daily Coffee News

15K
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Industry: HOME

IMPROVEMENT
As the DIY trend becomes more popular, the home
improvement industry has grown.

The Home Improvement industry is a mature retail industry largely
characterized by a high degree of market concentration and consistent
product lines, leading to high levels of price competition, particularly
between the two major players in this space: Lowe's Companies Inc. and
The Home Depot Inc.
As the DIY (Do-It-Yourself) trend becomes more popular (and Pinterest
inspires a myriad of home makeover projects), the Home Improvement
industry has grown. Much of this growth can be attributed to older
homeowners with record amounts of home equity and an expressed
desire to remodel rather than relocate.
The DIY-based
remodeling market
share is expected to
surpass $680
BILLION in 2025.*

The main driver of this DIY trend is the
affordability aspect, which allows individuals
to purchase home improvement kits as
opposed to hiring professionals every time
an installation or improvement is needed.

Customer Love Score™

CONTENDERS:

REVENUE

GROWTH
Home Depot

Home Depot

As reported
Q3 ,2018

As reported
Q2 ,2018

+5.1%

Source: Forbes

HOME DEPOT

Home Depot added decorative
home furnishings to its
assortment in 2018 including
bedding, home goods, and
wall décor in an effort to widen
its appeal and establish itself
as a one-stop shop for home
needs. The product expansion
follows the retailer’s
acquisition of online home
goods retailer The Company
Store and allows for direct
competition with major home
goods retaliers like Wayfair and
Bed Bath & Beyond.

LOWE’S

65

63

Inte Q's proprietary Customer Love Score™ leverages artificial intelligence
and machine learning to provide comparison metrics for a brand and
competitors. Individual scores can also be provided for every customer
when transaction data is available. To learn more see page 21.

+7.1%

Despite continued positive
store sales, Lowe’s announced
in 2018 that they would close
51 underperforming stores
across the U.S. and Canada
as part of its ongoing strategic
reassessment. However,
balance of inventory categories,
Positive industry performance
& continued investment in DIY
home improvement projects
bodes well for the future of
Lowe’s.
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What does the Customer Love Score™ tell us?
Factors that contribute to ‘LOVE’ for These Brands
73%

80%
70%
60%

HOME DEPOT

LOWE’S

61%
47%

50%
40%

41%
30%

30%

35%

20%
10%

-0.6%

0%
-10%

RELIABILITY

1.6%

EXCITEMENT

HONESTY

MODERNITY

When considering what drives a
customer’s love for Home
Improvement brands, reliability and
excitement are the most important
characteristics.
Though Lowe’s has higher ratings on
many characteristics, they have a
harder time retaining customers that
have negative experiences with them
compared to Home Depot.

Customer Retention Rate

Social Sentiment
Positive
mentions

75%
70%

67%

67%

90K

Negative
mentions

81K

80K
65%

Neutral
mentions

70K

60%

60K

55%

50K
40K

Average Share of Wallet
50%
40%

46%

45%

30K

30K
20K
10K
0

12K

6K

11K
1.3K

4K 0.6K

30%
20%
10%
0%

Sources: * https://www.housingwire.com/articles/48444-older-homeowners-are-driving-the-home-improvement-market | Reuters.com

7K
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Industry:

Hospitality

Major players in this industry include Wyndham
Hotel Group, Marriot International, and Hilton
worldwide with 8,976, 6,542, and 5,405 properties,
respectively, worldwide.

CONTENDERS:

The market size of the global hotel industry was just over 570 billion
U.S. dollars in 2017.
The hotel brand contributing the highest sum to the market was
Marriot International, accounting for a total of 22.3 billion U.S.
dollars in revenue. Hilton Worldwide came second to its competitor
with a sum of less than half of Marriot’s total revenue. However,
Hilton Hotels & Resorts recorded the highest hotel brand value in
2018 – valued at 6.33 billion U.S. dollars.
Source: Statista

Millennials are expected to make up
50% of global travelers by 2020.

The U.S. hotel industry is expected to see a 10th
consecutive year of growth in 2019. This historical
growth is heavily fueled by the rate at which millennials
are travelling.

Competing with Private Rentals
The hotel industry might stand to benefit from rethinking a resistance to private rentals. The core rental
experience, isn’t without flaws—flaws hotels may be well positioned to improve. For all their
guest-attracting attributes, rentals can often lack the amenities, consistency, and service quality of the
traditional hotel experience. While the hotel industry is experiencing strong growth, alternative
accomodations like AirBnB and VRBO are chipping away at their marketshare.

Customer Love Score™

58

55

Inte Q's proprietary Customer
Love Score™ leverages artificial
intelligence and machine learning
to provide comparison metrics for
a brand and competitors.
Individual scores can also be
provided for every customer when
transaction data is available. To
learn more see page 21.

Sources: *Phocuswright prediction | https://www.hotelspeak.com/2018/02/future-hotels-vs-vacation-rentals-how-hotels-can-compete-new-accommodation-economy/
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What does the Customer Love Score™ tell us?
Factors that contribute to ‘LOVE’ for These Brands
MARRIOT

80%
70%

64%

60%

59%
46%

50%

HILTON

49%
32%

40%

20%

30%
20%

9%

6%

10%
0%

RELIABILITY

EXCITEMENT

80%
75%

75%

HONESTY

90% of respondents who claimed their hotel
brand was unreliable were detractors of the
brand, the remaining were neutral.
Respondents who said the brand was exciting
had a high Net Promoter Score of +43.
Respondents who said the brand was boring had
a low Net Promoter Score of -65.

When considering what
drives a customer’s love
for Hotel brands,
reliability, excitement, and
modernity are the most
important characteristics.

Customer Retention Rate

MODERNITY

Social Sentiment
Positive mentions

76%

Negative mentions

Neutral mentions

70K

70%

63K

60K

65%

50K

60%

40K

43K

41K

30K
20K

Average Share of Wallet

10K

9K

7K

12K

7K
2K

0
50%
40%

38%

43%

30%
20%
10%
0%

Sources:
https://www2.deloitte.com/content/dam/Deloitte/us/Documents/consumer-business/us-consumer-2019-us-travel-and-hospitality-outlook.pdf
https://www.siteminder.com/r/trends-advice/hotel-travel-industry-trends/hotel-industry-statistics-might-have-missed-last-month/
https://www.statista.com/topics/1102/hotels/

2K
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Industry:

Rideshare
Services
CONTENDERS:

What is Rideshare?

Rideshare services have increased in
popularity over the last few years. They are
a network service used whereby rides can
be requested using a smartphone, with GPS and social networking
technologies. A passenger is matched to an appropriate driver via an
algorithm and the ride sharing operates similar to a taxi service.
According to a survey by the National Cooperative Highway Research
Program, rideshare is not replacing transportation, it is supplementing it.
The share of Americans that use rideshare services are increasing dramatically
ever year.

Americans Using
RideShare

GLOBAL NET REVENUE OF UBER

11.3B USD
GLOBAL NET REVENUE OF LYFT

2.1B USD
UBER MARKET SHARE OF
RIDESHARE DRIVERS IN U.S.

11.3B USD

Ride-sharing
has become more
common across most
demographic groups

51% Ages 18-29
24% Ages 50 +

Customer Love Score™

63

59

Inte Q's proprietary Customer
Love Score™ leverages artificial
intelligence and machine learning
to provide comparison metrics for
a brand and competitors.
Individual scores can also be
provided for every customer when
transaction data is available. To
learn more see page 21.
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What does the Customer Love Score™ tell us?
Factors that contribute to ‘LOVE’ for These Brands
80%

60%

UBER

68%

60%

70%

LYFT

50%
40%

29%

30%

31%

20%
10%

0.84%

0%

RELIABILITY

EXCITEMENT

0%

MODERNITY

0.3%

HONESTY

73% of respondents who describe their rideshare brand
as reliable plan to continue to their relationship with that
brand.
People who have felt Uber or Lyft is unreliable become
fast detractors. The Average NPS of those describing
either as unreliable is -77.

When considering what drives
a customer’s love for a brand
in Rideshare, reliability is the
most important factor.

Average Share of Wallet

Customer Retention Rate
80%

2%

76%

60%

65%

53%

50%

75%

39%

40%
30%

70%

20%

65%

10%

60%

0%

Social Sentiment
Positive mentions

1,000K

Negative mentions

Neutral mentions

860K

800K
600K

508K

400K
200K

75K

60K

83K

0

Sources: https://www.wired.com/story/uber-lyft-ride-hail-stats-pew-research/

43K
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Industry:

Technology
When considering what drives a customer’s love for a
brand in Technology devices, honesty is the most
important factor.

CONTENDERS:

As we have come to recognize, the technology industry is one
that evolves tremendously every year, month, or even week. This
can be shown by the $5 trillion valuation of this industry in 2019,
as reported by Consultancy IDC. The U.S. is the largest tech
market in the world, responsible for 31% of total spent for 2019
($1.6 trillion).

THE GLOBAL
INFORMATION
TECHNOLOGY
INDUSTRY:

2%

19% 3%

7%

31%

$5.0 TRILLION

5%

Estimated spending in 2019, according to
IDC. This encompasses hardware,
software, services, telecommunications
and emerging technology.

26%

6%

Source: IDC

As economies, jobs and personal lives become more tech related, the world is becoming more automated. This
can explain the rising demand in the industry which will ultimately lead to continued growth in this sector in the
future.

Customer Love Score™

65

62

60

64
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What does the Customer Love Score™ tell us?
Factors that contribute to ‘LOVE’ for These Brands
APPLE

80%
70%
60%

51%

50%

45%

40%
30%
20%
10%

48%

GOOGLE

55% 57% 60%

MICROSOFT

SAMSUNG

67%

39%
24%

21% 20% 21%

3%

0%

HONESTY

MODERNITY

RELIABILITY

Those who describe tech as untrustworthy
not only defect from the brand, but 27% of
them show little interest in continuing to
purchase new devices, a higher rate than
any other industry.

Customer Retention Rate
80%

61%

70%

13%

13%

9%

58%

EXCITEMENT

When considering what drives a
customer’s love for a brand in
Technology devices, honesty is the
most important factor.

Average Share of Wallet
49%

50%
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56%
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40%

50%

30%

40%
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41%
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20%

30%
20%

10%

10%
0%

0%

Social Sentiment
2,500K

Positive mentions
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Negative mentions

Neutral mentions

2,000K

1,694K
1,500K

1,000K

500K
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300K
148K

0

41K

28K
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235K
107K

47K

18K
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Industry:

Wholesale
Costco Loyalists Obsess Over
Signature Store Brand Products

TOP CONTENDER:

Costco, referred to as “America’s favorite wholesale club,” gains
this nickname with good reason. While many of Costco’s more
than 88 million members join for the bulk grocery savings, they are
thrilled with the vast offering Costco provides – finding anything
from home improvement items to clothing, electronics, and even a
mortgage! Costco are also involved in other services such as gas,
pharmacy products, food courts, hearing aids and optical
products, travel and one-hour photo services.

Costco’s Success Lies in the Kirkland Brand
Store brand products often get a bad rap – those who opt for a
brand name over generic products assume they’ll sacrifice quality
for price, and have a disbelief that an off-brand item can be both
cheap and superior. Costco’s Kirkland products debunk all
previously established stereotypes, and Costco loyalists obsess
over their quality and value. Kirkland has become a golden asset in
Costco's crown, giving shoppers a unique reason to shop there
over other retailers — both online and off.
"Kirkland is a brand in its own right," Karen Short, a retail analyst at
Barclays, told CNN. "It is one of the reasons people go to Costco.
That's not necessarily something you can say about many private
labels."
Competitors have taken note of Costco's success with
Kirkland. Walmart has turned up the heat on the Member's
Mark private label at Sam's Club, while bulk online retailer
Boxed has seen success with its Prince & Spring label.

Sales of Costco's
Kirkland Signature
private-label brand
grew to

$39 BILLION
in 2018, up from

$35 BILLION
the previous year.

That represents an increase of
more than 10%, slightly
outpacing sales growth for the
retailer as a whole.

* Business Insider

Customer Love Score™
Inte Q's proprietary Customer Love Score™ leverages artificial
intelligence and machine learning to provide comparison metrics
for a brand and competitors. Individual scores can also be
provided for every customer when transaction data is available. To
learn more see page 21.
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What does the Customer Love Score™ tell us?
Factors that contribute to ‘LOVE’ for This Brand
58%

60%
50%
40%
30%

20%

20%
10%
0%

4%
PRESTIGE

MODERNITY

Customer Retention Rate

EXCITEMENT

Social Sentiment

80%

71%

RELIABILITY

Net Promoter Score for consumers describing
Costco as “Reliable” is +42, for “Unreliable” is -33.
Only 30% of those describing Costco as
“Unrefined” are planning to repurchase from them,
compared to 62% of everyone else.
Research indicates 55% of consumers will return
to Costco for their GROCERY needs, 8% will shop
somewhere else, and 37% will return to both
Costco AND other grocery providers.

When considering what drives
a customer’s love for a brand
in Wholesale or Bulk Retail,
prestige, modernity, and
reliability are the most
important characteristics.

70%

17%

Positive mentions
250K

Negative mentions

Neutral mentions

224K

60%

200K
50%
40%

150K

100K

Average Share of Wallet
50K
50%
40%
30%

29%

0

34K

19K

2.5K

20%
10%
0%

Sources: https://www.cheatsheet.com/money-career/costco-loyalists-obsess-over-these-signature-store-brand-products.html/

1K

11K
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More On Customer Love …
TM

A DEEPER LEVEL OF CUSTOMER UNDERSTANDING
The Customer Love ScoreTM measures the emotional connection customers have with your brand and provides
a new approach to strengthen customer loyalty:
By leveraging artificial intelligence and machine learning, The Customer Love ScoreTM provides real-time
measurement and insights needed to adjust strategies to positively impact sales.
The score provides comparison metrics for brands and their competitors. When transaction, or customer data is
available individual scores can be provided for every customer.

Compare brand
metrics to competitors

Score every customer
at an individual level

Customer
Love ScoreTM
Share of voice and
social sentiment
Net promoter
score
Repeat/switch
behavior

Revolutionizing Marketing Optimization
with the Customer Love Score™
Using the score as a centerpiece to optimize our
loyalty programs and drive personalization strategies,
has been a game-changer for our clients.
Chris Duncan, President, Inte Q

Potential sales from
competitor's scores
Customer lifetime
value score
Retention
probability score
Share of
wallet score
Using the Customer Love
Score™ to influence campaign
targeting has demonstrated:

24%

Incremental
Transaction Lift

15%

Incremental
increase in ROI
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Get Started Creating
Customer Love
At Inte Q, we are committed to a
deep understanding of customers. With this
understanding we build strategies, campaigns and
experiences to transform brands and engage
customers using the proprietary customer love score.
Inte Q’s approach to loyalty can help
get you started on creating customer
love for your brand.

Inte Q is not affiliated with any brands mentioned in this white page.
This study was conducted as independent research, without the knowledge of the brands mentioned with in.
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