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A Loyalty Program is Your 
Competitive Advantage

Canadians have always had a reputation for being loyal 
and it seems that, as consumers, our loyalty knows no 
limits. In fact, research shows that from 2014 to 2016, 
Canadian loyalty program memberships grew by a 
whopping 35%!1 Canadian consumers now hold a to-
tal of 175 million loyalty program memberships.1 To put 
this upswing in loyalty program popularity into per-
spective, the increase experienced in this time period 
is more than four times the growth noticed in the previ-
ous study conducted between 2012 and 2014.1  Not only 
are Canadians attracted to loyalty programs, but they 
are actively participating in them as well. Canadian 
consumers retain a high level of engagement in loyalty 
programs and the following statistics prove it.

• 77% of Canadians say they participate in loyalty programs at least once a month1

• 69% of consumers say their choice of retailer is influenced by earning loyalty program points.5

• 66% of program members are more likely to recommend brands with good loyalty programs.5

Customer loyalty results in customer retention, a factor that is essential to most busi-
nesses, but in the retention department, Canadian automotive dealerships definitely 
have their work cut out for them. Loyal automotive customers can be worth ten times 
as much as their first purchase, yet only half of Canadians say that they plan on 
repurchasing the same brand of vehicle that they are currently driving.3 Investing in 
customer retention is critical since research shows that it costs ten times more for a 
dealership to acquire a new customer than it does to retain a current one. A modest 
5% increase in retention rate can raise profits by 25–95%.4
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of customers say loyalty 
programs make them more 

likely to continue doing 
business with a brand.5

81%
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The Canadian automotive industry has gone through many periods of growth and decline and dealership owners 
have no-doubt witnessed many consumer trends over the years. Owners and managers that wish to grow their 
businesses and drive profitability will definitely want to nurture their relationships with existing customers and 

aim to increase the ongoing value they 
deliver to their clientele. Whether sales 
level off or decline in the future, repeat 
purchases from existing customers will 
ensure a stable future for automotive 
dealerships.

While it may be a difficult industry, Cana-
dian automotive retailers are having a re-
cord-breaking year. Consumer analysts 
are predicting year-end sales will hit two 
million units by the end of 2017.2 Despite 
this period of economic growth, vehi-
cles are big-ticket items and consumers 
don’t purchase them every year. Recent 
automotive financing trends show that 
extended-term loans are increasing in 

popularity and today’s consumers are drawing out their car payments to periods of 72, 84 and 96 months rather 
than the traditional loan terms of 60 months.8 This financial trend may have helped more people get behind the 
wheel of a new car in the last year, but it also means that they probably won’t be coming back for their next car 
quite as quickly.

But how exactly do loyalty programs benefit auto dealerships?

• Better brand equity. When you show customers that you care about them beyond their purchase, they’ll 
share the good experience with their networks. 

• A competitive edge. Partnering with a reputable loyalty program can elevate a brand and when all other 
factors are equal, a dealership with a rewards program can attract program members and gain the edge 
over the competition.

• Savings on sales and marketing costs. Even when you add in the cost of a loyalty program, customer 
retention significantly raises a customer’s lifetime value.

• Repeat Purchases. Customers with higher levels of satisfaction on their first purchase are more likely to 
have their vehicle serviced at, and purchase their next vehicle from, the same dealership.4
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9 - https://www.invespcro.com/blog/customer-loyalty-programs/
10 - https://www.consumerreports.org/buying-a-car/how-much-can-you-afford-to-spend-on-a-car/

While Canadian automotive dealers can celebrate healthy sales numbers 
in 2017, they know the challenges ahead of them. Competition from same-
brand dealers and other brands will continue to be fierce.

The road to building long-term relationships and retaining loyal customers 
may be challenging, but in it lies an opportunity for growth and develop-
ment.

With a strong loyalty program in place, top automotive dealerships will have 
a unique competitive advantage. By cultivating relationships with existing customers, making them feel valued, 
and providing them with rewards they care about, devoted customers are much more likely to keep coming back.

of program members modify 
when and where they purchase 

to maximize points/miles.5

68%



How One of Canada’s Top Car 
Dealerships Stays on Top

Sisley Honda has been a staple in the local business community for an impressive 71 years. President Hugh Sisley 
believes their success comes down to a commitment of continuous improvement. “We are a unique dealership,” he 
explains, “We’re never happy that we’re doing things well—we can always strive to do better.” 

This commitment is certainly paying off for Sisley - they currently rank #3 in volume and #2 in retail sales out of all 
Honda dealerships in Canada! 

In 2015, the dealership partnered with AIR MILES INCENTIVES® to offer AIR MILES® Reward Miles on vehicle sales. 
From the beginning, they aggressively promoted the Program throughout the dealership, as well as online and in 
newsprint. “Marketing can be a nebulous thing, but AIR MILES®  has helped us differentiate our business and we 
have seen a substantial increase in our web traffic,” says Sisley.

Sisley Honda believes in keeping their dealership promotions fresh and exciting. Targeted campaigns have helped 
move specific models and they have successfully promoted vehicles with up to 5,000 Bonus Miles. Year-end 
models moved very quickly because of the Miles they offered. The perceived value of the Miles to their customers 
is greater than the cost to the dealership, which allows Sisley Honda to close deals more economically than with 
cash discounts.
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In 2017, Sisley Honda started offering Miles in their Service Department and it was an instant hit. “When your 
customers are repeatedly requesting that we add Miles to other services, you know something is working,” says 
Sisley.

He loves the potential for creativity that the Program allows and they have started offering Miles with wheel 
alignments and other services. Despite running an established business, Hugh admits, aligning his brand with 
AIR MILES®  has enhanced the dealership’s credibility. “We have had a very positive response from customers—the 
news they can get Miles on their purchase comes as a pleasant surprise and it helps our sales team close deals 

more effectively.”

Sisley Honda has several strong 
competitors located close by and 
Sisley says that being the only 
dealership in the area offering 
AIR MILES Reward Miles has been 
a huge advantage for them. “We 
are having a tremendous year 
and have had progressive growth 
since launching our program. I am 
confident that AIR MILES has been a 
part of that success.”

“We have had a very positive response from customers—the news they can 
get Miles on their purchase comes as a pleasant surprise, and it helps our 
sales team close deals more effectively.”



The Breakdown

What do Car Buyers Pay 
Attention to in the Showroom?

$315K 50

6010

The average customer will buy a total of seven 
vehicles during their lifetime, and the lifetime value 
for one client could reach as much as $315,000.

Customers with higher levels of dealership sales 
satisfaction are about 50 percent more likely to 
have their vehicles serviced at the dealership.

About 60 percent of new-vehicle buyers who purchased 
F&I products said it is very important to buy from the 
same dealership in the future.

Only about 10 percent of customers who service 
their vehicles at other dealerships return to the 
selling dealership when replacing their vehicle.

%

%%

An eye-tracking study reveals some insights into which 
promotional materials and parts of the vehicle draw in consumers.  
Car dealerships can be an overwhelming place for consumers. 
Besides already having their own research on dozens of vehicles 
rattling around their heads, they are also being bombarded with 
promotional materials and shiny new models showing off all of 
their latest and greatest features. So, what among that is actually 
holding their attention?   

Read More... Source: strategyonline.ca (Josh Kolm)
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Top 5 Ways Your Dealership  
Can Use Reward Points/Miles

1
2
3
4
5

To Differentiate Your Dealership

To Reduce Discounting

To Move Specific Models

To Obtain Profitable 
Parts & Service Business

To Close Deals

Since starting the program, 20% of our 
customers have chosen us over the competition, 
and also made the decision on their purchase 
more quickly, and with greater confidence. 
~ Frank Serpa, Principal, Serpa Auto Group
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