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Loyalty Cards Worksheet
A
Before you read

1. What do you know about the customers who buy and use the goods and services offered by your business? How do you gather that customer information? Discuss.
2. What information about your customers would you like to learn? How could you gather that information? Discuss.
3. How does customer information benefit a business? Discuss.
4. Read the following extracts from the Longman Business English Dictionary:
[image: image1.jpg]loy-al /loral/ adj MARKETING if customers are loyal to a
particular product, they continue to buy it and do not change
1o other products: + to The chain is tying to appeal to
customers loyal to other fast-food compares.

loy-al-ty /loslti/ n U] the fact of being loyal to a particular
product: + to He has noticed a falof in loyally to parficuiar
brands of car

‘brand loyalty MARKETING the dsgree to which people
reguiarly buy a partioular BRAND of product and refuse fo
change o other brands: There's o brand loyalty in car tyres
— consumers just buy on price.

“customer loyalty MARKETING the fact thal people
choose to use a particular shop or buy one particular
product, rather than use other shaps or buy products made
by other companies: Marco offered reguiar customers at his
bakery and restaurant special deals in order to buld cus-

tomer loyalty.





[image: image2.jpg]loyalty card a card given by a shop, SUPERMARKET eto
that gives regular customers lower prices, money back on
goods stc: The loyalty card offers a 5% dlscount on the
store’s own-brand goods.

2.a small pece of siff paper o plastic that stores information
about someone or something: A hefoi device s o print your
presentation ideas on separate index cards.




The dictionary definition of a loyalty card stresses the benefit to customers, but what are the benefits to the firm or store which issues the loyalty card? 
5. A loyalty card identifies each customer with a unique identification number so the store’s central database can track every single purchase recording the item, price, date, time and location of the purchase. In this way, the store can track loyalty to specific stores, brands, item types and price range choices.
6. When applying for your loyalty card, the store may ask for your name, mail address, telephone number, email address, birthdate, marital status, family size, car ownership, salary range, employment status, etc. From this information, the store can gain access to your credit record. Are you happy that the store should hold all this information about you? Discuss?
7. The information about your lifestyle and purchases is valuable to the store but also to other companies. Stores with loyalty cards may sell this information to other companies so they can target you with junk mail, spam (junk e-mail), telephone cold calls and other marketing offers.

8. As a business person, would you want to know this information about your customers? How would you use it? Discuss.
B
Gist Comprehension

1) Read the article quickly. What is the most significant idea in the article? Choose one from the options below.
a) Yasunaga Kojima’s business started almost 100 years ago.

b) Tesco used its loyalty data to give customers the personal attention they had known in small stores.
c) Zen Nippon Shokuhin is a voluntary co-operative of small grocery stores which collects consumer data from members and provides the same type of consumer preference data used by large supermarkets.

d) Mitsuhiro Saito studied Tesco’s loyalty card scheme and used expertise from Retalix to introduce loyalty cards. 

e) Mitsuhiro Saito has offered to help small stores in Britain.

C
Search Comprehension: Names

Draw lines to match the names in the table below to the descriptions.

	1) Yasunaga Kojima
	
	a) is Britain’s largest supermarket chain.

	2) Zen Nippon Shokuhin
	
	b) is president of Zen Nippon.

	3) Tesco
	
	c) is an Israeli technology developer.

	4) Mitsuhiro Saito
	
	d) is a wholesaler for small grocery stores.

	5) Peter Wray
	
	e) represents chains of large stores in Japan.

	6) Retalix
	
	f) is a retail consultant.

	7) Japan Chain Stores Association
	
	g) lives above his grocery store.


D
Comprehension: True / False / Not given
1) Read the information in the sentences below. Decide if the information is True, False or Not given in the article.
a) There are an increasing number of small “mom-and-pop” grocery stores in Britain.
T/F/NG

b) Sales in Japan’s supermarkets are increasing year on year. 
T/F/NG
c) Sales in Japan’s small stores have increased after a period of no growth. 
T/F/NG
d) Consumers must pay an annual fee for their loyalty card. 
T/F/NG
e) Tesco uses consumer data to make targeted offers to its loyal customers. 
T/F/NG
f) Internationally, co-operative groups only analyse wholesale sales. 
T/F/NG
g) Tesco has been accused of undercutting independent small shops. 
T/F/NG
h) Zen Nippon members buy their stocks from many independent wholesalers. 
T/F/NG
i) Many of Yasunaga Kojima’s customers are elderly people. 
T/F/NG
j) Yasunaga Kojima’s fruit is cheaper than in other local stores. 
T/F/NG
k) Yasunaga Kojima is not married. 
T/F/NG
E
Vocabulary

Complete the sentences below by choosing the correct ending. Use you dictionary to help you.

1) A grocery shop sells …

a) electrical appliances.

b) food and household products.

c) fish.
2) “Excuse me, I’d like to buy a _______ of flowers.”

a) bunch

b) packet

c) bag

3) If you cherish something, you …

a) think it can be used for a good meal.

b) value it very highly.

c) think it is suitable for elderly people.

4) An anachronism is …
a) an unprofitable, family  business.

b) something which does not move.

c) something which does not seem to be in the right historical period.

5) A meagre increase is …

a) very small.

b) very big.

c) unlikely to be repeated.

6) The culprit in a crime is …
a) the person responsible for the crime.

b) the victim of the crime.

c) the person who reports the crime.

7) If you harness a piece of technology, you …

a) use it.

b) protect yourself from it.

c) delete it.

8) If something is ironical, it is …

a) made from metal.

b) strange or unexpected.

c) very heavy.

9) If you mine a database of information, you …
a) examine it to collect ideas.

b) evaluate the validity of the information.

c) make changes to the information.

10) A pioneer is someone who …

a) does something dangerous.

b) does something completely new.

c) does something using technology.

11) If you are technophobic, you …

a) are an early user of all new technology.
b) live in a high-tech economy.

c) distrust and fear technology.

12) The doldrums describes a period of …

a) very little activity.

b) high inflation.

c) poor sales.

13) A deflationary period is a period in which …

a) taxes rise.

b) prices fall.

c) costs fall.

14) Fourteen years in a row are …
a) fourteen noisy years.

b) fourteen consecutive years.

c) fourteen warm years.

15) A chuckle is a …

a) quiet laugh.

b) loud laugh.

c) embarrassed laugh.

F
After reading: research and discussion
1)
Find out about the history and structure of cooperatives. Discuss the advantages and disadvantages of cooperatives for members and customers.
Jan 27th 2011 | TOKYO | from PRINT EDITION 

YASUNAGA KOJIMA’S grocery shop, near Tokyo’s Tsukiji fish market, has been in business since his grandfather started it almost 100 years ago. He lives above it with his wife. Outside he sells ¥99 ($1.20) bunches of bananas and other fruit, undercutting even the discount convenience store across the street, which sells everything at ¥105.

His customers, many of them pensioners, cherish such bargains. They come in, on average, twice every three days, and buy just enough to put together a few meals. Some economists consider such stores an anachronism, and blame small retailers for the meagre productivity of Japan’s service sector. But Mr Kojima’s store is no culprit. It is part of a 1,800-strong community of local co-operative stores harnessing the latest technology to win a retail war against the supermarkets.

The stores are part of a voluntary grocery club called Zen Nippon Shokuhin, which since 1962 has acted as a wholesaler to its “mom-and-pop” members. Zen Nippon does not simply buy and distribute goods. It also collects consumer data from its members, which it analyses to guide them as to what their customers prefer.

One of its models is Tesco, Britain’s biggest supermarket chain—which, ironically, is often accused of fatally undercutting independent local shops on its home turf. In 2009 Zen Nippon’s president, Mitsuhiro Saito, sent six employees to Oxford to learn about Tesco’s loyalty-card scheme. They were interested in how the firm uses data derived from the cards to understand not only what people are buying, but also how changes in lifestyle can affect shopping habits. 

Peter Wray, a British retail consultant who advised Zen Nippon on Tesco’s loyalty system, says its approach sets it apart from the co-op industry internationally, which tends to analyse only what it sells wholesale. Since September Zen Nippon has used technology from an Israeli firm, Retalix, to introduce loyalty cards for shoppers that offer them electronic discounts on their most-purchased items. The information derived from this scheme enables Zen Nippon to bargain with brands for better deals. The programme started with 100 shops and will be rolled out to 1,000 by 2012. The Tsukiji store hopes to take part. Mr Kojima says that, with food prices rising, he wants to give his customers even more personal treatment. 

In one sense, this is all a bit circular. As Mr Wray puts it, Tesco mines its loyalty data to help it deliver to shoppers the personal attention they used to expect from a local store. In Zen Nippon’s case, the local store will use data to make itself even friendlier.

But in Japan it is a pioneering effort. In contrast to the high-tech nature of much of the rest of the economy, Japan’s supermarkets are technophobic and expect little change in shopping habits. This is myopic, Mr Saito believes, adding that one of the biggest supermarkets recently approached him for advice. 

Thanks to the new approach, Mr Saito says sales were ¥100 billion last year, a 20% rise from the doldrums six years ago that forced him to rethink his business. That performance is particularly impressive in a deflationary economy. On January 25th the Japan Chain Stores Association said that supermarket sales in 2010 fell for the 14th year in a row.

For all the sophisticated number-crunching that his firm undertakes, Mr Saito still shares the “us-against-them” mentality of small grocers everywhere. He chuckles: “If there are any small stores left in Britain, we’d be happy to help them.”
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