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Pardon our use of a disparaging comment to make a point.  But over the last 10 years 

we’ve carried the message that, “loyalty was the emotional glue that sticks customers 

to brands”.  And our past work has underscored the importance of emotions to brand 

loyalty. 
 

We’ve recently come across an interesting study conducted by Motista among 4,200 

customers of 10 national retail brands.  The study punctuates the importance of emo-

tion if one wants some indicator of repeat purchase and likelihood of recommending. 
 

Motista reports that while the overall awareness and familiarity with the 10 brands 

was very high, only one quarter indicated they’d make their next relevant purchase at 

any one of these retailers!  More telling was the finding that only one-fifth of the 

customers indicated having an emotional connection with any retailer!   The im-

portance of this emotional connection is dramatically evidenced when comparing the 

intentions of traditionally ‘satisfied’ customers versus Motista’s ‘emotionally con-

nected’ customers: 
 

 
 

It’s clear that emotional connections far surpass mere satisfaction when predicting 

(or anticipating) the sorts of behaviors most marketers are interested in: repeat pur-

chases and willingness to recommend.  Emotionally connected customers are 3-4 

times more likely to do so! 

   

The study also investigated differences by gender, with some surprising discoveries.  

Men were more interested in whether a retailer established a personal relationship 

with them. Women sought out retailers who were fun to shop and stylish.   
 

 

This study underscores what many of us have known all along.  One can’t simply 

observe repeat purchasing and call a customer ‘loyal’.  Nor can one observe a rela-

tively high satisfaction score and call that customer ‘loyal’.  True loyalty has a be-

havioral predisposition towards a brand but must also have an emotional component 

that truly affiliates the customer with the brand. 
 

The real issue is how to build emotional bridges.  Customer Experience Partners 

knows how and would be happy to discuss the process with you.  Contact us at: 
 

vavra@customerexperiencepartners.com or pruden@customerexperiencepartners.com. 

Activity Satisfied Customers 
Emotionally Connected 

Customers 

Always shop retailer first 13% 52% 

Recommend retailer to a 
friend, family member… 

52% 78% 

Follow retailer on a social net-
work 

8% 28% 
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