








Frequency of using loyalty program when shopping with brand*; Percent; Sweden

* Question asked: Thinking about the last 6 months, about what percent of the time did you use your loyalty program membership when you shopped at the company/store/brand? 

Source: McKinsey Loyalty survey, April 5 – 25 2022, n = 1.420, sampled and weighted to match the Sweden general population 18+ years

Norwegian and Strawberry share the challenge of low 

member engagement



Loyalty mechanics impact customer behaviour

83% says loyalty programs impact WHERE they shop

66 % says the possiblity to earn points change WHAT they shop

Members that use their benefits spend 3,1x times MORE vs 

members that don’t

Source: yotpo.com/the-state-of-brand-loyalty-2022/loyal-shoppers-go-the-extra-mile/; bain.com/insights/prescription-for-cutting-costs-bain-brief/; antavo.com/reports/global-customer-loyalty-report-2024/

 



Loyalty mechanics impact customer behaviour

• It’s 5-25x more expensive to acquire a new customer than to keep an existing one.

• You have a 60-70% chance of selling to an existing customer, versus a 5-20% chance of selling to a new prospect.

• 85% say loyalty programs make them more likely to continue to shop with brands.

• 75% of consumers in loyalty programs will buy more products from the companies the program partner with.

• 79% of customers say they’re more likely to recommend brands with good loyalty programs.

• 72% of customers consider loyalty programs part of their relationship with brands.

• Customers with an emotional relationship with a brand have a 306% higher lifetime value.

• Amazon Prime members spend more than double that of non-member Amazon customers.

• Walmart+ members spend an average of $79 per online visit, compared to $62 for non-members.

• Walmart+ members also shopped an average of 11 more times per year (29 visits) compared with non-members (18).

• Adidas adiClub members buy 50% more often than non-members.

• Adidas adiClub members’ lifetime value is double that of non-members.

• After The North Face released its revamped XPLR loyalty program, traffic to the landing page increased 54% YoY.

• Members make up 80% of Sephora's total sales.

• Since IKEA's revamp of its loyalty program, the share of sales from members has increased to 58% of total sales.

Source: Desktop research; Company webpages; Div. loyalty reports

https://hbr.org/2014/10/the-value-of-keeping-the-right-customers
http://web.archive.org/web/20200924055646/https:/paymotion.com/ecommerce-blog/what-you-need-to-know-about-starting-a-subscription-business/
https://www.bondbl.com/theloyaltyreport
https://www.pymnts.com/study/relationship-commerce-brand-engagement-subscriptions-memberships-loyalty-programs/
https://www.bondbl.com/theloyaltyreport
https://352767.fs1.hubspotusercontent-na1.net/hubfs/352767/Bond%20Pathways%20to%20Growth%20Guide%20powerd%20by%20The%20Loyalty%20Report%202022.pdf
https://martechseries.com/sales-marketing/customer-experience-management/motistas-study-results-conclude-emotional-connection-key-brand-success/#:~:text=The%20report%20concludes%20that%20customers,customers%20that%20are%20merely%20satisfied.
https://www.businessinsider.com/amazon-prime-customers-spend-more-than-others-2018-10?r=US&IR=T
https://www.cnbc.com/2022/02/24/walmart-kicks-off-exclusive-sales-event-for-walmart-members.html
https://www.cnbc.com/2022/02/24/walmart-kicks-off-exclusive-sales-event-for-walmart-members.html
https://consumergoods.com/adidas-leans-memberships-and-beefs-digital-hires
https://consumergoods.com/adidas-leans-memberships-and-beefs-digital-hires
https://queue-it.com/blog/loyalty-program-examples/
https://queue-it.com/blog/loyalty-program-examples/
https://queue-it.com/blog/loyalty-program-examples/


Stand-alone loyalty programs 
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Most brands problem is our opportunity

1. Most members drown in programs and benefits

2. Most programs are complicated with limited value

3. Most programs don’t know their members



Value

Ease

Friends with 

Benefits, 

Trumf + 

Partners

Vipps

Coop & 

Partners, 

ink Circle K

Coalisions are the new black

Spenn

Norwegian, 

Strawberry, 

Reitan Retail

+ Partners

Single 

programs



Coalisions are the new black





Norwegian and Strawberry jointly has 4,5m unique members



Current

members

4,5 unique

Non registered

current customers

New partners’

members

Nordic 18+ target group

>10m potential recruitment base in the Nordic market

Coalision size



What Scandinavian consumers want to see in a coalition

69%

42%

38%

34%

32%

31%

29%

27%

26%

24%

24%

24%

23%

22%

22%

17%

16%

16%

14%

5%

Dagligvare

Bensin og Lading

Fly og Reise

Klær

Hoteller

Apotek

Bank

Elektronikk

Strøm

Resturant

Forsikring

Dig. Underh./nyheter

Kino/teater

Mobil

Sport

Kiosk og kafe

Helse og skjønnhet

Blomster

Møbler og interiør

Leiebil

Norge

49%

29%

28%

28%

26%

22%

19%

18%

18%

17%

16%

16%

15%

14%

13%

12%

12%

8%

5%

4%

Dagligvare

Klær

Bensin og Lading

Resturant

Kino/teater

Fly og Reise

Helse og skjønnhet

Forsikring

Hoteller

Kiosk og kafe

Bank

Dig. Underh./nyheter

Elektronikk

Mobil

Strøm

Apotek

Sport

Møbler og interiør

Blomster

Leiebil

Danmark

64%

38%

35%

34%

32%

29%

24%

24%

21%

21%

20%

20%

20%

19%

19%

18%

17%

17%

13%

5%

Dagligvare

Apotek

Klær

Bensin og Lading

Resturant

Hoteller

Fly og Reise

Bank

Kino/teater

Forsikring

Kiosk og kafe

Dig. Underh./nyheter

Sport

Helse og skjønnhet

Mobil

Elektronikk

Strøm

Møbler og interiør

Blomster

Leiebil

Sverige

Q: Imagine a coalition between brands in different industries that allows you to save up and use points across partnership. 

Which type of brands and industries make it attractive for you to be a member of such a coalition?

Source: NORSTAT consumer research study, June 2024



Live partners
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Fursetgruppen går live 30. april. OneCall går live innen midten av Mai



Live partners
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«Our current loyalty programmes will continue, and Spenn will 

enhance them even further.» 

- Ole Robert Reitan, CEO, Reitan Retail

Reitan Retail announced as new 

co-owner in Spenn

April 29th, 2025

* The agreement is subject to regulatory approval, which is expected during the summer of 2025.



Since launch in November 2024

+ 100 partners

>1,2m Spenn earners 

>320k Spenn App users

>1,7 billion Spenn issued

>6,5 millioner Spenn transactions (earn/burn) done, avg 52k /day

Brand awareness already >40% i NO and >20% i SE





Build 

momentum

Brake 

through

Members know 
they can 
get value 

with Spenn

1

Members want 
to earn Spenn

2

Companies
sell more

when they offer 
Spenn

3

There will be 
a lot of 
Spenn

4

Spenn
is an attractive 
loyalty currency

5

Why Spenn works



Transform customer 

value into sustainable 

growth and profitability 

for partners and 

company

Develop the easiest, 

most dependable, 

and valuable loyalty 

currency

Establish the strongest network of 

desired consumer brands across 

the Nordics

The road ahead



• Spenn has high brand awareness, but low 

understanding

• Old points (non Spenn) are still valid

• Digital customer journey frictions

• Limited places to use Spenn causes low 

relevance for non-frequent travelers

• Scaling ecosystem takes time

• Time to launch Reitan Retail

• Converting members to app users and other 

partner’s members is too slow

• Need to be more precise in measuring P&L 

effects caused by Spenn to our partners

• Takes time to establish fully fit Spenn

organization

Top issues/ blockers Top issues/ blockers Top issues/ blockers

Top issues/ blockers

LARGE ECOSYSTEM
Establish the strongest network of 

desired consumer brands across the 

Nordics

STRONG BRAND
Develop the easiest, most 

dependable, and valuable loyalty 

currency

Our ambitions

SMART GROWTH ENGINE
Transform customer value into 

sustainable growth and profitability for 

partners and the company

Source: Brand tracker, customer interviews, div. customer feedback and -ratings, employee survey, Spenn mgmt. discussions



• Quickly achieved strong brand awareness; 

41% in NO and 24% in SE

• Strong customer engagement in App, e.g., 

Christmas Calendar, 3m games played and 

80k unique active daily users

• Practically zero down-time on technical 

platform and app

• +100 partners onboarded in Nordics

• Reitan deal closed

• Strong pipeline of 145 leads and 45 active 

dialogues for new partnerships

• +1,2m Spenn users & +1,7bn Spenn earned

• Strong company foundation established, e.g, 

eNPS 43 in first employee survey

• Strong cost control

Top wins Top wins Top wins

Top wins

LARGE ECOSYSTEM
Establish the strongest network of 

desired consumer brands across the 

Nordics

STRONG BRAND
Develop the easiest, most 

dependable, and valuable loyalty 

currency

Our ambitions

SMART GROWTH ENGINE
Transform customer value into 

sustainable growth and profitability for 

partners and the company

Source: Brand tracker, customer interviews, div. customer feedback and -ratings, employee survey, Spenn mgmt. discussions



Structured follow-up process



Customer first always

Focus but stay open

Build measure learn 

fast
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