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Consumer Shopping Personalities and Their Impact 
on Customer Brand Loyalty 

2020 Retail Customer Loyalty Study customer.com

In this third year of our breakthrough retail customer loyalty study, we bring you new insights and 
year-over-year comparisons for loyalty statistics, primary consumer shopping personalities and 
the factors that drive different types of shoppers to stay loyal to specific retailers. Plus, learn more 
about the impact of COVID-19 on consumer shopping and spending behavior.
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Are you on the list of retailers customers say they can’t live without? 

Retail customer loyalty has improved in 2020, with more customers than ever 

reporting that they prefer to consistently shop with the same retailer rather than shop 

around . According to customer .com’s groundbreaking 2020 Retail Customer Loyalty 

Study, 39% of customers report that they prefer to consistently shop with the same 

retailer, up from 37% in 2019 and 35% in 2018. 

In addition, those customers who prefer to shop around cited specific factors that 

induced them to shop exclusively with certain retailers . 

Introduction

Retail customer loyalty has 
improved in 2020, with more 

customers than ever reporting 
that they prefer to consistently 

shop with the same retailer 
rather than shop around.

As in 2019, customers markedly increased naming niche retailers — both pure play online and bricks-and-mortar — as the retailer 

they prefer to shop exclusively . With data collected on nearly 600 retailers, we also saw customers pinpointing some of the big names: 

Walmart, Amazon, Target and Kohl’s continued to top the list of retailers named most frequently as preferred shopping spots .

In this “age of the customer,” consumers have more choice about when, where, how and WHO to shop than ever before . This 

abundance of choice has left many retailers struggling to differentiate themselves from their competitors. Many retailers are 

finding that their product and service offerings are seen by consumers as commodities, forcing those retailers into a spiral to the 

bottom to compete merely on price . 

Our study, however, clearly demonstrates again this year that while price is a critical factor, receiving a good value and ease in 

making purchases actually have greater impact for the majority of consumers . And there are even more intangible factors that 

have a significant impact.

https://www.customer.com/?utm_source=2020-customer-loyalty-paper&utm_medium=ebook&utm_campaign=whitepaper
https://www.customer.com/retail-marketing/?utm_source=2020-customer-loyalty-paper&utm_medium=ebook&utm_campaign=whitepaper
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Understanding what factors are important to customers with different shopping 

styles gives retailers crucial insights into how to position themselves to 

consumers, and in relation to both direct competitors and “global competitors” 

like Amazon and Walmart . It can also help organizations determine how best to 

target and prioritize resources and budget . 

The factors that build customer loyalty and drive engagement among different 

types of shoppers are broad and require enterprise-wide support from all aspects 

of the business — from customer-facing personnel and technologies to the back-

office people and processes that support them. Although retail loyalty programs 

influence shopper loyalty, there are other compelling factors driving customer 

loyalty, much to the dismay of retail organizations struggling with customer 

retention. The bottom line is that loyalty programs alone cannot fix sales and 

A bright light within the study is 
that there is hope for the struggling 

retail environment. Retailers can 
improve customer loyalty and 

engagement by understanding and 
controlling those levers that drive 

loyalty among shopper types within 
their customer base.

traffic issues related to a poor product offering, customer experience or any other myriad business issues.

A bright light within the customer loyalty study is that there is hope for the struggling retail environment . Retailers can improve 

customer loyalty and engagement by understanding and controlling those levers that drive loyalty among shopper types within 

their customer base .

Tracking the Impact of COVID-19 on Consumer Shopping Habits

The annual Retail Customer Loyalty Study is fielded in January of each year. This year, with 
the onset of the COVID-19 crisis, we also immediately began to monitor consumer percep-
tions and what they needed from brands in the “new normal.” You can find insights from 
this ongoing study, with facts and stats specific to the pandemic’s impact, on page 6 .

See the Stats

https://www.customer.com/?utm_source=2020-customer-loyalty-paper&utm_medium=ebook&utm_campaign=whitepaper
https://www.customer.com/retail-marketing/customer-experience-engagement-agency/?utm_source=2020-customer-loyalty-paper&utm_medium=ebook&utm_campaign=whitepaper
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Purpose and Methodology   

The quantitative Retail Customer Loyalty Study was conducted by customer .com in January 2020. The survey probed 1,041 

consumers about their loyalty to retailers and which factors drive them to shop exclusively with any given brand . 

The collected customer loyalty statistics identify the most significant factors that drive loyalty to nearly 600 individual U.S. 

retailers representing every retail category. (See Appendix B for a list of retailers identified in the study — 100 more than were 

included in 2019 .)

      When all things are equal, which factors drive customers to shop exclusively 

with a particular retailer?

      Which factors are most important to “super loyal” customers versus 

consumers who always shop around?

  Which retailers make loyal customers out of consumers whose style it is to 

shop around? 

  Which factors influence a non-loyal customer to shop exclusively at a particular 

retailer — in other words, what would make them more loyal?

  Are there tendencies to be more or less loyal based on demographics?

The study examined: 

FREE CONSULTATION

https://www.customer.com/?utm_source=2020-customer-loyalty-paper&utm_medium=ebook&utm_campaign=whitepaper
https://www.customer.com/?utm_source=2020-customer-loyalty-paper&utm_medium=ebook&utm_campaign=whitepaper
https://www.customer.com/how-can-we-help/?utm_source=2020-customer-loyalty-paper&utm_medium=ebook&utm_campaign=whitepaper
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Tracking the Impact of COVID-19 on Consumer Shopping Habits   

By March 2020, it became evident that no one’s lives were going to proceed as usual — and that retail businesses were going 

to be impacted by this new virus sweeping the globe . At CCG, we decided to monitor the situation in a way that would be 

meaningful to our clients . We embarked upon a longitudinal study to track what consumers care about today — and the 

information they need from brands — in the midst of the COVID-19 pandemic . 

Initially a weekly survey of consumers reflective of the United States population, the survey is now conducted on a monthly basis. 

As of the date this report was written, study highlights include the following:

As of July, we were seeing signs that consumer spending habits were starting to head back towards normal. Compared to 

April, scores were swinging slightly closer to indicating that spending has not changed at all, with people buying whatever I 

want and shopping in physical locations .  

Consumers have become more likely 

to spend, with the desire to spend 

money on big ticket items doubling in 

July over June levels.

Consumers have consistently reported 

that staying healthy is their most 

important priority . 
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Most Important Priorities for Consumers During COVID-19

More consumers are currently reporting managing stress as a major priority . It is the highest it has been since the study 

began in March and that’s true overall, across all age groups. The most stressed out are consumers aged 18-24, with 81% 

listing managing stress as an important concern .

18 to 24   25 to 34   35 to 44   45 to 54   55 to 64   65 to 74  75 or older 

Staying healthy

Managing stress

Being able to pay bills

Getting savings back on track

Fun activities to reduce cabin fever

Stretching a budget

Supplementing lost income

To see more results and the most recent updates to our COVID-19 Consumer Behavior Survey, click here. 

Managing Stress by Age Group

31%

51%
55%

58%

53%

68%

81%

58%

53%

42%

40%

36%

25%

81%

https://www.customer.com/?utm_source=2020-customer-loyalty-paper&utm_medium=ebook&utm_campaign=whitepaper
https://www.customer.com/covid19-consumer-survey/?utm_source=2020-customer-loyalty-paper&utm_medium=ebook&utm_campaign=whitepaper
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Defining 3 Consumer Shopping Personalities

The media would have us believe that consumer loyalty is dead and that all types of shoppers shop around all the time . In 
fact, in 2020, 39% of consumers report that they prefer to consistently shop with the same retailer.

This is not to say that customers shop around less than they used to. But our customer loyalty statistics show that consumers 

do fall into three different shopping personalities:

Loyalists

39%

Loyalists find a go-to retailer 
for their needs and are likely 
to stick with them .

Roamers

32%

Roamers tend to always 
shop around before 
making a purchase .

Neutrals
29%

Neutrals tend to have some go-to 
retailers for particular purchases 
but also shop around . 

https://www.customer.com/?utm_source=2020-customer-loyalty-paper&utm_medium=ebook&utm_campaign=whitepaper
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Consumers were somewhat evenly divided among the three shopper personalities, although the percentage of Loyalists 

continued to gain ground over the last three years at 39% — up from 35% in 2018. Roamers have continued to decrease 

over the last three years, standing at 32% in 2020, down from 35% in 2018.

https://www.customer.com/?utm_source=2020-customer-loyalty-paper&utm_medium=ebook&utm_campaign=whitepaper
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Retailers tend to attract all three shopping personalities, but to varying degrees . For example, Amazon attracts more Roamers  

than Target, but both attract about the same percentage of Loyalists . Walmart attracts the most Loyalists of these three 

retailers at 41%.

It’s easy to disparage a retailer for the percentage of Roamers they attract. But remember that these retailers are making loyal 

customers out of those people whose style it is to shop around — no easy task!

Request a complimentary Customer Loyalty Factors Profile 
customized for your store.

SIGN UP

https://www.customer.com/?utm_source=2020-customer-loyalty-paper&utm_medium=ebook&utm_campaign=whitepaper
https://www.customer.com/retail-marketing/resources/loyalty-study-series-request?utm_source=2020-customer-loyalty-paper&utm_medium=ebook&utm_campaign=whitepaper
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Factors Driving Retail Loyalty by Shopping Personalities

According to the loyalty statistics from our study, the factors that drive customer loyalty among different shopper 
types are broad and encompass the entire retail enterprise. Factors listed by consumers ranged from the tangible, such as 

receiving incentives to shop, to the intangible, like trust or viewing shopping a particular retailer as a status symbol .

When asked which factors would encourage them to select one retailer over another if access, products and price were equal, 

the respondents’ top answers were not surprising and, for the most part, remained closely aligned with last year’s preferences . 

However, customer service rose to the top five listed factors this year, while easy to make returns dropped off the list.

Note: Respondents could select multiple factors as well as write in their own.

Convenient shopping experience

Easy to make purchases

Positive shopping experience

Receive incentives to shop with that retailer

Customer Service

44%

43%

42%

35%

34%

Evaluating these six loyalty metrics can help you take the pulse of your loyalty initiative, gauge its performance and determine 

if you’re meeting customer needs before it’s too late . 

Measuring Customer Engagement & Loyalty with a Loyalty Audit

Further Reading
READ MORE

2019: 45%

2019: 34%

2019: 39%

2019: 40%

2019: 32%

https://www.customer.com/?utm_source=2020-customer-loyalty-paper&utm_medium=ebook&utm_campaign=whitepaper
https://www.customer.com/retail-marketing/customer-loyalty-marketing-agency/?utm_source=2020-customer-loyalty-paper&utm_medium=ebook&utm_campaign=whitepaper
https://www.customer.com/blog/retail-marketing/measuring-customer-engagement-with-a-loyalty-audit/?utm_source=2020-customer-loyalty-paper&utm_medium=ebook&utm_campaign=whitepaper
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These critical differences along the passion-practicality spectrum should be factored into any 
retail loyalty program design to ensure maximum impact on the targeted shopper personalities. 

Factors related to shopping personalities travel on a spectrum from practical factors — such as ease of purchasing or returning, 

incentives and customer service — to passion or emotional factors, such as trust, fair treatment and social responsibility . 

These dynamics help define what’s important to different shopping personalities.

The Passion-Practicality Spectrum

Even in a digital age when consumers can be targeted at an individual level, customer segmentation strategies have 
weathered the test of time . We share creative ways to leverage this crucial tool to improve your marketing ROI . 

Advanced Customer Segmentation Techniques

Further Reading
READ MORE

PassionPracticality

Roamers Neutrals Loyalists

https://www.customer.com/?utm_source=2020-customer-loyalty-paper&utm_medium=ebook&utm_campaign=whitepaper
https://www.customer.com/retail-marketing/services/#strategic-customer-initiatives
https://www.customer.com/blog/retail-marketing/customer-segmentation-techniques/?utm_source=2020-customer-loyalty-paper&utm_medium=ebook&utm_campaign=whitepaper
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With Loyalists, some distinct elements came into play, most defined by the multi-

faceted Passion Dynamic . The other two shopping personalities were more likely to 

prefer more pragmatic, or practical, factors — such as ease of shopping . 

Loyalists still listed a preference for a streamlined shopping experience, citing such 

items as the ability to look up past purchases and find helpful information online or 

via an app. But once again this year, the standout loyalty statistic for this group is the 

high interest in multiple intangible factors, such as fair treatment, trust, caring staff, 
and status and VIP treatment .

Loyalists

Roamers

The factors most important to Roamers comprise the Practicality Dynamic . 

Interestingly, Roamers were also more likely to cite receiving incentives to shop as a 

top motivator . This indicates they may be more motivated by promotions and loyalty 

programs than are Loyalists .

Roamers tended to be more dispassionate, more practical and more driven by the 

tangible aspects of the shopping experience itself . This type of shopper ranks ease 
of making purchases and returns, convenient shopping experience and customer 
service as factors that cause them to select one retailer over another . For 2020, 

lowest price and incentives to shop were also top-ranked factors .

 

One of the most surprising findings of our Retail Customer Loyalty Study is the difference in which 
factors matter most to Loyalists who consistently shop a retailer versus less loyal shopper types.

https://www.customer.com/?utm_source=2020-customer-loyalty-paper&utm_medium=ebook&utm_campaign=whitepaper
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This viewpoint is supported by the age ranges most likely to fall 
into the Neutral personality: 25 to 34 and 55 to 64.

Millennials are often juggling families, careers and other obligations and likely will 

fall back on their favorites if those retailers have what they need. Baby boomers are 

embarking upon a sea change as they near retirement, which opens them up to new 

possibilities while they are still relying on their standby retailers .

Neutrals 
For those shoppers who demonstrate some loyalty to specific retailers, the customer loyalty study showed greater divergence of 

motivating factors . This makes it more challenging for retailers to meet the needs of this fickle shopping personality type.
 

Neutrals did rank receiving fair treatment as important for the third year in a row . This year, they also pinpointed informative 
website and ability to look up past transactions at POS as influential factors. At the same time, they did not rank customer 
service as high, perhaps indicating that they are willing to self-serve. But when this type of shopper does interact with staff, they 

desire responsiveness .

It’s easy to think of the Neutral shoppers as deal seekers who decide based on price. But this group tended to place less 

importance on incentives than Roamers . And their interest in convenience factors was relatively high . These are most likely 

the shopper types who don’t want to place a lot of thought into shopping, want an easy experience and want to believe they’re 

receiving a decent value .

Request a complimentary Customer Loyalty Factors Profile customized 
for your store. SIGN UP

Age 25 to 34

and 55 to 64

https://www.customer.com/?utm_source=2020-customer-loyalty-paper&utm_medium=ebook&utm_campaign=whitepaper
https://www.customer.com/retail-marketing/resources/loyalty-study-series-request/
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Nearly 80% of senior marketers around the globe who 
exceeded revenue goals had a documented customer 
personalization strategy in place. From AI to dynamic 
content and more, we share ideas for maximizing the 
promise of CRM personalization. 

Leverage Advanced Customer 
Personalization to Increase Retail Sales

Customer segmentation is an essential marketing tool 
and time-tested marketing strategy. Our guide will 
help you identify and segment personalities within 
your specific customer base, forming the foundation 
of your customer targeting strategy. 

READ MORE

Creating Customer Profiles and Personas

READ MORE

Further Reading: How to Take Your Customer Knowledge to the Next Level

https://www.customer.com/?utm_source=2020-customer-loyalty-paper&utm_medium=ebook&utm_campaign=whitepaper
https://www.customer.com/blog/retail-marketing/creating-customer-profile-persona-system-examples/?utm_source=2020-customer-loyalty-paper&utm_medium=ebook&utm_campaign=whitepaper
https://www.customer.com/blog/retail-marketing/customer-marketing-personalization/?utm_source=2020-customer-loyalty-paper&utm_medium=ebook&utm_campaign=whitepaper
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The top 10 retailer lists of both Loyalists and Roamers contained many of the same brands and remained surprisingly consistent 
year over year: Walmart, Amazon, Target and Kohl’s, respectively, topped the list for all three shopping types. But the overall top 
selections for these shopping personalities showed some interesting differences. 

The customer loyalty study uncovered brand loyalty statistics based on consumer input related to nearly 600 
retailers. 

The following retailers were most often listed when consumers were asked to name where they tended to shop exclusively for 
particular needs . Interestingly, Walmart remained in the number-one spot this year after taking over from Amazon in 2018, while 
Kroger and Best Buy regained their top 10 status, and Family Dollar made the top 10 for the first time this year.  

Shopping Personalities and Specific Retailers

FREE CONSULTATION

1. 2. 3. 4. 5.

6. 7. 8. 9. 10.

Loyalists lean toward more 
traditional retailers and grocers, 
being more likely to cite Publix and 
Kroger in 2020. 

Roamers are more discount- 
and value-oriented, and were 
more likely to name TJ Maxx this 
year. 

https://www.customer.com/?utm_source=2020-customer-loyalty-paper&utm_medium=ebook&utm_campaign=whitepaper
https://www.customer.com/how-can-we-help/?utm_source=2020-customer-loyalty-paper&utm_medium=ebook&utm_campaign=whitepaper


Below are detailed Shopping Personalities Profiles comparing top retailers against the retail norm: Amazon, Target, 
Macy’s and Walmart. There are interesting variances in loyalty factors cited by consumers based on the retailer they named as 
one they tended to exclusively shop . For instance, titans Walmart and Amazon tended to align closely to the overall retail norm, 
with Walmart and Macy’s customers valuing fair treatment much more than Amazon customers or customers overall . Macy’s 
customers, on the other hand, value convenient shopping less than — and receiving incentives to shop more than — Walmart or 
Amazon customers, or even customers in general . 

To view a larger version of each profile chart, see Appendix C.

PracticalityPassion
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View full size charts: Amazon WalmartMacy’s Target Retail Norm

https://www.customer.com/?utm_source=2020-customer-loyalty-paper&utm_medium=ebook&utm_campaign=whitepaper
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It’s interesting to note how different factors appeal to loyal customers of one retailer versus another. Below are graphs for 
Costco and Macy’s . Here we can see that Costco customers value factors such as trust and easy to make returns more than Macy’s 
customers and the retail norm .  Macy’s customers, on the other hand, were more likely to cite receiving incentives to shop and 
convenient shopping experience as important factors .

https://www.customer.com/?utm_source=2020-customer-loyalty-paper&utm_medium=ebook&utm_campaign=whitepaper
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How Demographics Relate to Shopping Personalities

The shopping personalities became more complex but revealing when filtered by demographics.

Gender. It’s no surprise that gender plays an important role in shopping styles, with men tending to be 

Loyalists and women tending to fall into the Roamer category, preferring to shop around before making 

purchases. Surprisingly, men have a higher tendency to shop at retailers they view as status symbols .

Presence of children. The presence of children in the household delivered some of the most interesting 

insights . Families with kids at home are more likely to be Loyalists, while households without kids tend to be 

Neutrals or Roamers, prioritizing factors such as receiving incentives to shop and assortment . It appears that 

time-strapped parents prefer to find a retailer that fulfills particular needs and then stick with them.  

Life stage. Another surprise from the survey relates to how a shopper’s loyalty evolves over time . Customers 

actually move back and forth on the shopping personalities spectrum several times during their lifetime . 

For instance, consumers aged 65 and older tend to be more likely to be moving toward a Roamer shopping 

personality, while consumers aged 18 to 24 and 35 to 44 tend to be Loyalists . 

The factors driving loyalty also varied 

substantially by life stage . Millennials 

continue to be more driven by VIP 

treatment and status . Gen Xers are 

more likely to remain loyal if they feel 

a retailer is socially responsible and 

their website is informative .

Loyalists

Neutrals

Roamers

Region. While Midwesterners often have a reputation for solidity and loyalty, this remains one of the regions 

where consumers are more likely to shop around . Northeasterners were also more likely to fall into the 

Roamer camp for the third year in a row. Consumers in the South and West, however, still tend to have more 

loyal shopper personalities . 

13 to 17 18 to 24 25 to 34 35 to 44 45 to 54 55 to 64 65 to 74 75 or older

https://www.customer.com/?utm_source=2020-customer-loyalty-paper&utm_medium=ebook&utm_campaign=whitepaper
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Summary

Your shopping environment needs 
to support the relevant shopping 
factors for your brand positioning to 
attract and retain Loyalists . These 
types of customers look to factors 
on the passion end of the spectrum 
such as trust, caring staff and fair 
treatment .

It’s also critical to share customer loyalty statistics and shopping personalities data across your enterprise to 
ensure that the broad spectrum of factors can be supported. And while every brand can’t rank top in every factor, 
you need to ensure that your brand attributes and positioning are being supported to best drive business from all 
types of shoppers. With today’s digital environment, you also must employ a multi-faceted approach to individual 
customers and ensure that your messaging is targeted and relevant. 

Neutrals need to easily 
understand your practical 
factors and want a streamlined 
experience . 

Practical factors tend to drive 
Roamers, who play their own 
part in your retail ecosystem . 
Roamers value such factors 
as ease of making purchases, 
easy returns, lowest price and 
incentives to shop .

With brand loyalty statistics showing that nearly two-fifths of consumers prefer to shop at the same retailers, the death 

knell for loyalty has been over-marketed. But it is important to understand your customers’ shopping personalities and 

identify which ones are Loyalists, Neutrals or Roamers . This will help you understand the factors driving each group’s shopping 

preferences and allow you to leverage those factors to help nurture, maintain and grow your customer base . 

Loyalists Neutrals Roamers

Reserve future reports from the Retail Customer Loyalty Study series. SIGN UP

https://www.customer.com/?utm_source=2020-customer-loyalty-paper&utm_medium=ebook&utm_campaign=whitepaper
https://www.customer.com/retail-marketing/services/#integrated-creative-digital-implementation-services?utm_source=2020-customer-loyalty-paper&utm_medium=ebook&utm_campaign=whitepaper
https://www.customer.com/retail-marketing/resources/loyalty-study-series-request/
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2020 Customer Loyalty Study: Key Takeaways 

Loyalty isn’t dead. In fact, the proportion of consumers considered Loyalists has 
increased over the past three years.

Retailers who attract a large proportion of Roamers have done a good job 
of motivating customers to shop them exclusively for particular needs 
even when their overall shopping personality is to shop around.

Different shopping personalities are driven by different 
factors. 

Factors evolve over time and are affected by children, 
age, location and other demographics.

Different retail categories and specific retailers 
have a different composition and the loyalty 
drivers are ranked differently.

It takes the entire enterprise to support 
the factors.

https://www.customer.com/?utm_source=2020-customer-loyalty-paper&utm_medium=ebook&utm_campaign=whitepaper
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Get More Loyalty Insights & Tips

In the coming months, our free 
CustomerProfit blog will share 

more details from the 2020 Retail 
Customer Loyalty Study, as well as 
other valuable insights to help you 

maximize customer loyalty.

SUBSCRIBE

Make It Personal

We can show you a consumer 
shopping personalities profile for 

your store, pinpointing factors driving 
customers to your specific retail 

organization.

REQUEST A CUSTOM PROFILE

https://www.customer.com/?utm_source=2020-customer-loyalty-paper&utm_medium=ebook&utm_campaign=whitepaper
https://www.customer.com/subscribe/?utm_source=2020-customer-loyalty-paper&utm_medium=ebook&utm_campaign=whitepaper
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Customer Communications Group, Inc . (CCG) is a full-service agency specializing in customer relationship marketing (CRM) and 

loyalty marketing for the retail industry . Our singular focus is building your customers’ loyalty to your brand . 

Since 1977, we’ve executed dozens of innovative and effective CRM and loyalty initiatives for retailers across North America, 

including: A&P, Eddie Bauer, Kohl’s, Nordstrom, PETCO, Talbots and ULTA® Beauty.

REQUEST A CONSULTATION

About CCG 

Our work has helped our clients achieve such stellar results as $40 million in incremental sales, $18 million in profits and 295% 

return on investment . Read more about these and other retailer success stories in our case studies .

Our team includes former retailers, making it easy for us to walk the walk and talk the talk . We can help you:

 • Create customized loyalty marketing strategies drawn from analytics research and decades of retail expertise
 • Launch a quantifiable, actionable loyalty marketing plan customized to your brand’s needs
 • Determine the optimal loyalty benefits mix for your unique customer base
 • Leverage new channels to target your customers
 • Leverage your data to provide quantifiable, actionable results that can pass the CFO test
 • Benchmark your loyalty program performance and develop a test plan to gain incremental lift
 • Manage the loyalty marketing program from start to finish, with minimal onboarding or effort on your part

CCG experts can act as an extension of your team or provide complete retail marketing agency services . No matter where you 

are on your journey, each retail marketing consultant on our team is ready to help you improve your customer retention and 

revenue . Contact us for a free consultation .
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Appendix A: 
Key Links From This Report

customer.com – https://www .customer .com/

Reserve future reports from the Retail Customer Loyalty Study series – https://www .customer .com/retail-marketing/

resources/loyalty-study-series-request/

Request a complimentary Customer Loyalty Factors Profile customized for your store – https://www .customer .com/retail-

marketing/resources/loyalty-study-series-request/

Free consultation with CCG – https://www .customer .com/how-can-we-help/ 

COVID-19 Consumer Behavior Survey – https://www .customer .com/covid19-consumer-survey/

Further Reading: Measuring Customer Engagement & Loyalty with a Loyalty Audit – https://www .customer .com/blog/

retail-marketing/measuring-customer-engagement-with-a-loyalty-audit/

Further Reading: Advanced Customer Segmentation Techniques – https://www .customer .com/blog/retail-marketing/

customer-segmentation-techniques/

Further Reading: Leverage Advanced Customer Personalization to Increase Retail Sales – https://www .customer .com/

blog/retail-marketing/customer-marketing-personalization/

Further Reading: Creating Customer Profiles and Personas – https://www .customer .cvom/blog/retail-marketing/creating-

customer-profile-persona-system-examples/

Subscribe to CustomerProfit: https://www .customer .com/subscribe/

Reserve future reports from the Retail Customer Loyalty Study series. SIGN UP
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Appendix B: 
Retailers Included in the 2020 Retail Customer Loyalty Study
2nd & Charles
7-Eleven
8 Vape
99 Cents Only Store
99 Ranch Market
Abercrombie and Fitch
Academy Sports + 
Outdoors
Ace Hardware
ACME 
Adam & Eve
Adidas
Adore Me
Advance Auto Parts
Aerie
Aeropostale
AGI Shop
Albertsons
Aldi
AliExpress
Altex Computers and 
Electronics
Amazon .com
Ambience
AMC Theaters
American Apparel
American Eagle Out-
fitters 
Amigos Market
Amway
Anthropologie
Apple Store
Army & Air Force Ex-
change Service
Ashley Stewart
ASOS
Atwoods Ranch and 
Home
At Home Market
Athletica
AutoZone
B&H Photo Video
Babies R Us
Bakers 

Banana Republic
Bare Escentuals
bareMinerals
Barnes & Noble Book-
sellers
Bartell Drugs
Bashas’ Supermarkets
Bass Pro Shops
Bath & Body Works
Bealls
Bed Bath & Beyond
Belk
Best Buy
BI-LO
Bi-Mart
Big Lots Stores
Big R Stores
Big Y Foods
BigAlsPets.com
Bike Nashbar
BJ’s Wholesale Club
Blain’s Farm and Fleet
Blair
Bloomingdales
Boarders
Bob’s 
BonWorth
boohoo
booking .com
Books-A-Million
Boscov’s Department 
Store
Bose Store
Boxed.com
Bozo Kids Shop
Brindle Bros. Auto 
Parts
Brookshire Brothers
Brownells
Buckle
Burberry
Burkes Outlet
Burlington Coat Fac-
tory

C-A-L Ranch Stores
Cabela’s
Caio Terra
Calvin Klein
Campmor
Caputo’s Market
Carter’s
Casey’s General Store
CCS.com
Cellular Outfitters
Central Market
Century 21 Depart-
ment Store
Champs Sports
Champion
Charlotte Russe
Charming Charlie
Chevrolet
Chevron
Chewy .com
Chico’s
Childrens Place
Christopher & Banks
Circle K
CitiTrends
City Market
Clinique
Coach
Coinbase .com
TheCorner .com
Converse
Costco Wholesale
Cotton On
Cracker Barrel Old 
Country Store
craigslist
Crate and Barrel
Cub Foods
CVS
dd’s Discounts
Dearest Diapers
DECA Commissary 
Deemer’s American 

Grill
Diamond CBD
Dick’s Fresh Market
Dick’s Sporting Goods
Dierbergs Markets
Dillard’s
Dillons
Discount Dance
Disney Store
Dixie Mart
DrMartens .com
Dollar General
Dollar Shave Club
Dollar Tree
Domino’s Pizza
Down to Earth
Dress Barn
Drug Mart
DSW
Duluth Trading Com-
pany
Dutch-Way Farm 
Market
Eastbay
eBay
Eco Cloth Diapers
Eddie Bauer
El Super
Emily Hsu Designs
Etsy
Everlane
Express
Fabletics
Facebook .com
Fairway Market
Faller’s Pretzel Sticks
Family Dollar
Family Fare Supermar-
kets
Famous Footwear
Farm & Home Supply
Fashion Nova
Festival Foods

Field & Stream
FiltersFast .com
Fingerhut
Finish Line
Five Below
Fleet and Farm 
Food 4 Less
Food City
Food Depot
Food Giant
Food Lion
FoodHome .com
Foodland
FoodMaxx
FoodTown
Foot Locker
Forever 21
Forman Mills
Fred Meyer
Fred’s
Free People
Fresh Grocer
Fry’s Electronics
Fry’s Food Stores 
Fry’s Marketplace
Gabe’s
GameStop
Gander Outdoors
Gap
Garage
Gerbes Super Markets
Giant Eagle
Giant Food 
GNC
Godiva
Good Foods Grocery
Goodwill
Goody’s
Google Store
Gordmans
Grailed .com
Great

GreatWall Super 
Market
Gregerson’s Foods
Grocery Outlet
Grommet .com
Groupon
Grove Collaborative
GroVia 
Gucci
Guess
Guitar Center
H-E-B
H&M
Haband
Half Price Books
Hanna Andersson
Hannaford
Harbor Freight Tools
Harding’s Markets
Harley-Davidson shops
Harmon Discount
Harps Foods
Harris Teeter
Heart and Home
Heinen’s Grocery Store 
Hobby Lobby
HobbyTown
Hollister
HomeGoods
Honest Company
Hot Topic
Humboldt Pet Supply
Hy-Vee
IGA
Ikea
Ingles Markets
Intermix
iTunes Store
J&L Hardware Hank
J.Crew
J.Crew Factory
J. Jill

Jane.com
JCPenney 
Jeanette’s Unique 
Boutique
Jet.com
Jewel Osco
JOANN
Jordan.com
Journeys
JTV.com
JustFab
Justice
Kay’s Jewelers
KEEN Footwear
Kiehl’s
King Soopers
Kmart
Kohl’s
Kroger
L’Oreal Paris USA
Lamendola’s Super-
market
Lancôme
Land’s End
Lane Bryant
Lauriebelles
Lebanon Brew Shop
Lenovo
LensCrafters
Letgo .com
Levi
Lewis Drug
Lidl Grocery
Lightinthebox .com
L.L. Bean
Loft
Louis Vuitton
Lou’s Wholesale Dis-
tributors
Lowe’s
Lowe’s Foods
Lucky Brand Jeans
Lucky Shoes
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Request a complimentary 
Customer Loyalty Factors 

Profile customized for 
your store.

SIGN UP

Lucky’s Market
lululemon
Lulus
Lush
Mac
Macy’s
Madewell
Maine’s Food and Par-
ty Warehouse
Marc’s
Marianos
Market Basket
Market District
Market Square Whole-
sale
Marriott International
Marshalls
Martin’s
Maurices
McCoy’s Building 
Supply
Meijer
Men’s Wearhouse
Menards
Mercari
Michaels
Micro Center
MIgardner .com
Miller Mart Store
ModCloth
Modell’s Sporting 
Goods
MOM’s Organic Market
Monoprice .com
Musicians Friend
Monster’s Lair Comics
Mountain Valley Seeds
Mr . Discount Drugs
MYUNIQUE Thrift 
Store
Nautica
Neiman Marcus
NetCost Market
New Hampshire Liquor 
& Wine Outlet
New Vansterdam
New York & Company
Newegg

NFLshop .com
Nike
Nordstrom
North Coast Co-op
Nutrishop .com
Nutrition Express
Nuts .com
O’Reilly Auto Parts
Ocean State Job Lot
Office Depot
Old Navy
Ollie’s Bargain Outlet
Orscheln Farm & 
Home
Overstock .com
P.C. Richard & Son
PacSun
Papa John’s
Papaya Clothing
Paradise Foods
Patagonia
Patel Brothers
Pathmark
Payless ShoeSource
Peebles
Peet’s Coffee
Pet Village Ltd .
Petco
Peter Harris Clothes
PetSmart
Pet Supermarket
Pier 1 Imports
Pick ‘n Save
Pierson’s Flower Shop
Piggly Wiggly
Pineapple FM Store
PINK
PJP Marketplace
Plato’s Closet
Playstation Store
Polo Ralph Lauren 
Post Exchange
Pretty Little Thing
Price Chopper Super-
markets
Priceless .com

Price Rite Supermar-
kets
PrimaMusic .com
Primark
Pro World
Publix
Puma
Puritan’s Pride
Purl Soho
QFC
Quality Fruitland
QuikTrip 
QVC
Rack Room Shoes
Rainbow Shops
Rakuten .com
Ralph Lauren
Ralphs
Redner’s Markets
Red Wing Shoes
Reebok
REI
Reverb .com
RioGrande .com
Rite Aid
Roaman’s Plus Size 
Clothing
Roche Bros.
RockAuto .com
ROMWE .com
Roses Discount Stores
Ross Stores
Royal Collectibles
rue21
Ruler Foods
RunningWarehouse .
com
Rural King
Safeway
Saks Fifth Avenue
SalonCentric
Sam’s Club
Save U Moore Mall & 
Supermarkets
Save-A-Lot
Savers
SCHEELS All Sports 
Superstore

Schnuck Markets
Scioto Shoe Mart
Seafood City Super-
market
Sears
Sedano’s
See’s Candies
SeizedPropertyAuc-
tions .com
Sellers Bros.
Sendik’s Food Market
Sephora
Sharp Shopper Gro-
cery Outlet
Shaws
Shein.com
Shell
Sheplers
Sherwin-Williams
Shirts.com
Shoedazzle.com
Shoe Dept. 
Shoes.com
SHOP ‘n SAVE
Shop.com
Shopko
Shoppers Food Ware-
house
ShopRite
Shutterfly
Skechers Outlet
Skullcandy.com
Smart & Final
Smith’s Food and Drug
Sock Dreams
Sound Music
Spain’s Grocery
Spec’s Wines, Spirits & 
Finer Foods
Speedway
Spencer’s
Spirits Unlimited
Sprouts Farmers 
Market
Staples
Starbucks
Stater Bros. Markets
Steam

Stein Mart
Steve Madden
Stop & Shop
Store.com
Sun Mart Foods
Super 1 Foods & Dis-
count Pharmacy
Super Dollar Stores
Super Fresh
SuperJeweler.com
Super Valu
Supplies Shops
Supreme
Sutherlands
Swanson Vitamins
Swap.com
Sweetwater.com
T.J. Maxx
Talbots
Target
Tesco
The Fresh Market
The Home Depot
The Honest Company
The Lakeside Collec-
tion
The Loft
The North Face
The Plug’s Closet
The SVT Store
Theory
ThinkGeek 
Thriftbooks .com
TigerDirect Business
Tillys
Tiffany’s
Timberland
Tobacco Mart
Tobacco Plus
Tom Thumb
Tommy Bahama
Tophatter .com
Tops Friendly Markets
Torrid
Total Wine & More
Toys R Us

Tractor Supply Co.
Trader Joe’s
True Value
T .U .K . Footwear
U.S. Wellness Meats
Uber
ULTA Beauty
Under Armour
UNIQLO
United Supermarkets
Urban Accents
Urban Outfitters
USAGundamstore.com
U.S. Polo Association 
Store  
Vallarta Supermarkets
Van Heusen
Vans
Versace
VF
Victoria’s Secret
Vineyard Vines
Virginia ABC
VitaCost .com
Vitamin Shoppe
VitaminWorld .com
Von Maur
Vons Supermarkets
Wacom .com
Walgreens
Wall 2 Wall Furniture & 

Mattress
Walmart
Wawa
Wayfair
Wegmans Food Mar-
kets
Weiland’s Market
Weis Markets
White Haven Market
White House Black 
Market
Whole Foods Market
WinCo Foods
Wink .com
Winn-Dixie Stores
Wish .com
Woman Within
Woodburn Liquor 
Store
Woodman’s Market
World Market
YesStyle
Zappos .com
Zara
zulily
Zumiez

https://www.customer.com/?utm_source=2020-customer-loyalty-paper&utm_medium=ebook&utm_campaign=whitepaper
https://www.customer.com/retail-marketing/resources/loyalty-study-series-request/


28FREE CONSULTATION

Appendix C: 
Shopping Personalities Profile for Amazon
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Appendix C: 
Shopping Personalities Profile for Target
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Appendix C: 
Shopping Personalities Profile for Macy’s

FREE CONSULTATION
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Appendix C: 
Shopping Personalities Profile for Walmart

FREE CONSULTATION
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