
Casual

Intimacy 

Passion 

Commitment 

Consumers in casual relationships have  

intimacy, passion and commitment, but only  

in moderate measures. As a result,  

expectations are low.

Relationship f ix:

Take things to the next level by  

showing your appreciation 

75%

don’t expect  

anything in return 

for sharing personal 

information 

70%

don’t expect  

to be appreciated 

for being regular 

customers

would buy more if they were  

better rewarded
BUT

78%

Empty

Intimacy 

Passion 

Commitment 

Consumers in empty relationships show  

long-term commitment, but the lack of intimacy  

or passion limits engagement and the strength  

of that commitment.

Relationship f ix:

Start a conversation and keep 

it going

91%

don’t expect retailers 

to make relevant 

recommendations

85%

won’t seek  

information about 

products  

and offers

would buy more if brands 

communicated with them better 
BUT

47%

Liking

Intimacy 

Passion 

Commitment  

Consumers in liking relationships have  

established a level of intimacy with their favourite  

brands, but they lack passion and trust and  

their heads can be easily turned.

Relationship f ix:

Build trust and get to  

know each other better 

81%

don’t expect to have 

their name spelled 

correctly when 

contacted

76%

don’t expect brands 

 to use their personal 

info in their best 

interests

would buy more if retailers 

understood their needs betterBUT

52%

Romantic
Intimacy 

Passion 

Commitment 

Consumers in romantic relationships are passionate and engaged but need encouragement to establish a longer-term commitment.

Relationship f ix:
Show them you’re invested 

in a future together 

43%

don’t expect to  
be recognised as  

long standing 
customers

41%

don’t expect  
rewards to be  

tailored to them

expect the relationship with the 
retailer to grow as they learn more about each other

BUT

54%

Companionate
Intimacy 

Passion 

Commitment 

Consumers in companionate relationships  have very strong commitment and intimacy,  but the passion and the spark has faded.

Relationship f ix:
Prove that you care and remind  them why they fell in love 

76%

don’t expect  
delivery or payment 

preferences to be 
remembered

57%

expect to feel 
 just like another 

customer, rather than 
feeling valued 

would spend more if brands improved communications and rewards

BUT

88%

Overall % of 
consumers  

that are in these  
relationships

22%

14%

Empty
Liking

Romantic

Companionate

Devoted

Casual

Devoted

Intimacy 

Passion 

Commitment 

Consumers in devoted relationships have  
high levels of passion, intimacy and commitment, 

but have high expectations to match.

Relationship f ix:
Keep giving them something to  

shout about 

80%

expect to  
be appreciated as  

long-standing 
customers

84%

expect to  
experience things  

they can’t with  
other brands

would recommend the brand  
to others

BUT

88%

Intimacy Passion

Commitment

iclployalty.com

Are you successfully courting your customers or finding they’d rather keep things casual? Do you know how 
to take things to the next level? From friends to frenemies, long term loves to holiday flings, we have many 
relationships in life. But how do those relationships compare to the ones that you have with your customers?

Our recent research is helping retailers to answer one all-important question: 

HOW DEVOTED ARE YOUR CUSTOMERS? 

HAVE YOU HEARD OF 
STERNBERG’S THEORY 
OF LOVE?
No? We hadn’t either, but we came across it when  
we started investigating whether consumers approach 
relationships with their favourite retailers in the same 
way they approach their personal relationships. 

The triangular theory of love is developed by  
psychologist Robert Sternberg. It says that the  
most successful relationships have three pillars.  
These are intimacy, passion and commitment.

WHY SHOULD RETAILERS CARE  
ABOUT STERNBERG?

Our research shows that the relationships consumers have with retailers are very similar to those  
they have with friends or loved ones. But how do the three pillars from Sternberg’s Theory of Love apply to  

brand relationships?

Ask yourself these questions… 

Intimacy... Passion... Commitment...

...are your customers sharing 
information with you?

...are your 
customers acting 
as advocates for 

your brand? ...are your customers 
likely to return to your 

store over others?

DO YOU KNOW HOW DEVOTED  
YOUR CUSTOMERS ARE?

A COLLINSON GROUP COMPANY

FOLLOW ICLP ON LINKEDIN OR TWITTER TO FIND OUT 
MORE AS WE GET TO THE HEART OF CUSTOMER LOYALTY.

WHAT DOES THIS MEAN FOR YOUR BUSINESS?
Using Sternberg’s Theory we’ve created a model that allows us to group consumer relationships into six types. 
Using these groups, you can understand not only where you stand with your customers, but how to grow the 

relationships you have with them into the ultimate type – devoted. 

About the research

Research undertaken by Survey Sampling 
International across 7291 consumers across  
9 countries, on behalf of ICLP, July 2016.   
Random error on a sample of this size is +/- 2.2%  
at the 95% confidence level.

In our upcoming report, we’ll be taking 
brands and consumers to couples 
therapy in order to understand why  
97% of Australian consumers would 
cheat on their favourite retail brands. 
Stay tuned to discover how to make 
customers fall more deeply in love with 
you - whether for the first time or all 
over again.

12%

19%

3%

12%

https://www.linkedin.com/company/iclp
https://twitter.com/iclp_loyalty

