Online Appendix

Table I. Research protocol (Authors’ elaboration)
	Interview protocol: “The digital transformation of loyalty”

	SECTION 1 - FROM PAPER TO DIGITAL LOYALTY PROGRAMS: TRANSITION AND COMBINATION OF TOOLS

	
1A. How have your loyalty programs evolved over time from paper to digital?

1B. What digital tools do you use today to support loyalty initiatives? 

1C. How do these tools integrate and combine with traditional tools? Or do they remain completely separate? What is the reason for the separation between digital and physical tools?

1D. What are the main obstacles encountered in the transition from paper-based loyalty programs to digital (or mixed) loyalty programs? 
· [bookmark: _GoBack]Consumer side 
· "Central" organizational side 
· Store or chain store side
· Area manager side
FACTORS THAT HAVE STIMULATED THE USE OF DIGITAL:
· Consumer side
· Central organizational side
· Store or chain of stores
· Area manager side 
1E. What are the main advantages of switching to digital loyalty initiatives?
1F. What are the main disadvantages of switching to digital loyalty initiatives? 


	SECTION 2 – DIGITAL TRANSFORMATION OF LOYALTY AND TRUST


	
2A. How has the digitization of your loyalty program impacted consumer activation/engagement, including in the pre-purchase phase (awareness, consideration)? 

2B. How has the transition or integration of digital technology improved the consumer's customer experience in the purchase phase?

2C. How does digital technology allow you to offer a more personalized experience based on a better understanding of your customers, including in terms of post-purchase support (stimulating not only retention but also advocacy)?

2D. Loyalty and trust. Let's start with a premise that empirical evidence and literature seem to confirm. A truly loyal customer is one who repurchases because they trust the company. 

· Do you agree with this statement in general terms? 
· Based on your experience, how can digital tools applied to loyalty policies help to consolidate and stimulate consumer trust, for example by acting on their COGNITIVE/AFFECTIVE DIMENSION? 
Consequently: how does digitization affect the building and consolidation of trust in: 
a)  Pre-purchase phase (awareness, consideration) 
b)  Purchase phase 
c)  Post-purchase phase (retention, advocacy) 

Given that digital loyalty policies involve a bilateral and continuous exchange of information (at all stages of the consumer journey), how can privacy concerns have a negative impact? How can trust be built so that consumers share their data in order to receive greater value? 
Does digitization help build trust and then loyalty at different stages of the consumer journey? Identify how for each stage (examples). 

2E. How does the application of digitization in loyalty programs strengthen consumer trust with regard to the following profiles: 
· Trust in the brand and its values
· Trust in the company's staff
· Trust in the company's commercial brand
· Trust in the category of products that the company tends to promote and in the industrial brands promoted (win-win)
· Trust in the company promoting the "reward" (win-win-win) 
· Trust in digital tools (apps, digital touchpoints, etc.) 
2F. Has the digital transformation of loyalty created situations of mistrust? 
2G. In your opinion, have the digital tools used created potential imbalances between store and brand loyalty, strengthening one aspect more than the other? Do digital tools create potential win-win and synergistic situations with the industry, both in terms of product sales at the point of sale (or online) and in terms of rewards collected? 


	SECTION 3 - BUSINESS INTELLIGENCE AND PREDICTIVE ANALYSIS FROM DIGITAL DATA FROM LOYALTY


	
3A. What strategic decisions do you make today based on the digital data available from loyalty programs? 

3B. Could you tell us about a specific case where digital data helped you make an important strategic decision?

3C. What data do you use to improve the personalization of long-term loyalty initiatives? What data do you use to improve trust building?

3D. Do you use digital data from loyalty programs to predict future customer behavior? If so, which data and how?

3E. How predictive do you feel your approach to loyalty is today?

3F. When you identify interesting insights, are you able to quickly turn them into concrete actions, communicating and sharing them internally?

3G. What would you need to improve your use of data?



	SECTION 4 - NEW FRONTIERS AND NEW FUTURE DIGITAL DEVELOPMENTS IN LOYALTY

	
4A. Which technologies do you think are most promising today for enhancing trust and loyalty in retail? 

a)  Pre-purchase phase (awareness, consideration) 
b)  Purchase phase 
c)  Post-purchase phase (retention, advocacy) 

4B. Are you exploring innovative technologies in the context of loyalty? (e.g., augmented reality, digital wallets, tokens, NFC, blockchain, etc.)

4C. Are you already using artificial intelligence in your loyalty program? If so, in which areas can it have the greatest impact on loyalty?

4D. Have you already introduced gamification mechanics into your loyalty programs? If so, which ones?

4E. What platforms/tools do you use to implement these gamification mechanisms?

4F. How do consumers react to these more playful dynamics?

4G. Have you already experimented with or are you considering forms of retail media within your loyalty ecosystem (e.g., interactive screens, digital totems, POP point-of-purchase)?

4H. How do you envision the future of digital loyalty over the next 5 years?


CONCLUSION: What are the final takeaways you would like to leave us with? 






Table II. Coding for each verbatim analyzed (Authors’ elaboration)
	N. Informant
	DRIVERS
	STS THEORY
	THEMES
	CATEGORIES
	VERBATIM
	BRIGHT/DARK SIDES

	Informant 1
	Human drivers
	PEOPLE
	Relevance of the human factor and relationships in loyalty
	Threat of staff replacement
	“No, I think that today is the answer to most of the questions on the table, even if there are still few integrations because the fear/threat of job loss remains, which in reality is not the case.”
	Dark

	Informant 1
	Human drivers
	PEOPLE
	Relevance of the human factor and relationships in loyalty
	Lack of emotional and critical intelligence typical of human beings
	“The human brain is always necessary for reading results”
	Dark

	Informant 2
	Human drivers
	PEOPLE
	Relevance of the human factor and relationships in loyalty
	Compensate for staff shortages
	“The first one that comes to mind is artificial intelligence, which could also help with what we were saying before, which is that we don't have people available or practically don't have the time to do certain things.”
	Bright

	Informant 2
	Organizational drivers
	STRUCTURE
	Governance and strategic alignment of loyalty
	Improvement in strategic decision-making
	“Maybe in the future the involvement of artificial intelligence in tools such as CRM could perhaps overcome this problem and therefore give you many inputs and many solutions in a much faster and much faster way.”
	Bright

	Informant 2
	Organizational drivers
	STRUCTURE
	Governance and strategic alignment of loyalty
	Improvement in strategic decision-making
	“Yes, apparently not only for the reading of the results, but precisely for the inputs. Yesterday I heard in this conference the speech on artificial intelligence and that practically absolutely needs input, that is, it has been shown that it crashes if you practically give it inputs to process autonomously and therefore consequently in the end this type of concern is probably also a somewhat vain concern and should simply be a tool that helps us to do everything faster and maybe even better, at least I'm optimistic.”
	Bright

	Informant 2
	Organizational drivers
	CULTURE
	Culture and transformation in loyalty
	Difficulties in accepting AI
	“We say Chat GPT now and I mean on everyone's computers so I think there are those who use it for emails, sometimes some input for some text to be put in communication yes, it can be, but it is not ours, it is not what can be defined as a real use.”
	Dark

	Informant 2
	Human drivers
	PEOPLE
	Customer service and loyalty support
	Faster customer care
	“Al is one, let's say it's one is one, it's one more tool that allows you to manage all the feedback to be given to customer comments faster.”
	Bright

	Informant 2
	Technology drivers
	DATA AND TECHNOLOGY
	Adoption and technological innovation in loyalty
	Long learning curve with respect to technology
	“That yes, let's say in my opinion it is a note, as I said before it facilitates. However, let's say for example in the field of collecting, in the context of real loyalty operations, there is not the use of artificial intelligence at the moment.”
	Dark

	Informant 3
	Organizational drivers
	PROCESSES
	Simplification, automation, and challenges of AI in processes
	Streamlining and acceleration of certain LP processes
	“they have developed an internal version of chat GPT, so in order to be able to use the data within XXX in such a way as not to put them on chat GPT, the use of artificial intelligence as a concrete help tool in everyday work”
	Bright

	Informant 3
	Technology drivers
	DATA AND TECHNOLOGY
	Analysis and enhancement of loyalty data
	Loss of control over data due to AI
	“So in such a way that if you want to start getting familiar with it, the analytical part, don't let the data come out because that's a bit of a downside to those who do it by using it.”
	Dark

	Informant 3
	Technology drivers
	DATA AND TECHNOLOGY
	Adoption and technological innovation in loyalty
	Technological advances and experimentation in the use of AI in loyalty programs
	“There is also a need to integrate artificial intelligence more and more, not only as a local need, therefore of what can happen in Italy, but also as guidelines that the group could provide us, because obviously working as a group it is also easier to obtain new technologies.”
	Bright

	Informant 3
	Motivational drivers
	GOALS
	Personalization and better consumer knowledge
	Customization of LP initiatives
	“Customer data to better leverage personalized offers because a little bit is there, AI has to help for that, then, to try to make more personalized offers.”
	Bright

	Informant 3
	Motivational drivers
	GOALS
	Personalization and better consumer knowledge
	Customization of LP initiatives
	“It is easier for me in terms of programs, loyalty and offers and increasingly targeted, also because the prize then becomes on the catalog you can be there, if I think of the rewards catalog, but on loyalty operations, but they can be short collection. That is, it becomes a bit complex, that is, the model should change, that is, we are because in any case to date they are open to everyone and are not segmented. That is, we decide to run a campaign based on a target that we want to hit”
	Bright

	Informant 4
	Technology drivers
	DATA AND TECHNOLOGY
	Analysis and enhancement of loyalty data
	In-depth and real-time analysis of loyalty data
	“Let's say that at the base of everything there are all data management systems, yes, what I am saying is that certainly in a future perspective all these systems, once you have created your data lake, your database in a future perspective will have to be integrated with artificial intelligence tools that can increasingly analyze or even develop user-driven action plans.”
	Bright

	Informant 4
	Motivational drivers
	GOALS
	Personalization and better consumer knowledge
	Customization of LP initiatives
	“In perspective even more if we want to get to personalization often and willingly thanks to the support of artificial intelligence. And certainly something that will help us in creating a whole truly personalized experience. Trivially, I don't see an operator who starts creating a promotion for each customer, but I see an artificial intelligence that is based on the indications that the operator gives him is able to create all the differentiated promotions.”
	Bright

	Informant 4
	Human drivers
	PEOPLE
	Customer service and loyalty support
	Faster customer care
	“We have done various tests and right now we are using it in the customer listening part, in customer care with a first-level chatbox to respond to the customer's main requests.”
	Bright

	Informant 4
	Human drivers
	PEOPLE
	Customer service and loyalty support
	Automatic recommendation system
	“Virtual assistant who helped you in the construction of maybe your recipe, with time remember me was the helper that you XXX? Exactly, never exactly.”
	Bright

	Informant 4
	Organizational drivers
	PROCESSES
	Operational and logistical management of loyalty programs
	Logistical efficiency of goods and rewards for LP
	“I don't know how developed we are here, the integration of the whole logistics part with artificial intelligence on this honestly I'm not up to date.”
	Bright

	Informant 5
	Organizational drivers
	CULTURE
	Culture and transformation in loyalty
	Difficulties in accepting AI
	“However, artificial intelligence will also be an activity for us to consider that must help us.”
	Dark

	Informant 5
	Motivational drivers
	GOALS
	Data-driven forecasting and optimization
	Better forecasts and predictions
	“Predictions that I think is crazy”
	Bright

	Informant 6
	Organizational drivers
	STRUCTURE
	Governance and strategic alignment of loyalty
	Improvement in strategic decision-making
	“Then all the artificial intelligence tools that are helping us a lot, optimize the work and therefore we are also exploiting them. The important thing is to always be able to read these data in the sense of finding a bit of the key to interpretation and it is something we are working on.”
	Bright

	Informant 6
	Motivational drivers
	GOALS
	Data-driven forecasting and optimization
	Optimization of activities and loyalty initiatives
	“So we certainly started to implement it in almost daily management in the sense of optimizing our management, communication, even internally.”
	Bright

	Informant 6
	Motivational drivers
	GOALS
	Content and communication in loyalty
	Generation of a lot of LP content, including one-to-one
	“All that is then going towards the One to One world rather than seeing our customers as a unicum. Everything that is artificial intelligence can help us. We are already starting to use it.”
	Bright

	Informant 8
	Technology drivers
	DATA AND TECHNOLOGY
	Adoption and technological innovation in loyalty
	High initial investments in adopting AI in loyalty programs
	“So at this moment a company table has started in which we are lining up all the requests, the needs for the use of artificial intelligence and some projects have already started and obviously this collection of needs will serve us to go and define priorities. Because today artificial intelligence is still very expensive. We should go and understand which are the projects that bring me the most results, at what cost? So we're a bit in the early days.”
	Dark

	Informant 8
	Human drivers
	PEOPLE
	Customer service and loyalty support
	Faster customer care
	“We will certainly leverage the field of artificial intelligence throughout the customer care area.”
	Bright

	Informant 8
	Human drivers
	PEOPLE
	Customer service and loyalty support
	Faster customer care
	“And one of the first implementations could be related to the knowledge base. All companies are working on the topic of the knowledge base. Everyone, that is, there is not one who is not doing it. So let's say that it is certainly an issue, to enhance the ticket resolution capacity of our operators, we are working with the aim of loyalty.”
	Bright

	Informant 8
	Human drivers
	PEOPLE
	Customer service and loyalty support
	Faster customer care
	“And we haven't thought about it at this point, but in terms of listening, there is most likely the possibility of implementing CRM solutions. We work with machine learning algorithms, but there is probably an issue related to the cooperative's use of data that could be enhanced through AI agents that make it easily accessible and interpretable, all this stuff here.”
	Bright

	Informant 8
	Organizational drivers
	STRUCTURE
	Governance and strategic alignment of loyalty
	Integrating AI in a consistent way respect corporate strategy
	“However, we have not yet fully considered the matter because this round table has only just begun, and we immediately understood that we need a road map and an overall vision to avoid carrying out the projects in a disjointed manner, also because the projects are truly very challenging.”
	Bright

	Informant 8
	Technology drivers
	DATA AND TECHNOLOGY
	Adoption and technological innovation in loyalty
	High initial investments in adopting AI in loyalty programs
	“We were discussing the possibility of having an AI agent within our search engines, which would be a significant investment, wouldn't it?”
	Dark

	Informant 8
	Technology drivers
	DATA AND TECHNOLOGY
	Adoption and technological innovation in loyalty
	High initial investments in adopting AI in loyalty programs
	“Having a co-pilot that we have for free in our Suite, but for free and therefore very light. If someone decided to implement something like that. These are significant investments for a large company.”
	Dark

	Informant 8
	Organizational drivers
	CULTURE
	Culture and transformation in loyalty
	Need for cultural change to overcome corporate resistance to AI
	“And then there is a whole issue of organizational culture and training that is fundamental when you decide to start implementing AI.”
	Dark

	Informant 9
	Technology drivers
	DATA AND TECHNOLOGY
	Analysis and enhancement of loyalty data
	In-depth and real-time analysis of loyalty data
	“Certainly the analysis of context data, therefore AI, because we have too much internal data, you just need to build an analysis capacity that links the purchase information you need.”
	Bright

	Informant 9
	Organizational drivers
	STRUCTURE
	Complexity and alignment of skills for the use of AI in loyalty programs
	Possible error or poor forecasting due to the business's complexity
	“What is missing, however, is the intersection of what happens to you in the store with everything that comes before and that is around, of context, territorial data, weather, traffic.”
	Dark

	Informant 9
	Organizational drivers
	PROCESSES
	Predictive process management
	Predictive pricing of promotions to encourage loyalty
	“We should be able to use this external data to help us make decisions about assortment, pricing... it is an application of AI in a context and the same thing we are proposing to do on pricing management to suggest the best price within constraints.”
	Bright

	Informant 9
	Organizational drivers
	PROCESSES
	Predictive process management
	Predictive pricing of promotions to encourage loyalty
	“Forecasting where AI gives an important boost. In this I must say that now I am dealing with predictive pricing, predictability of the results of promotions, that is the step we have to take but we have been very focused in recent years on working on the pre-requisites to get to this, no one can get to this without having a basis of planning”
	Bright

	Informant 9
	Motivational drivers
	GOALS
	Personalization and better consumer knowledge
	Customization of LP initiatives
	“There you can also start to customize the proposal”
	Bright

	Informant 10
	Technology drivers
	DATA AND TECHNOLOGY
	Adoption and technological innovation in loyalty
	Long learning curve with respect to technology
	“We are not using it, it will bring a greater impact on any field, so absolutely yes. Loyalty is also an issue on which we are also trying to explore possible applications with our headquarters. Because it is impossible to think of being able to do without it, so absolutely yes, but to date there is nothing concrete and structured.”
	Dark

	Informant 10
	Motivational drivers
	GOALS
	Content and communication in loyalty
	Generation of a lot of LP content, including one-to-one
	“Here we are continuously exploring new marketing automation platforms, there is not one to date that is not based on artificial intelligence, so, trivially, even XXX in the most updated version you have presented us with a way of creating DEM by giving prompts in some cases really simple, with which the DEM is built. In short, the mailing campaign, so I'm talking about a trivial and very simple thing, however, to say that today it is really about any detail rather than the copy of the image e-mail. In short, it is impossible to think that we can do without it.”
	Bright

	Informant 12
	Human drivers
	PEOPLE
	Customer service and loyalty support
	Faster customer care
	“Where we have tried within this App, to go a little to bring together a whole series of elements that can be requested simply by talking about artificial intelligence, where, for example, by uploading the flyer you can ask questions about the points of sale, a whole series of information can now be requested directly on Whatsapp.”
	Bright

	Informant 12
	Human drivers
	PEOPLE
	Customer service and loyalty support
	Faster customer care
	“All the experiments we have done to talk to a chatbot that today is certainly 100% exhaustive, in the sense that today an artificial intelligence chatport is able to respond in an absolutely relevant, absolutely contextual way. There is no longer any technological gap.”
	Bright

	Informant 12
	Human drivers
	PEOPLE
	Relevance of the human factor and relationships in loyalty
	Lack of emotional and critical intelligence typical of human beings
	“Today artificial intelligence is absolutely capable, but it lacks that part of emotionality and for us it is a very, very important point that we would like to keep because it is part of our approach to the customer.”
	Dark

	Informant 12
	Technology drivers
	DATA AND TECHNOLOGY
	Analysis and enhancement of loyalty data
	Data management and data privacy
	“Let's say that privacy is obviously a very, very, very broad discourse.”
	Dark

	Informant 12
	Motivational drivers
	GOALS
	Content and communication in loyalty
	Risk of excessive loyalty communication
	“the people who have rightly decided to unsubscribe because of this overexposure”
	Dark

	Informant 12
	Technology drivers
	DATA AND TECHNOLOGY
	Analysis and enhancement of loyalty data
	Data management and data privacy
	“We process data, we treat them in a certain way. So have a policy, a clear policy”
	Dark

	Informant 12
	Organizational drivers
	STRUCTURE
	Complexity and alignment of skills for the use of AI in loyalty programs
	Possible error or poor forecasting due to the business's complexity
	“So unfortunately little, because in any case the level of variables that must be taken into account to make predictions is still too high. Artificial intelligence will probably be able to give us a hand on this”
	Dark

	Informant 12
	Human drivers
	PEOPLE
	Relevance of the human factor and relationships in loyalty
	Lack of emotional and critical intelligence typical of human beings
	“But there is always a factor that is the thought of a person in our profession is absolutely irreplaceable because with really the variables are many and the most disparate that really come from sensibilities that I hardly think they can be, can be replaced by a machine.”
	Dark

	Informant 12
	Organizational drivers
	STRUCTURE
	Complexity and alignment of skills for the use of AI in loyalty programs
	Possible error or poor forecasting due to the business's complexity
	“The sensitivities, the peculiarities, the characteristics in a company. Then I speak for my company, which is obviously a very branched, very complex company. We operate in very different areas, we operate with stores of completely different metatures, we go from stores, from 800 square meters to 2500 square meters in completely different territories in the city, outside the city, in neighborhoods, in neighborhoods, let's say beautiful in neighborhoods that are more popular. We range by the sea, in the mountains we are everywhere, so it's very complicated to be able to standardize things, isn't it?”
	Dark

	Informant 12
	Human drivers
	PEOPLE
	Relevance of the human factor and relationships in loyalty
	Lack of emotional and critical intelligence typical of human beings
	“It is clear that artificial intelligence will help us, because certainly some of these things can certainly be standardized, even if it will never replace in my opinion precisely these figures of let's say the marketing specialist or the loyalty specialist, figures that in my opinion will never be replaced, but it can improve their work”
	Dark

	Informant 12
	Human drivers
	PEOPLE
	Relevance of the human factor and relationships in loyalty
	Lack of emotional and critical intelligence typical of human beings
	“What once could have been an extraction that had to be done perhaps with a BI tool where you go to put, set, do, remove and so on. Maybe today it can simply be in a conversational way to say Get me out of all the customers who haven't bought a certain product. Here, clearly this is a facilitation but I don't think that we will ever be able to replace it in the part of thought.”
	Dark

	Informant 12
	Technology drivers
	DATA AND TECHNOLOGY
	Analysis and enhancement of loyalty data
	In-depth and real-time analysis of loyalty data
	“Certainly artificial intelligence is the other major macro-area that will certainly be one of development. As I said, there is certainly a whole part of improvement on the internal side, so precisely making a report by talking in a conversational way with an artificial intelligence tool. It is clear that it will obviously improve all operations related to data extractions.”
	Bright

	Informant 12
	Human drivers
	PEOPLE
	Customer service and loyalty support
	Faster customer care
	“And then it is clear that even in this case it will help, as I said before, for example, our customer service to perhaps remove a whole series of questions that may be ordinary.”
	Bright

	Informant 12
	Organizational drivers
	PROCESSES
	Simplification, automation, and challenges of AI in processes
	Automation of loyalty processes
	“Suppliers write to us in customer service to get contacts, etc. Here all these things can be easily replaced by artificial intelligence and we already use it for everything today. As for the promotional engine that gives coupons both on the totem and on Whatsapp. Well, and a basically artificial intelligence tool that started once it started 13 years ago, we were not talking about AI, but we were talking about machine learning. Today we talk about AI, it has evolved in a certain absolute way, certain algorithms a little more sophisticated, but then in the end the basic system is marketing automation, trying to do activities automatically without having to have a person who makes extractions that in this case would obviously be impossible.”
	Bright

	Informant 13
	Human drivers
	PEOPLE
	Customer service and loyalty support
	Faster customer care
	“Because on Whatsapp we have activated artificial intelligence which, having a knowledge base underneath of answers that we have given over time on various media. The same Facebook or Instagram.”
	Bright

	Informant 13
	Human drivers
	PEOPLE
	Customer service and loyalty support
	Faster customer care
	“The service of contacting customers via email, so we have equipped the Whatsapp chatbot with all this knowledged base and it knows exactly what answer to give because it draws on something that we have already written to customers previously. They were more or less always the same, there are many, but they are more or less always the same. It is clear that it was easy for us to put all the answers together and feed them to the bot.”
	Bright

	Informant 13
	Technology drivers
	DATA AND TECHNOLOGY
	Analysis and enhancement of loyalty data
	Data management and data privacy
	“Privacy issue that is fundamental today”
	Dark

	Informant 13
	Technology drivers
	DATA AND TECHNOLOGY
	Analysis and enhancement of loyalty data
	In-depth and real-time analysis of loyalty data
	“But I believe that the artificial intelligence tool is something that above all from this point of view, therefore customer analysis, must be used. At the moment I only see experiments, let's say consolidated, there is nothing done, however, as I said before, since the amount of data is enormous, we need a tool like artificial intelligence, which is absolutely not Excel that compacts the data that reads them, interprets them and clearly returns outputs within the reach of a human being.”
	Bright

	Informant 13
	Technology drivers
	DATA AND TECHNOLOGY
	Analysis and enhancement of loyalty data
	In-depth and real-time analysis of loyalty data
	“Because it is not that artificial intelligence is smarter than a human being, but in fact it is faster, it can analyze a huge amount of data than a human being who would probably do it even in three years and therefore the advantage is precisely to exploit this discovery if we want to put artificial intelligence to the advantage of this type of analysis operation.”
	Bright

	Informant 13
	Human drivers
	PEOPLE
	Customer service and loyalty support
	Faster customer care
	“On conversational marketing, which was one of the things, in the sense, if you compare it with what CRM is, it almost seems like a game, because let's say that a Bot with artificial intelligence, once you have given it a qualified and interesting knowledgebase, is very good at giving the right answers.”
	Bright

	Informant 13
	Organizational drivers
	CULTURE
	Culture and transformation in loyalty
	Need for cultural change to overcome corporate resistance to AI
	“If we had evolved culturally many years ago, surely the amount of data would have created, let's say a little, a brake, others who have succeeded abroad. Well in doing things of this kind, they have dedicated teams, so in doing this, but above all I know for sure that they have also hired companies that do this is for a living, there are today in Italy a company like us or ours, perhaps with artificial intelligence it could take a step a little faster than what is the need of the market.”
	Dark

	Informant 14
	Technology drivers
	DATA AND TECHNOLOGY
	Analysis and enhancement of loyalty data
	Predictive analytics on customer behavior
	“No, no, no, no, because before we were talking about predictive intelligence. No? We too would like to have predictive intelligence for 2026, because XXX sponsors different realities such as XXX rather than XXX and many of XXX's loyalty initiatives are attached. So in 2026, on the occasion of the XXX, for example, we would have hypothesized, together with agencies that follow us on the world of the supply chain also on certain categories and certain brands. An initiative to honor the participation of the football team in the XXX and for this reason, when we talk about prediction, we often talk about prediction in a categorical environment, that is, what will be the best category to do? During the company's seventieth anniversary?”
	Bright

	Informant 14
	Motivational drivers
	GOALS
	Data-driven forecasting and optimization
	Better forecasts and predictions
	“I'm going to like a popular brand more, which means that one should be a bit of a fit.”
	Bright

	Informant 14
	Motivational drivers
	GOALS
	Data-driven forecasting and optimization
	Better forecasts and predictions
	“Now certainly the prediction part speaks a different language”
	Bright

	Informant 16
	Organizational drivers
	PROCESSES
	Operational and logistical management of loyalty programs
	Logistical efficiency of goods and rewards for LP
	“The evolution of artificial intelligence programs to fine-tune assortments at store-by-store level. So I have to design an assortment for the individual shelf, the single store.”
	Bright

	Informant 16
	Motivational drivers
	GOALS
	Personalization and better consumer knowledge
	Better consumer knowledge and segmentation
	“With these additional attributes, I can better cluster stores and design assortments that are tailored to the customer base of that store, not just the catchment area, and not strictly linked to a traditional classification based on available square metres. Historically, retailers usually worked with Chinese boxes or Russian dolls, depending on whether the assortment was small, medium, large, or perhaps even larger. There may be five or six, sometimes seven dimensional clusters. Look at the range between the smallest and largest stores, and at this point, the assortments are concentric, so there is great support. It contains the smallest and so on up to the small.”
	Bright

	Informant 16
	Organizational drivers
	PROCESSES
	Operational and logistical management of loyalty programs
	Logistical efficiency of goods and rewards for LP
	“Clearly, then, the responsibility of defining which items must be present in all shops and therefore in all clusters usually involves a traditional approach based on concepts such as the ABC curve, right? The most important product in terms of sales? I can't let it be missing even in small shops, and so on. Today, with an approach different from the one I mentioned before, this concept can be completely overturned, paving the way for the concept of one-to-one assortment depending on the demand I have in each shop.”
	Bright

	Informant 16
	Human drivers
	PEOPLE
	Customer service and loyalty support
	Faster customer care
	“Then in terms of customer service, also in the sense of course in the management of customer reporting, it has been subject to digitization and also the application of artificial intelligence models for the unsupervised classification of this content.”
	Bright

	Informant 16
	Organizational drivers
	PROCESSES
	Predictive process management
	Better prediction and management of churn
	“Text clouds, the fact that they must be analyzed and can also be used as risk indicators, i.e. risk signals in abandonment prediction models.”
	Bright

	Informant 16
	Organizational drivers
	PROCESSES
	Predictive process management
	Better prediction and management of churn
	“The so-called churn are statistical models that try to predict abandonment, intercepting the signals of abandonment by the customer, thus being able to interact and also being able to enrich in these models that are very much based on behavior, spending, frequency. But today, clearly, spending and frequency are the fundamental variables to keep the customer base under control, however, being able to intercept signals also or in the world of social media, for example, given the difficulty of tracing back to the customer, however, you can still have signals from what is the customer's own statement.”
	Bright

	Informant 16
	Organizational drivers
	PROCESSES
	Predictive process management
	Better prediction and management of churn
	“Even complaints that used to be the classic piece of paper left in the store hole, now largely a phone call or email, so in fact this content feeds into a database of text that is perfect for analysis by AI models that classify risk signals that ideally integrate them within churn abandonment programs”
	Bright

	Informant 16
	Organizational drivers
	PROCESSES
	Operational and logistical management of loyalty programs
	Logistical efficiency of goods and rewards for LP
	“On assortment selection to go and list a product to make sure that the efficiency of the shelf improves, so in fact there is a growing application of artificial intelligence there too.”
	Bright

	Informant 16
	Organizational drivers
	PROCESSES
	Operational and logistical management of loyalty programs
	Logistical efficiency of goods and rewards for LP
	“After that we have situations, for example related to the reorganization, right? An example is fresh bread, we have a very very extensive network of bakeries, in many shops, almost all XXX. There's a bakery that makes bread, so you need to plan how much flour, for example, you need for each day and each oven and each one let's say, meet the demand of the customers of those stores. Here, too, a predictive model was applied that made it possible to save several quintals of flour every week. So applications of this type are multiplying and they are a bit in all areas of the company.”
	Bright

	Informant 16
	Organizational drivers
	PROCESSES
	Operational and logistical management of loyalty programs
	Avoid product waste
	“Reduced stock-outs on the shelf a little and therefore if you have the ability to predict the correct quantities you need in each store for every day a week. At this point, space and stock planning is carried out that is able to cover peaks in demand, but also at the same time to optimize, i.e. to avoid overinvesting in stock. Why is this? If we are talking, for example, about very fresh products, excessive storage then leads to a huge waste of products that must be thrown away. In the case of fruit and vegetables it is very, it is very frequent and now the growing use of these models is making it possible to reduce; therefore, to be greener from the point of view of waste as well.”
	Bright

	Informant 16
	Organizational drivers
	PROCESSES
	Operational and logistical management of loyalty programs
	Avoid product waste
	“Of waste reduction, for example with promotions that arise last minute on a product that is expiring, which at that point the store assigns it a sticker and basically there is an anti-waste promotion. Let's say that they are all solutions that go in the field of efficiency, but they also have a strong CSR connotation.”
	Bright

	Informant 16
	Technology drivers
	DATA AND TECHNOLOGY
	Adoption and technological innovation in loyalty
	Long learning curve with respect to technology
	“Rancically the frontier is still a bit to be explored from the point of view of the potential areas of use of artificial intelligence models”
	Dark

	Informant 16
	Motivational drivers
	GOALS
	Content and communication in loyalty
	Generation of a lot of LP content, including one-to-one
	“Thinking, for example, of generative artificial intelligence, it is the potential for efficiency, when for example or we are talking about the legal department no, which is not the first thing we think of. But there we have a lot of textual text documents, a lot of textual material and the optimization of these documents rather than the same goes for the commercial contracts we have in the company, therefore, on the purchasing function, which has a lot of contracts to manage. Here, there is believed to be a potential for efficiency in the application of models such as Chat GPT and the like, and we are now starting to experiment with the one on that side.”
	Bright

	Informant 16
	Technology drivers
	DATA AND TECHNOLOGY
	Relevance of the human factor and relationships in loyalty
	Technological advances and experimentation in the use of AI in loyalty programs
	“So for that type of use, will it take some time to understand the potential and figure out how far we can go in experimenting with this type of approach?”
	Dark

	Informant 16
	Organizational drivers
	PROCESSES
	Simplification, automation, and challenges of AI in processes
	Streamlining and acceleration of certain LP processes
	“Clearly, these are not areas where one typically thinks of marketing, sales, or business. In reality, we are seeing that some areas of use for Chat GPT are precisely offices, i.e., with a focus on efficiency, dissemination of contracts, and finding areas of efficiency in commercial contracts, for example, by comparing them all with each other.”
	Bright

	Informant 16
	Technology drivers
	DATA AND TECHNOLOGY
	Analysis and enhancement of loyalty data
	Loss of control over data due to AI
	“This, of course, is posing a problem of designing defined clouds to prevent our contracts from ending up as happened at the beginning with Amazon, they had ended up on the net. The models had also been trained with confidential information from Amazon and so a bit of a problem happened so this led us to have relationships with open Eye. No, rather than reevaluations with others, even with Microsoft, a reflection table has been opened in this sense, in which the single specific area of use accesses a cloud designed ad hoc and what happens within that cloud at the contractual level is ensured that it will not feed the so-called generalized model of the various Chat GPT etcetera etcetera is a new matter so it is a bit all to be understood.”
	Dark

	Informant 16
	Technology drivers
	DATA AND TECHNOLOGY
	Adoption and technological innovation in loyalty
	Long learning curve with respect to technology
	“Where will this important approach take us? Practice. And well, we haven't yet reached the point where maybe someone dreams and says I need fewer people, so can I save labor? We are not there yet, it will take time.”
	Dark

	Informant 16
	Organizational drivers
	PROCESSES
	Simplification, automation, and challenges of AI in processes
	Difficulties in implementing AI at different organizational levels 
	“It is conceivable that each company function does not deal with this thing, that is, everyone must think about how to integrate it within their work, so it is not a matter of having only the team of super experts in machine learning, the areas of demand are always greater, but even in the context of an apparently let's say secretarial job, even there you believe that there is a productivity potential to be seized and it is a matter of experimenting, to understand how to do it.”
	Dark

	Informant 18
	Technology drivers
	DATA AND TECHNOLOGY
	Analysis and enhancement of loyalty data
	In-depth and real-time analysis of loyalty data
	“And then we are certainly in the experimentation phase or at least we are already experimenting and testing different approaches in terms of artificial intelligence. As for the part of data collection and analysis.”
	Bright

	Informant 18
	Motivational drivers
	GOALS
	Content and communication in loyalty
	Generation of a lot of LP content, including one-to-one
	“Probably on the communication part, that is, perhaps going to integrate models, including content creation, would allow us to further optimize and probably make even faster the descent of communication towards customers when we go towards One to One communication or in any case communication on very very small segments. And that's also a part that I know our content team is exploring anyway.”
	Bright

	Informant 18
	Motivational drivers
	GOALS
	Content and communication in loyalty
	Generation of a lot of LP content, including one-to-one
	“Here, then, is also the creation of content which then goes hand in hand with the issue of loyalty, because obviously, beyond any strategy, loyalty must then be communicated and must be clear to the customer and relevant; So, that could be a further implementation or workspace at least.”
	Bright

	Informant 18
	Motivational drivers
	GOALS
	Personalization and better consumer knowledge
	Customization of LP initiatives
	“And also the creation of personalized content that, perhaps by giving a reference, can then be declined, that is, quickly. We say it's not mine, it's not my field, but I know it's still an area we're exploring.”
	Bright

	Informant 20
	Motivational drivers
	GOALS
	Data-driven forecasting and optimization
	Better forecasts and predictions
	“Loyalty will be guided by increasingly refined predictive algorithms, capable of: intercepting customer needs even before they are explicitly expressed”
	Bright

	Informant 20
	Motivational drivers
	GOALS
	Personalization and better consumer knowledge
	Customization of LP initiatives
	“Offer offers, content and rewards tailored to behaviour, interests and context”
	Bright

	Informant 21
	Motivational drivers
	GOALS
	Personalization and better consumer knowledge
	Customization of LP initiatives
	“Conversational AI is very interesting, the conversation. I imagine it everywhere, obviously we can't have the conversation one to one and luckily there are so many customers who need to talk to XX.”
	Bright

	Informant 21
	Motivational drivers
	GOALS
	Data-driven forecasting and optimization
	Algorithmic bias
	“Many use them but I don't agree with loyalty because there is still too much bias on the level of training, what this data generates, something generated with bias and therefore can affect their use.”
	Dark

	Informant 21
	Motivational drivers
	GOALS
	Data-driven forecasting and optimization
	Algorithmic bias
	“What do these data generate? Something generated with bias, which can therefore influence their use.”
	Dark

	Informant 22
	Organizational drivers
	CULTURE
	Culture and transformation in loyalty
	Difficulties in accepting AI
	“I use chat GPT and Gemini quite often for our communication, even internally, you don't want to use WhatsApp within the company to communicate because it is considered a distracting tool.”
	Dark

	Informant 23
	Technology drivers
	DATA AND TECHNOLOGY
	Analysis and enhancement of loyalty data
	In-depth and real-time analysis of loyalty data
	“AI for everything related to data analysis is fundamental”
	Bright

	Informant 23
	Technology drivers
	DATA AND TECHNOLOGY
	Analysis and enhancement of loyalty data
	In-depth and real-time analysis of loyalty data
	“To predict the customer's next purchase would be very useful. Know that based on his previous purchases, his tastes predict that this new release would be appreciated by the customer.”
	Bright

	Informant 23
	Technology drivers
	DATA AND TECHNOLOGY
	Analysis and enhancement of loyalty data
	Predictive analytics on customer behavior
	“It takes 2 months before understanding that a customer is no longer my customer and instead being able to intercept him earlier would certainly help. We certainly have the opportunity to correctly analyze the assortment and therefore to propose it in point of sale, I speak of science fiction because in many cases I have heard of real-time replenishment, stock management. In a context like that of the bookstore, where even making an inventory costs a lot of time, having these technologies that lower these costs would be ideal”
	Bright

	Informant 23
	Technology drivers
	DATA AND TECHNOLOGY
	Adoption and technological innovation in loyalty
	High initial investments in adopting AI in loyalty programs
	“At the moment we have not seen technologies with ablar costs”
	Dark

	Informant 23
	Motivational drivers
	GOALS
	Data-driven forecasting and optimization
	Better forecasts and predictions
	“Predicting the time of day when the consumer opens the mail, we use this to send the email at the times when the customer usually looks at the email. There are features that allow you to predict customer engagement and therefore to the customer who does not open the email we send the SMS so they are features within existing sales forces”
	Bright

	Informant 24
	Motivational drivers
	GOALS
	Personalization and better consumer knowledge
	Customization of LP initiatives
	“It is possible to arrive at a customization detail that human intelligence cannot reach, on the personalization of the offer, AI would certainly help, AI can allow you to exponentially multiply personalized communications for thousands of customers.”
	Bright

	Informant 24
	Technology drivers
	DATA AND TECHNOLOGY
	Analysis and enhancement of loyalty data
	In-depth and real-time analysis of loyalty data
	“AI can give me a view of the patient's historicization.”
	Bright

	Informant 24
	Motivational drivers
	GOALS
	Content and communication in loyalty
	Generation of a lot of LP content, including one-to-one
	“we use it as generative content AI”
	Bright

	Informant 24
	Motivational drivers
	GOALS
	Personalization and better consumer knowledge
	Better consumer knowledge and segmentation
	“AI applied for greater targeting”
	Bright

	Informant 25
	Human drivers
	PEOPLE
	Customer service and loyalty support
	Automatic recommendation system
	“In my opinion, artificial intelligence also finds its natural environment under the world of recommendation because it can still exploit all the data collected in a very, very simple and efficient way, so recommendation engines will probably come out, a lot of it will come out and with the integration of artificial intelligence, as well as customer support, it will evolve.”
	Bright

	Informant 25
	Human drivers
	PEOPLE
	Relevance of the human factor and relationships in loyalty
	Strength of human relationships with staff in certain areas of business
	“In this sense, I am one who is against the use of artificial intelligence to respond to the customer, because in any case there must be a human face towards the management of the relationship with the customer, because this is also an issue of trust.”
	Dark

	Informant 25
	Human drivers
	PEOPLE
	Relevance of the human factor and relationships in loyalty
	Strength of human relationships with staff in certain areas of business
	“To know that a robot gives me an answer that does not even satisfy me, when I ask you a very particular question, can it be frustrating for the customer? So I am also responsible for customer care and I want this to maintain a human face.”
	Dark

	Informant 25
	Organizational drivers
	PROCESSES
	Simplification, automation, and challenges of AI in processes
	Automation of loyalty processes
	“However, artificial intelligence for me must be a vehicle of help for the operator to facilitate his work, all that operation, perhaps manual categorization of the ticket. Here, all this is an artificial intelligence that improves the work of the customer and the operator.”
	Bright

	Informant 25
	Human drivers
	PEOPLE
	Customer service and loyalty support
	Automatic recommendation system
	“On the recommendation, precisely of coupons of promotions, we have said it, as well as if I have to think about a future implementation of the world of recipes that are often closely linked to the world of large-scale distribution. In the future, a recommendation on what you could make yourself to eat with what you have in the fridge, rather than with what you have already bought tomorrow, tomorrow, understood as tomorrow, could be simple. A few years ago we had made such an attempt, but imagine that I have to fill in a file with the carrot code then connected to a database where there are all the products with carrots and then maybe the buyer inserts me in a new carrot and I don't have that code, so you don't receive. That is, it is all a manual thing that instead opens up a world with artificial intelligence.”
	Bright

	Informant 25
	Motivational drivers
	GOALS
	Personalization and better consumer knowledge
	Customization of LP initiatives
	“So the new flyer comes out and I propose the ones chosen for you based on an algorithm that has calculated on the basis of the list of 250 products on offer”
	Bright

	Informant 25
	Organizational drivers
	STRUCTURE
	Governance and strategic alignment of loyalty
	Improvement in strategic decision-making
	“It could help us in artificial intelligence and have greater speed in obtaining results and being able to make decisions because to date I don't have, I don't have the visibility of how that activity went even in terms not only of CTR of the newsletters, but also, just as the user then converted, gave you a point, bought you the ricotta I suggested.”
	Bright

	Informant 25
	Technology drivers
	DATA AND TECHNOLOGY
	Analysis and enhancement of loyalty data
	Data management and data privacy
	“culture of data that is something that is enabling and sometimes we see with respect to the internal customer also blocking”
	Dark

	Informant 26
	Organizational drivers
	CULTURE
	Ethics and responsibility in loyalty
	Ethical concerns
	“Future also a part of ethical management if you want of the data of artificial intelligence of even before we were talking about customer service, whether digital or let's say in person, are issues that in my opinion will require that is, companies, in my opinion they are really called to act with a sense of responsibility on this thing, because as in the sense are,  We are in fact the ones who have the know-how and who therefore can also see the impacts, the consequences, the opportunities behind this, the user is often not so aware. I often talk about XXX, although I work on social media every day, I myself sometimes feel brought into dynamics, that is, which I realize later, but in the moment I am absorbed by this; So, let's imagine people who do something completely different in life how overexposed they are. That's to all this and today it's inevitable, so the sense is to find a way to live with it well.”
	Dark

	Informant 27
	Technology drivers
	DATA AND TECHNOLOGY
	Analysis and enhancement of loyalty data
	Data management and data privacy
	“Obviously we rely on third-party providers. We need to understand the GDPR side on the privacy side, how risky is it to do so?”
	Dark

	Informant 27
	Organizational drivers
	CULTURE
	Ethics and responsibility in loyalty
	Ethical concerns
	“I don't even go into the subject, how ethical or not it is to do it.”
	Dark

	Informant 28
	Motivational drivers
	GOALS
	Content and communication in loyalty
	Generation of a lot of LP content, including one-to-one
	“The first approach with artificial intelligence I would do is in this field, we have so many other areas from content creation”
	Bright

	Informant 28
	Motivational drivers
	GOALS
	Data-driven forecasting and optimization
	Optimization of activities and loyalty initiatives
	“data analysis”
	Bright

	Informant 28
	Organizational drivers
	PROCESSES
	Operational and logistical management of loyalty programs
	Logistical efficiency of goods and rewards for LP
	“The efficiency of the shutdown of warehouses, billions of areas where I can perhaps already see the most ready and adapted technology.”
	Bright

	Informant 28
	Organizational drivers
	CULTURE
	Culture and transformation in loyalty
	Difficulties in accepting AI
	“I don't see saying right now I haven't seen anything yet that convinced me that by saying we begin to understand what, how to apply it to our field as well, right now here.”
	Dark

	Informant 28
	Organizational drivers
	CULTURE
	Culture and transformation in loyalty
	Difficulties in accepting AI
	“But if I have to talk about artificial intelligence, I see it more useful in other parts than here.”
	Dark

	Informant 29
	Organizational drivers
	PROCESSES
	Predictive process management
	Better prediction and management of churn
	“We already have automation marketing in place that works by analyzing customer behavior and we have an algorithm inserted that provides that, for example, when the frequency begins to decrease and no longer buy types of product, a system like it's been a while since I saw you, I'll give you a discount coupon,  So we have a system to try to prevent the customer from abandoning us or starting, let's say, to incentivize him to return to his frequency and make him return to being a regular standard customer.”
	Bright

	Informant 29
	Motivational drivers
	GOALS
	Data-driven forecasting and optimization
	Better forecasts and predictions
	“In the sense that even there there is such a construction that, based on his purchases, we could therefore begin to understand which one could be interesting and say it in advance”
	Bright

	Informant 29
	Organizational drivers
	CULTURE
	Culture and transformation in loyalty
	Difficulties in accepting AI
	“It will certainly help, I don't see it yet. I don't see it yet, I don't know if it's my limitation or because the company has not yet put us in a position to see the opportunities. Surely someone has already advanced in this sense.”
	Dark

	Informant 29
	Technology drivers
	DATA AND TECHNOLOGY
	Adoption and technological innovation in loyalty
	Long learning curve with respect to technology
	“In short, they are projects that occupy, that is, there is a beautiful planning behind these things. So to date I don't see it. We don't see ourselves so ready yet in this thing here. Then, the moment it's clear, they probably accelerate right now.”
	Dark

	Informant 29
	Organizational drivers
	CULTURE
	Culture and transformation in loyalty
	Need for cultural change to overcome corporate resistance to AI
	“No and no and I'll tell you internally. In fact, there is still no authorization to be able to use it assiduously, every now and then someone uses it independently to help themselves make some faster tables. I pull out some more data, but it is not inside our systems, to date, as a tool.”
	Dark

	Informant 30
	Motivational drivers
	GOALS
	Content and communication in loyalty
	Risk of excessive loyalty communication
	“We must also put limits between what is the overload of personalization, pushed messages”
	Dark

	Informant 30
	Organizational drivers
	PROCESSES
	Simplification, automation, and challenges of AI in processes
	Difficulties in implementing AI at different organizational levels 
	“These data and then from time to time they try to do this type of analysis. We do not have a system, paradoxically, very structured, sophisticated, already assisted by artificial intelligence. No, it's still quite homely, alas. Download Excel.”
	Dark

	Informant 30
	Technology drivers
	DATA AND TECHNOLOGY
	Analysis and enhancement of loyalty data
	In-depth and real-time analysis of loyalty data
	“But actually I believe so much in the potential that an argument like this has to handle large amounts of data, complex data and make it do it anyway by humans, certainly it takes time and exposes you to errors. There are a whole series of aspects that probably in this case by setting up an artificial intelligence in the correct way could help us, it could be more precise, faster and also give us new interpretations.”
	Bright

	Informant 30
	Organizational drivers
	PROCESSES
	Simplification, automation, and challenges of AI in processes
	Difficulties in implementing AI at different organizational levels 
	“Yes, that is, then not in a structured way, I would say in the sense that we have projects in progress, we have installed it on our company PCs, we have GPT chat specifically installed on our company PCs we are still in a somewhat interlocutory phase where we ourselves are also somewhat understanding how to integrate it into daily working life and do it in the way, As if to say, evolutionary and not conservative, that it is always a bit difficult, isn't it?”
	Dark

	Informant 30
	Organizational drivers
	PROCESSES
	Simplification, automation, and challenges of AI in processes
	Difficulties in implementing AI at different organizational levels 
	“That is, I have this anecdote that gives the idea: an old boss of mine some time ago made me check the sums on Excel and made me check them with the calculator fearing that Excel would make a mistake. Today the risk I see with artificial intelligence is a bit of doing this kind of thing here, that is, wanting to remain anchored to what we know how to do and have artificial intelligence do it. PowerPoint presentation but a little more beautiful, however, the tool is always the PowerPoint presentation, always done like this, always as we are used to doing it and that is, it should not be what artificial intelligence is for, so in my opinion now we also need to do a little training, work on cultural change to make it grasp it in the best possible way”
	Dark

	Informant 30
	Human drivers
	PEOPLE
	Relevance of the human factor and relationships in loyalty
	Threat of staff replacement
	“To have ways of not making anyone feel threatened, because then this is another issue, isn't it? Sensitive that people may also feel threatened in their workplace, but instead understand how to be a version of ourselves, empowered thanks to artificial intelligence. So we are still in a phase that I would call exploratory.”
	Dark

	Informant 31
	Technology drivers
	DATA AND TECHNOLOGY
	Analysis and enhancement of loyalty data
	Predictive analytics on customer behavior
	“AI that hears what the client says, becomes so predictive that it understands hidden symptoms, adherence to therapy.”
	Bright

	Informant 32
	Technology drivers
	DATA AND TECHNOLOGY
	Analysis and enhancement of loyalty data
	Predictive analytics on customer behavior
	“Yes, the challenge here is artificial intelligence, what role does it want to play? No, so we are trying to move from transactional data based on transitions to predictive data. The digital flyer is therefore based on the use of the artificial intelligence algorithm which therefore has a predictive value.”
	Bright

	Informant 32
	Technology drivers
	DATA AND TECHNOLOGY
	Analysis and enhancement of loyalty data
	In-depth and real-time analysis of loyalty data
	“And I tell you that at the moment it is a prototype challenge, but it absolutely allows us to use another three-dimensionality to the data and to use the data in a more in-depth way.”
	Bright

	Informant 32
	Motivational drivers
	GOALS
	Personalization and better consumer knowledge
	Customization of LP initiatives
	“And it's key to the hyper-personalization that is increasingly taking hold in all industries.”
	Bright

	Informant 32
	Motivational drivers
	GOALS
	Data-driven forecasting and optimization
	Better forecasts and predictions
	“For me, technology is never the end, it is only the means, so technology will solve the problem of forecasting, it will solve some aspects of proximity, of the ease of entering into correlation, we will have ease, we will largely abandon the transactional data and we will therefore rely on the behavioral aspects; So, I think this will soon be in everyone's ropes, so also in the concepts of loyalty.”
	Bright

	Informant 32
	Motivational drivers
	GOALS
	Personalization and better consumer knowledge
	Better consumer knowledge and segmentation
	“If we don't forget that in the end these are means, but what will make the difference will always be the here, that is, the relevance for the customer. He then if I use AI he doesn't give a damn, but if I intercept his insight, his need that is increasingly unique and he wants the expense, from 08:30 to 08:45 on the third floor delivered. That's where we'll be able to win more than the vehicle. The vehicle is a machine that takes me from one place to the other, but you win the battle on the relevance of the service and the product.”
	Bright

	Informant 32
	Human drivers
	PEOPLE
	Customer service and loyalty support
	Faster customer care
	“Yes, yes, yes, I told her. The digitized flyer is very present, consumer service that I have, it is present and therefore in these two there is”
	Bright

	Informant 32
	Organizational drivers
	PROCESSES
	Simplification, automation, and challenges of AI in processes
	Difficulties in implementing AI at different organizational levels
	“Some challenges on the freight side, therefore on the reorganization and assortment”
	Dark

	Informant 32
	Technology drivers
	DATA AND TECHNOLOGY
	Adoption and technological innovation in loyalty
	Technological advances and experimentation in the use of AI in loyalty programs
	“Learning curve that grows and continues”
	Dark

	Informant 33
	Human drivers
	PEOPLE
	Relevance of the human factor and relationships in loyalty
	Strength of human relationships with staff in certain areas of business
	“We are in the digital age in which we talk about artificial intelligence, we talk about media and strong digitization and this cannot be ignored. But there are two factors in my view, at the base of the pyramid, which are very important, which are human capital.”
	Dark

	Informant 33
	Organizational drivers
	PROCESSES
	Simplification, automation, and challenges of AI in processes
	Difficulties in implementing AI at different organizational levels 
	“So? We are certainly in a period of evolution, right? And this evolution will push even more in the next 3-5 years what will help so much in my opinion in these years will be the proof of artificial intelligence in supporting loyalty. Let's say that now artificial intelligence is also used by us, but it must become more performing, it must become more evolved in this path of loyalty.”
	Dark

	Informant 33
	Technology drivers
	DATA AND TECHNOLOGY
	Adoption and technological innovation in loyalty
	Technological advances and experimentation in the use of AI in loyalty programs
	“I believe that these 3-5 years will give us, especially within the customer journey, in the evolutionary path of data and in the support through technologies such as artificial intelligence and retail media will give us further development, without a doubt.”
	Bright

	Informant 33
	Organizational drivers
	STRUCTURE
	Governance and strategic alignment of loyalty
	Integrating AI in a consistent way respect corporate strategy
	“There must be the different facets of technologies that are seen in a univocal way in order to be a support to the strategy, that in my opinion is the biggest challenge, isn't it? That is, not to take artificial intelligence and full stop, but to integrate it within digitization and business strategy. So I wouldn't define one thing, I would define more the vision, that is, the overall vision to push the strategy to be supported even more by digital channels.”
	Bright

	Informant 33
	Organizational drivers
	PROCESSES
	Operational and logistical management of loyalty programs
	Logistical efficiency of goods and rewards for LP
	“Yes, we are using it and we are having very positive experiences regardless of loyalty, in my opinion there are two factors in which artificial intelligence can help in companies, certainly in the supply chain”
	Bright

	Informant 33
	Technology drivers
	DATA AND TECHNOLOGY
	Analysis and enhancement of loyalty data
	In-depth and real-time analysis of loyalty data
	“In my opinion, there are two factors in which artificial intelligence can help companies .... In data processing, so let's take the second point, data processing.”
	Bright

	Informant 33
	Organizational drivers
	PROCESSES
	Simplification, automation, and challenges of AI in processes
	Streamlining and acceleration of certain LP processes
	“It is clear that data processing also helps loyalty, because if you have faster data processing that you have in the company or acquire your apps, you are also faster at defining certain processes and you waste less time in a very pragmatic way from a loyalty point of view, because if you have data that artificial intelligence can conglomerate and analyze, it is clear that it is much easier even also be faster and in certain and certain points of view, so for loyalty I believe that the artificial intelligence behind it will be very much of a help for data processing”
	Bright

	Informant 33
	Technology drivers
	DATA AND TECHNOLOGY
	Adoption and technological innovation in loyalty
	Technological advances and experimentation in the use of AI in loyalty programs
	“Certainly certain software dynamics, if we want to see certain programs also of gamification, there will no longer be the creator but there will be an artificial intelligence that will develop certain contexts in a simpler and faster way.”
	Bright

	Informant 34
	Motivational drivers
	GOALS
	Content and communication in loyalty
	Generation of a lot of LP content, including one-to-one
	“Sooner or later, AI will help us from a content point of view”
	Bright

	Informant 34
	Motivational drivers
	GOALS
	Personalization and better consumer knowledge
	Better consumer knowledge and segmentation
	“Segmentation, ultra customer segmentation we use digital wallets, disrupting doesn't come to me at the moment.”
	Bright

	Informant 35
	Technology drivers
	DATA AND TECHNOLOGY
	Analysis and enhancement of loyalty data
	Data management and data privacy
	“nfortunately, there is still the collection of consensus”
	Dark

	Informant 35
	Motivational drivers
	GOALS
	Content and communication in loyalty
	Risk of excessive loyalty communication
	“It's always something that many unfortunately see as something that exposes them to spam... We are all now targeted by spam dozens of phone calls a day. This, in my opinion, is the greatest risk we can.”
	Dark

	Informant 35
	Technology drivers
	DATA AND TECHNOLOGY
	Adoption and technological innovation in loyalty
	Technological advances and experimentation in the use of AI in loyalty programs
	“Then there is the issue of the ability to exploit all the potential that data offers you, which is still an issue on which you can make many, many, many steps forward.”
	Bright

	Informant 35
	Organizational drivers
	STRUCTURE
	Governance and strategic alignment of loyalty
	Integrating AI in a consistent way respect corporate strategy
	“I don't think anyone will have the opportunity in the next 3-5 years to invent things, to kill the market from the point of view of content, I see it from the point of view of tools, because if someone has the ability to use, for example, artificial intelligence, in a deactivated way, in the sense that that is so well compared to others who are further behind. This will probably become a competitive factor, perhaps even disruptive”
	Bright

	Informant 35
	Organizational drivers
	STRUCTURE
	Governance and strategic alignment of loyalty
	Integrating AI in a consistent way respect corporate strategy
	“I think values will still play a role, right?”
	Bright

	Informant 35
	Human drivers
	PEOPLE
	Relevance of the human factor and relationships in loyalty
	Strength of human relationships with staff in certain areas of business
	“I don't think the two things can exclude one another, no, but both will still have to be present.”
	Dark

	Informant 35
	Technology drivers
	DATA AND TECHNOLOGY
	Adoption and technological innovation in loyalty
	Long learning curve with respect to technology
	“Let's say, we're moving in that direction, we're not there yet, we're going down the road.”
	Dark

	Informant 35
	Organizational drivers
	PROCESSES
	Operational and logistical management of loyalty programs
	Logistical efficiency of goods and rewards for LP
	“In the sense yes, the goal is that, it's a part of logistics, the part the first part is that of logistics and we've been working on it for a while now.”
	Bright

	Informant 36
	Organizational drivers
	PROCESSES
	Predictive process management
	Predictive pricing of promotions to encourage loyalty
	“That is, the possibility of being able to understand through AI what is sold more or less within those pharmacies, also observing consumer behavior, also leveraging the price, because the idea is to combine an activity with what can be, for example, the use of electronic labels.
Another chapter opens, we don't have electronic labels, we have just installed them in the central pharmacy of XX, which is our largest pharmacy we have and we should do it in 10 other pharmacies. But here is this, to give you an idea, also of technological advancement, it is clear that when we also have this type of tool that we can connect to an artificial intelligence that helps us understand how to differentiate the price lever as well. Then we can get more information there that can then also be used in loyalty programs. Right now we don't have them, so tomorrow it could help us.”
	Bright

	Informant 36
	Motivational drivers
	GOALS
	Personalization and better consumer knowledge
	Better consumer knowledge and segmentation
	“So the positive aspects is that technology is certainly making crazy strides forward and therefore the introduction of artificial intelligence will help us do beautiful things, intercept needs, communicate differently, analyze data in a different way.”
	Bright

	Informant 36
	Human drivers
	PEOPLE
	Relevance of the human factor and relationships in loyalty
	Compensate for staff shortages
	“We are facing this right now and this becomes important because if the problem of personnel continues to exist, then the fact of introducing digital tools and having consumers who need patients a little less let's define them as having a little less need to always be inside the same pharmacy. To always have that type of consultation reference, but you are more inclined to use different channels of interlocution as well. This could also help us to heal a problem that we have in fact in stores today.”
	Bright

	Informant 37
	Motivational drivers
	GOALS
	Content and communication in loyalty
	Generation of a lot of LP content, including one-to-one
	“Advantage in content production can certainly give, can lend a hand”
	Bright

	Informant 37
	Motivational drivers
	GOALS
	Personalization and better consumer knowledge
	Customization of LP initiatives
	“All customization logics”
	Bright

	Informant 37
	Human drivers
	PEOPLE
	Customer service and loyalty support
	Automatic recommendation system
	“AI engines that study the shopping basket to propose favorite items and so clearly we have models to do this type of activity.”
	Bright

	Informant 38
	Human drivers
	PEOPLE
	Relevance of the human factor and relationships in loyalty
	Lack of emotional and critical intelligence typical of human beings
	“Predictive models come from artificial intelligence therefore from the use of systems that somehow also put neural networks inside that make you put in a behavior that you self-learn if you don't want to make mistakes, here I have to be honest, you have to take them as a semi-finished product, after which the professionalism of the people who take those results goes there,  they rework and project them.”
	Dark

	Informant 38
	Human drivers
	PEOPLE
	Relevance of the human factor and relationships in loyalty
	Lack of emotional and critical intelligence typical of human beings
	“That is, to combine the tools, to unite things, because if I have a semi-finished product I avoid doing a whole series of things that waste my time and I can use the time to create added value which is human intelligence to use these semi-processed and then do all the subsequent reasoning. It doesn't seem to me at least that there are still things that can replace human activity.”
	Dark

	Informant 38
	Organizational drivers
	STRUCTURE
	Complexity and alignment of skills for the use of AI in loyalty programs
	Error resulting from poor learning or approximation
	“I think artificial intelligence could undergo significant development and provide an important stimulus if we manage to train it, checking it as we go along and learning, so to speak, from its mistakes. So I think there could be scope for new and increasingly effective tools, so to speak.”
	Dark

	Informant 38
	Organizational drivers
	CULTURE
	Culture and transformation in loyalty
	Learning and training requirements
	“I think that's the key point: the tool must learn, and then its level of learning must be verified and recalibrated from time to time through successive approximations.”
	Bright

	Informant 38
	Organizational drivers
	CULTURE
	Ethics and responsibility in loyalty
	Ethical concerns
	“If we follow strongly, it seems to me that we will go in this direction. If this line is followed, I think it will then have important developments and also give tools that are also easy to use. Then there are the ethical aspects, but that's another matter entirely”
	Dark

	Informant 38
	Organizational drivers
	STRUCTURE
	Complexity and alignment of skills for the use of AI in loyalty programs
	Error resulting from poor learning or approximation
	“But we will then have to be careful, because if artificial intelligence self-learns in the end they will all become good, right? So if I have to do what do I know? A stock market speculation, if we all think in the same way, we will all do the same thing and therefore we do not earn anyone... There will no longer be the diversification of different human minds. And that's kind of the big risk I see.”
	Dark

	Informant 38
	Organizational drivers
	CULTURE
	Culture and transformation in loyalty
	Learning and training requirements
	“Let's say that today artificial intelligence also plays a role with respect to the input data that is entered. No? Within the system, therefore, it is very often said that the difference is made by the quality of the question, rather than the quality of the answer. No, so knowing how to train artificial intelligence by asking the right questions, if we talk about generative artificial intelligence and in this case that is an element that can still be considered a differentiating factor with respect to the output that is then generated.”
	Bright

	Informant 39
	Organizational drivers
	STRUCTURE
	Complexity and alignment of skills for the use of AI in loyalty programs
	Possible error or poor forecasting due to the business's complexity
	“We feel predictive just right because today there are many tools that are looking out in quotes at these issues related to artificial intelligence topics, etcetera etcetera.
However, that is, in our business it is very complex, at least this is what I think, this is what we have experienced. We have 200 stores with very different sales areas, different assortments, different promotional effects and placements.Different channels become different, that is, there are a series of complexities in which to predict.”
	Dark

	Informant 39
	Organizational drivers
	STRUCTURE
	Governance and strategic alignment of loyalty
	Integrating AI in a consistent way respect corporate strategy
	“Increasing results through artificial intelligence, in my opinion, if you have taken this path that has somewhat built the way of thinking, the strategy, the use of the customer and so on, then using artificial intelligence tools in this case can improve.”
	Bright

	Informant 39
	Organizational drivers
	PROCESSES
	Simplification, automation, and challenges of AI in processes
	Streamlining and acceleration of certain LP processes
	“Faster, they are more profiled, they are more structured and so on and so forth. They are able to learn everything that artificial intelligence can give as a plus”
	Bright

	Informant 39
	Technology drivers
	DATA AND TECHNOLOGY
	Analysis and enhancement of loyalty data
	Predictive analytics on customer behavior
	“Predictive Analytics”
	Bright

	Informant 39
	Technology drivers
	DATA AND TECHNOLOGY
	Analysis and enhancement of loyalty data
	Predictive analytics on customer behavior
	“Predictive analysis we do tests, it is as if we were doing them in parallel to understand if by training the models the results we get are similar to those we have in reality”
	Bright

	Informant 39
	Organizational drivers
	PROCESSES
	Simplification, automation, and challenges of AI in processes
	Streamlining and acceleration of certain LP processes
	“Having tools that are based on artificial intelligence today helps me”
	Bright

	Informant 39
	Motivational drivers
	GOALS
	Personalization and better consumer knowledge
	Better consumer knowledge and segmentation
	“that has artificial intelligence tools in mind that then go or not to set up and improve the customer experience in relation to what the targets are”
	Bright
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