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Scope

● Data
○ User base
○ Active markets
○ Usage/frequency for each use case
○ TAM for each use case

● Offerings
○ Introduction/leading proposition
○ Services and use cases
○ Deals, discounts, offers, promos
○ Subscription plans and their costs

● Experience
○ In-app discovery
○ Off-app redemption

● Sentiments Analysis
○ User feedback on social media
○ Pain points, shortcomings, complaints
○ How do people feel about existing 

solutions - what do they want more?

Separate studies
● Partners/vendors

○ Area-wise participation
○ Plans, fees
○ Pain points and shortcomings 

of existing solutions

● In-depth app experience



UAE Market
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Subscription Non- subscription 



The Entertainer

History

● Started in 2001- traditional print coupon service 

(AED 99 - AED 495 and may be more)

● 2013 - launched app → 2018 “app only”



Data

● 3 million users globally in 2019

● Avg savings per user in 2015 - 

AED 6000

● Active Markets 



User base

5 types of customers (2017)

● Competitors - want to save more than their friends

● Savers -  want to save as much as they can

● Explorers - use discounts as a mean of discovering new outlets

● Socialites - prefer to go out in large groups

● Tourists - make heavy use of the app in a short burst and tend not to 

use it again

https://www.tahawultech.com/features/case-studies/let-me-entertain-you/


Leading proposition

Food is 
a major 

hook



How do they introduce 
themselves?

Focus 
on 

savings 
first 



Savings first

Choices second 

Personalisation next

Focus 
on 

savings 
first 



Offerings - services

● Food & Drink - restaurants and pubs

● Beauty & Fitness - spas, salons, gyms, health clubs, medical & dental

● Attractions & Leisure - entertainment, sports, attractions

● Fashion & Retail - opticians,  pet stores, confectionery, flowers, fashion

● Everyday Services - auto, cleaning, courses, events, pets, tailoring

● Travel - hotel bookings



Offerings - offer types

● Food & Drink

○ Buy one get one

○ Percentage off (mostly 25%)

○ Delivery

○ Takeaway

○ Reservation



Offerings - offer types

● Attractions & Leisure

○ Buy one get one

○ Percentage off (10% - 50%)

○ Reservation/Spend and save



Offerings - offer types

● Beauty & Fitness

○ Buy one get one

○ Percentage off (mostly 50%)



Offerings - offer types

● Fashion & Retail

○ Buy one get one

○ Percentage off (15% - 50%)



Offerings - offer types

● Everyday services

○ Buy one get one

○ Percentage off (mostly 50%)



Offerings - offer types

● Travel

○ Buy one get one

○ Percentage off (mostly 50%)



Offerings - 
subscription
regular



Offerings - subscription regular

ClassicGourmet



Offerings - 
subscription
tourist



Offerings - 
subscription
soleil



Experience - in-app discovery



Experience - in-app discovery



Experience - off-app application

http://www.youtube.com/watch?v=INMuyJ2Wk94


Experience - off-app application



zomato

Data

● Started paid membership programme in 2017

● 1.8 million users globally in 2021



Leading proposition



Offerings - services & offer types

● Food & Drink - restaurants and pubs



Offerings - 
subscription



Offerings in other market



Experience - 
in-app discovery



Experience - 
in-app discovery



Experience - off-app application



Privilee

How do they introduce themselves?

History

https://www.entrepreneur.com/article/351991


Leading proposition



Offerings - services & offer types



Offerings - Beach

Discount on Food &
Beverages

Free access for kids



Offerings - Gym &
fitness classes

Open gym access

Different combos of 
free classes



Offerings - restaurants
& spas in hotels

Percentage off



Offerings - Kids’ clubs & 
Theme parks



Offerings - subscription



Offerings - subscription



Emirates
Skywards+

History

● Piloted in 2019



Offerings



How to use



Offerings - Hotels



Offerings - Airlines



Offerings - Retail 
& Lifestyle



repeat

Data

● Started as dynamic loyalty program in 2019

● Present in cities - Abu Dhabi, Ajman, Al Ain, Dubai, 

Fujairah, Ras Al-Khaimah, Sharjah 



Leading proposition





Offerings



Experience - in-app discovery



Experience - off-app application

https://docs.google.com/file/d/113kOKK6w4moK0VVg67GEph9s0mCMx_J9/preview


Smiles
By etisalat

http://www.youtube.com/watch?v=6LZcguWo2do


Offerings



Beyond Rewards

Offerings



U by emaar

Offerings



How it works



How it works



Cobone

Offerings



Groupon



Voucherskout

http://www.youtube.com/watch?v=O1mfUs2s2ts


How it works



Pinch of data

03

https://assets.kpmg/content/dam/kpmg/kw/pdf/insights/2020/11/GCC-Food&Beverage-report-web.pdf










3 out 4 had a loyalty program in 

place by the end of 2019











Data - KSA is an underserved market

Tourist footfall is 

also significantly 

lower in KSA



Data - preferred cuisines

Trend that is reflective of the 

demographic construct









KSA Market
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The Entertainer

History

● Started in 2001- traditional print coupon service 

(AED 99 - AED 495 and may be more)

● 2013 - launched app → 2018 “app only”



Data

● 3 million users globally in 2019

● Avg savings per user in 2015 - 

AED 6000

● Active Markets 



User base

5 types of customers (2017)

● Competitors - want to save more than their friends

● Savers -  want to save as much as they can

● Explorers - use discounts as a mean of discovering new outlets

● Socialites - prefer to go out in large groups

● Tourists - make heavy use of the app in a short burst and tend not to 

use it again

https://www.tahawultech.com/features/case-studies/let-me-entertain-you/


Leading proposition

Food is 
a major 

hook



How do they introduce 
themselves?

Focus 
on 

savings 
first 



Savings first

Choices second 

Personalisation next

Focus 
on 

savings 
first 



Offerings - services

● Food & Drink - restaurants and pubs

● Beauty & Fitness - spas, salons, gyms, health clubs, medical & dental

● Attractions & Leisure - entertainment, sports, attractions

● Fashion & Retail - opticians,  pet stores, confectionery, flowers, fashion

● Everyday Services - auto, cleaning, courses, events, pets, tailoring

● Travel - hotel bookings



Offerings - services

● Food & Drink - 1106 in Dubai vs 149 in Jeddah and 124 in Riyadh

● Beauty & Fitness - 169 in Dubai vs 69 in Jeddah and 31 in Riyadh

● Attractions & Leisure - 183 in Dubai vs 28 in Jeddah and 23 in Riyadh

● Fashion & Retail - 23 in Dubai vs 19 in Jeddah and 3 in Riyadh

● Everyday Services - 47 in Dubai vs 7 in Jeddah and 4 in Riyadh

● Travel - 14 in Dubai vs 3 in Jeddah and 3 in Riyadh



Offerings - 
subscription

Oman and Kuwait too



● Reducing offers 

● Better deals on Talabat or Zomato 

● On delivery - no support 

● Care/CS not responsive or not good



● Bad UX -  can’t search, locked offers etc.. 

● Vendor issues - different menu for entertainer users, not available 

anymore or different policies



SDC

History

● Started in 2015 in Jeddah - now in whole KSA

● 2016 SDC discount cards →  2017 employee 

rewards program → 2018 SDC discount app



Data



Leading proposition



How do they introduce themselves?



And the claims they make…



Offerings - services

● Online as well as in-store offers

● Percentage off 

● Amount off 

● On single purchases, subscriptions, classes etc.



Offerings - Discounts



Offerings - Coupons 



Offerings - Offers 



Offerings - subscription



Rewards - more ways 
to enjoy Mertah



The other side…



The other side…



Key takeaways

● We can differentiate with our umbrella offerings - online as well as in-store

● Splitwise model using Careem Pay - organic referral program

● Make redemption easier - better than entering pin or scanning QR

● Family/Group plans

● Tiering of plans - time-based or proposition differentiation 

● Differentiating proposition?  

● Savings - Discovery - Delivery - Pampering - expensive is affordable

Need to know more about - Why is KSA such a difficult market?

Best approach so far for V1- 

Start with F&B in UAE with a single umbrella plan & people WANT free trial



General insights

● Two major psychological traits come into play when getting a loyalty programme 

right. Firstly, humans like to be rewarded for ‘good’ behaviour. 

● Secondly, we are programmed to strive for elevated status. 

● People are willing to adjust their behaviour and pay for both of these things i.e. 

offering aspirational value, and rewarding for ‘good’ commercial 

behaviour of transacting with your brand again and again

● Research shows that people speed up their repeat custom with a brand if they 

know there is a ‘prize’ at the end - we can offer engaged customers more 

convenience - free upgrades

● Designing crafty schemes to get a bigger wallet share leveraging our ecosystem


