
Chapter Arts Centre: Loyalty cards for an arts venue 

 

Overview 

This case study looks at how the Chapter Arts Centre in Cardiff is using a digital loyalty card 
scheme for its cinema, in order to increase loyalty, affinity and give the organisation a 
competitive advantage. The card has been named “Cl1c Loyalty Card” and is free, much like the 
Tesco Club Card, The Boots Reward Card or the new Ikea Family Card.  
 
Background 
 
Chapter has an international reputation for excellence, innovation and collaboration. The centre 
offers an ever-changing programme of the best performance, films and exhibitions from Wales 
and from around the world. It is one of Europe's largest and most dynamic arts centres with 
cinemas, theatres, exhibition spaces, studios, café, award-winning bars and over 60 cultural 
workspaces. 

 
Origins of the project 

The idea for the cl1c loyalty card scheme came about by chance. Representatives from the 
Chapter Arts Centre went to a tickets.com conference, just after the launch of a new bit of 
software called Databox for membership schemes. Chapter realised that this software could be 
repurposed to make it run a loyalty card. 
 
After research in the more traditional field of loyalty cards – supermarkets - Chapter came to the 
conclusion that, despite a late 1990s slump, loyalty cards were of unquestioned value in terms 
of sales and brand loyalty.  

Chapter needed a way to compete in an increasingly crowded marketplace: due to changes in 
film distribution, the multiplexes were showing more small and independent films, which was 
previously the unique appeal of Chapter’s cinema. However, price discounts were not an option 
with Chapter already offering excellent value for money and a price-war raging among the four 
multiplexes that surround it in Cardiff: ticket prices had already fallen to £3 all day.  

 

Objectives 

Chapter needed a new weapon to fight the bigger presence, bigger budget and bigger clout of 
the likes of UGC. The first major objective of cl1c loyalty card scheme was to maintain Chapter 
Arts’ audience share, and to encourage people to wait longer for films at Chapter and pay more, 
incentivized by the points system. 



Another objective arose due to the fact that the culture of purchase is very different at cinemas 
compared to other arts venues – people turn up 10/15 minutes after the advertised start-time of 
the film and rush through to the screen, often paying with cash, rather than credit. This means 
that they are not giving out any data that would be useful to inform targeted, segmented 
marketing schemes. 

The creation of the cl1c loyalty card means every time it is swiped, the organisation can gain 
information on a customer that would help enormously in developing a marketing strategy, i.e. 
increasing the quality and quantity of data capture. 

A final objective was therefore to communicate more effectively and more appropriately with 
audiences, in the age of more complex customer relationships – gathering better customer data 
informs this.  

 

Process 

Carol Jones, Head of Marketing at Chapter described the process as “very straightforward”. It 
basically involved making sure the technical aspects of the product would work, getting the cl1c 
cards manufactured and marketing them well. The cards were very good value in these terms. 

In considering the design of the cards themselves, FOW (front of wallet) appeal was a major 
factor. Chapter felt they needed to reinforce the Chapter experience and associate the carrier 
with its values – an independent thinker and risk taker with strong sense of aesthetics and style. 
This was done by offering a choice of four highly distinctive card designs.  

The cl1c card actually works by impregnating a number on a magnetic strip on the back of the 
card which links in with the customer record and leads to points being added, as well as data 
being collected. Every time a customer comes to a performance or screening swipe their cards 
are swiped, which automatically brings up their unique customer record. The points are added 
as if Chapter is giving the customer credit - this is a feature that exists on most ticketing 
software.  

Box office staff can also tell from the record how much credit customers have already 
accumulated and whether they have enough credit to redeem it for a free ticket.  

Although the card is relatively established, the process is still ongoing, with Chapter 
encouraging a proactive box office (very original in this sector), e.g. asking cinema goers at the 
box office “have you got that cl1c card?” in order to stimulate take-up and usage of the system. 

The points system works on a straight 10% basis, with 50p worth of points awarded for every £5 
spent on a cinema ticket – this ties customers in for 10 purchases. Following the classic reward 
card model, points addiction and delayed gratification have led to increased sales.  

In an attempt to improve communication with customers, the cl1c card application form asked 
for more detailed information about the customer, allowing Chapter Arts to communicate with 



them in their method of choice (letter, e-mail, phone, text) and also in their language of choice 
(English or Welsh).  

Chapter have been able to use the card in a very innovative way, as an audience development 
tool - giving double points for more “difficult” or leftfield screenings, to reward risk-taking, or on 
quiet weeknights for example. 

Technical information: Chapter got their cards from one of the thousands of companies who 
produce plastic cards with a magnetic strip. A simple internet search brings up thousands of 
highly competitive companies, making it easy to get a good price. Many traditional ticket 
suppliers also offer this service but obviously it’s cheaper to negotiate direct with a 
manufacturer.  

The swipe keyboards and pebble printers that impregnate a unique number onto the magnetic 
strip are also readily available from computer retailers. Chapter’s ticketing suppliers, 
Tickets.com, supplied and installed the interface software which links up the card number to the 
customer record. Chapter monitors progress of the scheme with a simple credit report.  
 

Resource implications 

The costs in creating and implementing the system have been very minimal. The only real area 
of costs is in the administration to get the scheme up and running in the first place, i.e. 
impregnating the card with the number. 

The ongoing process is very straightforward and not costly as the processing is done at the 
point of sale. The automated system also means that staff usage has been minimal. 

 

Outcomes 

In terms of data collection it has been a huge success, allowing the Chapter Arts Centre to 
market itself much more effectively. 

This has helped Chapter immensely as the card has acted as a cushion through a difficult year 
last year when the consumption of indie films was on the wane. 

In addition the card has achieved a primary goal of creating loyalty and customer affinity with 
the Chapter Arts Centre. After one year there were about 3,000 “CL1Csters”, a 93% data 
capture rate, a 20% increase in attendance, a 27% increase in cinema income, a 30% increase 
in bar/catering income.  

 

Key success factors 



Carol Jones has stated a major factor behind its success is originality. The scheme is basically 
using something working in a different industry and has transferred it to the arts sector, where 
nothing like this has ever been done before. 

It was envisaged that there could be some problems as the whole idea of a loyalty card seems 
to go against the independent nature of Chapter, but in actual fact its customers have embraced 
it. It seems that the simple consumer fact is that people like saving and delayed gratification, 
and this has worked massively in Chapter’s favour. 

 

Next Steps 

The scheme is being extended in all kinds of other organisations. In Australia one city is using it 
on a city-wide basis. The next goal is likely to be a joined up ticketing scheme in a worldwide 
sense.  


