25 Loyalty and Engagement
STATS YOU NEED TO KNOW
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Introduction
Loyalty comes from developing strong
relationships with customers.
To build these important
connections, it’s essential to
understand the consumer
mindset and how people view
loyalty programs as a whole.
To help, we’ve pulled together

25 stats from a variety of
sources and added our own
insight to shed some light on
this complex, yet rewarding
part of the marketing mix.

The State of Loyalty
Loyalty has evolved beyond just
transactional relationships between
customers and brands. Today, building
true loyalty requires that you deliver more
personalized experiences that not only
connect with buyers emotionally, but also
provide value across channels. No matter
which industry you work in, customers
expect that you work hard and recognize
them for their dedication to your brand.
Loyalty can’t be earned overnight, and
must be maintained and nurtured on an
ongoing basis.
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Brands Must Prompt Loyalty
Program Participation

21.9%

1
By the Numbers

Average number of loyalty
programs per U.S. household

The average number of loyalty programs per
U.S. household has grown to 21.9, but only 9.5 of
those memberships are currently active.
Source: COLLOQUY

The Takeaway
To keep customers actively participating in
your loyalty program, it’s important to engage
them with your brand across channels. Think
beyond transactions and give people a reason
to talk about your products and services.
Share what you are doing and stay connected
with customers. Consider offering surveys
and sweepstakes with various entry methods,
and interacting with people via social media.
By broadening your approach to loyalty, you
will offer other touch points (and reasons) for
customers to stay in touch with your brand.

9.5%

Average number of memberships
per household that are active
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Easy Redemption Tops Reasons
to Join a Loyalty Program

2
By the Numbers

55

%
22%

Ease of redeeming
rewards

Ease enrollment
options

Consumers join loyalty programs for the following
main reasons: The ease of redeeming rewards
(55 percent); The ease of earning points (51
percent); Monetary rewards (51 percent); Access
to exclusive deals and coupons (36 percent); and
Easy enrollment options (22 percent).
Source: Mintel

The Takeaway

36%

51

%

Access to exclusive
deals / coupons

Ease of earning
points

51%
Monetary
rewards
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Consumers have different motivations for joining
loyalty programs. While some people anticipate
future discounts off their favorite products
or services, others look for programs that
offer simple earning and redemption options.
Determine what’s most meaningful for your
brand and how that coincides with what your
customers expect in a program. Make sure your
loyalty initiative is flexible and gives people an
easy way to enroll. You can tweak your pointsearning and rewards structure as you learn more
about your customers and receive feedback
about your program.

Loyalty Programs Drive
Customer Interest

3
23%

Of shoppers said a
loyalty program
contributed to
increased brand
loyalty

By the Numbers
Thirty-two percent of shoppers said their loyalty
to a favorite retailer has increased over the last
year; Twenty-three percent said it was because of
a loyalty program. Source: Accenture

The Takeaway

32%

Of shoppers said their
loyalty increased with
their favorite retailer
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Loyalty programs can be a fantastic driver to
persuade customers to stay engaged with their
favorite brands. If you offer a loyalty program,
or are considering developing one, be sure
to remember your participants by rewarding
their loyalty. If you are running a points-based
program, some customers like their transactions
working for them so they can receive points that
can be redeemed for merchandise or discounts.
Being rewarded for participating in activities,
such as taking polls, reviewing products, or
commenting on posts may appeal to others.
Likewise, members may also appreciate general
recognition in the form of badges to post on
social media for their continued participation.
No matter how you recognize customers,
understand what makes sense for your brand to
propel customer loyalty.

Customers Believe Loyalty
Programs Offer Value

4
By the Numbers
Eighty percent of loyalty program members
agree that loyalty programs are worth the effort
—meaning that members feel that the things
being asked of them (e.g., enrollment, opt-ins,
and referrals, etc.) in exchange for the benefits
they receive are worth it.
Source: Maritz/Bond Brand Loyalty

The Takeaway

80%

Of customers believe loyalty
programs are worth the effort
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The majority of consumers find tremendous
value in loyalty programs, and it’s up to you to
maintain that sentiment. Whether you require
customers to hand over a physical loyalty card or
simply offer their phone number to participate
in your program, the onus is on you to provide
a seamless and pleasant experience. Don’t
overwhelm people with too many requirements
to engage in your program or with your brand.
It’s important to have minimal registration and
log-in steps and provide immediate benefits so
customers don’t feel they are wasting their time.

Loyalty Programs Drive Increased
Purchase Frequency

5
By the Numbers

Ian Smith
Gold Member

28%

Lift in member purchase
frequency versus
non-members

Membership Card

“Successful loyalty programs are ones that recognize
and reward customer value and engagement beyond
spend to whenever and wherever people engage with
a brand. Brands must ensure that they offer value to
continue to earn and maintain customer loyalty.”
- Dennis Tze, SVP, Client Success, CrowdTwist
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Members of a loyalty program have a 28 percent
lift in purchase frequency versus non-loyalty
program members. Source: CrowdTwist

The Takeaway
If you aren’t running a loyalty program, it’s
something you should consider simply to
capitalize on the lift in member purchase
frequency versus non-members. Loyalty program
customers often have one thing in common—they
are all invested in the brands that they admire
and value. Offering a loyalty program gives you
the opportunity to appeal to loyalists that want to
spend more with your brand because they enjoy
your products, they believe in your brand, and
your company stands for something they want to
be associated with. It’s important to remember
that loyalty programs aren’t equal. You must
ensure that you offer compelling content and
relevant rewards to keep customers coming back.
The more engaging your programs are and the
more that they offer perceived value, the greater
your chances become at enticing customers to
interact with your loyalty initiative.

Recognition and awards
Loyalty is not just about giving away free
items all the time. It’s about deepening the
customer relationship and rallying people
to embrace and support your brand. It’s
important to design rewards that engage
and entice members, as well as offer value.
When customers know that their business is
appreciated, it increases satisfaction with the
brand and helps turn loyalists into advocates.
Not every customer will respond to the same
type of recognition or reward, so it’s essential
to offer a variety of things to cater to various
tastes and desires.
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Loyalty Rewards Fuel
Purchase Decisions

6
By the Numbers
The majority (93 percent) of U.S. consumers said
the type of reward offered is a “very important”
or “somewhat important” factor in their decisions
to join a loyalty program and to remain engaged
with a brand. Source: COLLOQUY

93
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%

Of consumers think rewards
are very important or
somewhat important

The Takeaway
Customers want to be rewarded when
participating in a loyalty program. And the
rewards themselves play a key role in how
they perceive the program. To keep members
interested in your loyalty offering, develop
strategies to differentiate your program. Update
your rewards currency often. Consider offering
rewards you haven’t before, such as limitededition merchandise, or giving members exclusive
access to events. Not every reward must have a
monetary value assigned to it. The key is to give
people a choice in what they will receive from
your brand and demonstrate perceived value.

Exclusive Rewards Bolster
Member Participation

56.8%
Of consumers are more likely
to participate in programs that
offer exclusive rewards

7
By the Numbers
More than 55 percent (56.8 percent) of
consumers are more likely to participate in
programs that offer exclusive rewards, such as
VIP status. Source: TechnologyAdvice

The Takeaway
Exclusivity reigns, especially when it comes to
loyalty. Customers don’t owe you their loyalty.
You have to earn it. Offering exclusive or one-ofa-kind rewards (e.g., tickets to a concert with
backstage passes for a meet and greet with the
band, or autographed merchandise you can’t
buy) sets your brand apart from competitors
and gives customers more reasons to stay active
in your loyalty program. Determine what you
can offer that sets your program apart from
competitors. Research other loyalty programs
and their reward offerings. Survey customers
about their interests so your program is the one
they come back to over and over again.
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Customers Favor Points for Activities

8
By the Numbers

84%

Of consumers
spend more with
retailers that offer
points for activities
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More than 80 percent (84 percent) of consumers
would spend more with retailers that offer points
for activities other than spending.
Source: Forbes/COLLOQUY

The Takeaway
Rewarding customers through the traditional
means of offering points for purchases is the
foundation of loyalty. While the strategy is
effective, consumers are increasingly drawn
to programs that reward activities other than
purchases. By incentivizing customers to take
specific actions, you can drive greater consumer
engagement. For example, you may reward
customers with points for watching a new video
on your website, or for retweeting a post on
your Twitter feed and sharing it with friends. If
presented with a more engaging opportunity to
earn points, customers will remember your brand
and be more motivated to interact with you.

Loyalty Programs Contribute
to Increased Transactions

9
By the Numbers

43%

Of consumers
purchased more
frequently because
of a loyalty program

About 43 percent of American consumers
purchased more frequently because of reward
offerings or loyalty program membership.
Source: COLLOQUY

The Takeaway
Increasing frequency and purchases represent
some of the top goals for many loyalty program
operators. After all, frequency translates to
members visiting more, and boosting their
spend with your brand over time. By designing
incentives that are compelling to your customers,
they will visit your brand more often and
buy more. To accelerate the number of visits
customers make to your site, consider assigning
point values to a specific number of visits, or
offering rewards that prompt customers to
return to your brand. By setting both attainable
rewards and longer-term goal rewards, you can
motivate members to visit your site or brand
more frequently.
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Unique Experiences Reign

10
By the Numbers
Sixty-six percent of consumers indicate that
unique experiences (e.g., VIP Treatment) matter.
Source: Deloitte

The Takeaway

66%

Of customers
say that unique
experiences
matter

“When it comes to rewards, one size does not fit all.
Offering different types of rewards will allow you to
build a program that appeals to various segments and
customers to keep them engaged over the long run.”
- Geoff Smith, SVP of Marketing, CrowdTwist
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While gift cards, merchandise, and discounts are
perfectly satisfying rewards, it’s essential to allow
customers to work toward higher-end, more
unique rewards to enhance their experience
with your brand. Customers want to be treated
like VIPs, so you may consider offering shopping
excursions to your top spenders, or treating
your best customers to a day at the spa. Make
each experience personal and every interaction
memorable. Experiences go far when it comes to
rewards, and they are often long remembered.

Importance of Personalization
As their experience with loyalty programs grows,
consumers expect more personalized offers and
services—not just discounts—in return for their
participation. Now more than ever, people want to
be recognized, communicated with, and rewarded
based on their personal preferences. As a tradeoff,
consumers understand that they must part with
some personal information, such as their birth date
or areas of interest, to receive more relevant offers.
Relevant communications are powerful and they help
you make members feel valued. By incorporating
personalization into program messages, discounts,
and offers, you can extend your reach and raise the
bar on customer engagement.
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Personalization Impacts Purchases

11
By the Numbers

86%

Of consumers believe
personalization has
some impact on what
they purchase

25%

Of consumers believe
personalization
significantly influences
what they purchase
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The vast majority (86 percent) of consumers said
that personalization has at least some impact
on what they purchase, whereas 25 percent said
that personalization significantly influences what
they purchase. Source: Ipsos

The Takeaway
Consumers today have increasing expectations
for personalized content and offers. In today’s
world of opt-in and permission-based marketing,
consumers who raise their hand for your brand
are expecting communications and offers that
are both relevant and timely, especially when
they provide preferences and information about
themselves. By using the customer data you’ve
collected from your loyalty programs, you can
engage customers in a more meaningful way
with offers and content specific to their interests
and needs.

Customers Favor Personalized
Coupons and Offers

12
By the Numbers

67%

Of consumers who experienced personalization,
most (67 percent) favor personalized coupons, 62
percent prefer personalized offers/promotions
based on previous experiences, and 58 percent
appreciate product recommendations.

Of consumers favor
personalized coupons

Source: Ipsos

62%

Of consumers
prefer personalized
offers/promotions

58%

Of consumers
appreciate product
recommendations
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The Takeaway
When it comes to identifying the type of
personalized content customers want, they
appear to want it all. It’s important to reward
customers with a variety of options for turning
over their personal information. No matter what
you decide to offer, it’s best to demonstrate the
value that members will receive from doing so.
Without that, customers may not be as willing
to release the pertinent details that could help
you improve your marketing efforts and your
bottom line.

Customers Are Willing to Swap Personal
Details for Rewards and Offers

76%

By the Numbers

Of customers see the
benefit in trading personal information for
discounts and offers

43%

Of customers
would share information for more
frequent/generous
loyalty awards

62%

Of customers are willing
to provide personal
information in return
for personalized offers
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13
More than three-quarters (76 percent) of U.S.
business-to-consumer customers saw the
benefit of trading personal information for more
relevant discounts and offers, while 62 percent
were willing to do so in return for personalized
offers. Another 43 percent would share
information in exchange for more frequent and
generous loyalty awards. Source: Forbes Insight

The Takeaway
Brands want to know more about their
customers, yet many people need a good reason
or an incentive to offer more details other than
an email address. Customers must be motivated
to share more information about themselves
(such as their postal address or preferences) if
they don’t understand the benefit of doing so.
It’s important that you explain to members what
you intend to do with their information. To win
trust and inspire people to share information
about themselves, you must show them how you
will use their data to benefit the relationship.
For example, you may ask members to supply
their birth month and year to receive a special
birthday gift from your brand.

Personalization Drives Loyalty

14
By the Numbers

55%

Of retailers that
incorporate
personalization
have seen an
increase in loyalty

More than half (55 percent) of retailers that have
incorporated personalization into their marketing
strategies have seen an increase in customer
loyalty. Source: Infosys

The Takeaway
It may seem like a no-brainer, but if you want
customers to stay interested in your brand
and your loyalty program, it’s crucial to include
personalization in your marketing strategy.
Whether it’s a cross-sell based on a previous
purchase, or a specific offer that’s tailored
to a customer’s interests, personalization
can move the needle in your loyalty strategy.
Personalization not only increases customer
loyalty, but it also drives website traffic, which
leads to greater sales. To keep members loyal,
find their passion points. Learn what captures
your customers’ interests and include those
drivers in your marketing materials to remain
relevant, meaningful, and engaging.
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Customers Expect Personalized
Offers and Deals

15
By the Numbers

58%

Of consumers
want more
compelling
personal services
and benefits

“Thanks to greater advancements in technology and
the ability for brands to capture more data, using
a loyalty program to engage consumers across all
touch points and send relevant messaging is a great
way to maintain a competitive edge.”
- Khan Smith, Chief Product Officer, CrowdTwist
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More consumers are demanding personalization
as 58 percent said they want more compelling
personal benefits and services, as well as morerelevant offers or individualized deals.
Source: CMO Council

The Takeaway
Consumers today expect you to know who they
are, what they like, and how they want to be
communicated with. Relevant, personalized
content matters. It not only illustrates that you are
tuned into their needs, but it shows that you care
enough to keep them as a customer. And as every
marketer knows, it’s less costly to retain current
customers or subscribers than it is to find new
ones. Use customer data to learn what’s most
meaningful to your loyalty program members.
Uncover nuggets of insight that you can use to
develop more creative rewards or content that
your best customers will find valuable.

Social Media and Loyalty
Social media sites like Facebook are giving
brands a way to form new connections
with their customers in a relevant, timelier
manner. Companies now have access to a
channel they can use to speak directly to
end users. Social media allows brands with
loyalty programs to collect information so
they understand their customers better
and provide more engaging experiences.
With the ability to track customer behavior
and activity online, social media offers you
priceless insight about how to become
a smarter marketer and loyalty program
provider.
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Social Media Drives Member Spend

16
By the Numbers
Socially connected loyalty program members
have an 18 percent lift in spend. Source: CrowdTwist

The Takeaway

18%

The percentage of lift
in spend of socially
connected loyalty
program members
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In the world of social media where online sharing
matters, loyalty programs are an ideal conduit
to engage socially connected members. Socially
connected members have a greater affinity
for your brand, products, and services. Since
customers are interacting in more than one
channel, you can connect with them outside
of the purchase cycle and influence purchase
behavior. It’s important that you monitor your
members’ activity. This will help you understand
their interests and learn what’s most meaningful
to them to help you drive increased frequency,
greater basket size, and repeat purchases.

Social Media Fuels a Loyal Following

17
By the Numbers

72%

Of marketers believe
they develop loyal fans
with social media

When it comes to social media, 72% of marketers
say the channel helps them develop loyal fans.
Source: Social Media Examiner

The Takeaway
Social media is a great channel to engage loyal
fans and nurture a deeper relationship through
a more direct dialogue outside of a store
environment. The beauty of social media is that
it can extend the reach of a loyalty program and
organically generate advocacy among customers.
This allows you to connect the dots between your
loyalty program and the social channels that you
leverage. Use your social channels to create a
community for loyalty program members. That
community and your program can live across
Facebook, Twitter, Pinterest, Instagram, and any
other channel that becomes important in your
customers’ lives.
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Social Media Drives Influence

81%

Of consumers were influenced
by friends’ social media posts

18
By the Numbers
Most consumers (81 percent) said their purchase
decisions were influenced by their friends’
social media posts versus 78 percent who were
influenced by the posts of the brands they follow
on social media. Source: Market Force

The Takeaway

78%

Of consumers were
influenced by the posts
of the brands they follow
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Social media marketing is about making
emotional connections with customers by
developing memorable experiences, offering
exceptional service, and developing engaging
conversations. Word-of-Mouth (WOM) marketing
and influence from friends on social media
play a crucial role in promoting your program,
products, and services. To engage your social
media audience and loyalty program members,
it’s important to inspire them to become
advocates of your brand. Identify which program
members are interacting with your brand most
and track their activity, including what they care
about. With this insight, you can develop more
relevant messaging that caters to their needs.
Additionally, remember to develop content to
address how your program members use social
media, not how your brand uses the channel.

Social Media Stimulates Engagement

19
By the Numbers
Socially connected loyalty program members
have a 168 percent lift in engagement compared
to non-loyalty program members.
Source: CrowdTwist

The Takeaway

168%

The percentage of lift in
engagement for socially
connected loyalty members
compared to non-loyalty
members
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Well-developed loyalty programs accelerate
the frequency of customer visits and activity.
Members that are engaged with your brand are
more likely to stay on your website for longer
periods of time. Ensure that you offer relevant
content to strengthen interest in your brand. For
example, if you have a new product, motivate
members to read a blog about it, or watch a
video on how the product works. Provide content
explaining what additional services customers
might need related to that item. The more touch
points you offer online, the greater the chances
are that you can extend member engagement.

Social Media Entices Interaction

20
By the Numbers
More than half of consumers (51 percent)
interact with their favorite retailers via social
media. Source: PwC

51%

Of consumers interact with
their retailer via social media

“Multichannel loyalty works because it stretches
across all channels and allows customers to engage
how, when, and where they want with a brand. Social
media specifically offers brands a unique opportunity
to create advocates and encourage Word-of-Mouth by
developing more personal connections with followers,
engaging customers with online content, and raising
users’ social status. The possibilities are limitless.”
- Geoff Smith, SVP of Marketing, CrowdTwist
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The Takeaway
Social media has revolutionized the way that
brands interact with and engage with customers
today. You must work harder to capture your
customers’ attention and to maintain their
loyalty. Visitors to your social media sites are
more likely to engage with your content if you
are genuine (e.g., you foster an open dialogue,
not necessarily a hard sales pitch); responsive
(e.g., you offer timely responses to customer
feedback); and compelling (e.g., you continually
offer interesting content.) Use social media to
create a deeper emotional connection with
your customers to keep them coming back and
interacting with you.

Loyalty By Demographics
Loyalty means different things to people of different
age demographics. That’s an important distinction
for marketers to understand. Baby boomers—people
born between 1946 and 1964—are more loyal to
products and services they value and they’re willing
to pay a premium for it, but they are less willing
to try new products or services without a good
reason or incentive. If you want to woo Generation
X consumers—people born from the mid-1960s to
the late 1970s—it’s a little more challenging. Gen X
consumers prefer to stick with brands they know
and trust, and they are willing to pay more for them.
Meanwhile, millennials—born between 1980 and
2000—for example, spread information faster and to
a more diverse audience, but they are price sensitive
and more flexible when it comes to brand loyalty. The
way to build loyalty with each demographic differs.
By understanding these dynamics, you can develop
strategies to pique interest and persuade consumers
to interact with your brand.
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Loyalty Benefits Are King to Millennials

21
By the Numbers

60%

Of millennials would switch
brands for better benefits

66%

Of millennials would switch
when and where they shop
for more benefits
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Six in 10 millennials said they would switch the
brands they buy, and two-thirds would change
when and where they shop if it meant receiving
more benefits. Source: Bond Brand Loyalty

The Takeaway
Discounts are immensily important to millennials.
In fact, they will do just about anything—
including switch brands—to get an incentive
they feel is worth it. This group is extremely
cost conscious, but will spend more on items
if they know what they are buying will go to a
cause that is important to them. It’s essential to
meet this generation on its own terms. Consider
expanding your offerings so that your program
speaks to millennials. For example, if you have
an existing multichannel loyalty program, make
an app available for smartphones to appeal
to this segment. Find ways to engage younger
customers, but don’t over market to them. What’s
more, review your program benefits. If your
loyalty initiative pales in comparison to that of
your competitors, it’s time to up the ante and
target this highly sought-after market.

Loyalty Programs Prompt Engagement
Across the Generations

22
By the Numbers
A full 80 percent of Gen Xers agreed that loyalty
programs drove them to engage with a brand
online, compared to 66 percent of baby boomers,
and 64 percent of millennials.

80%

Source: Dailybreak Media

Of Gen Xers engaged
with a brand online
based on a loyalty
program

The Takeaway

66%

Of baby boomers engaged
with a brand online based
on a loyalty program

64%

Of millennials engaged
with a brand online based
on a loyalty program
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If you have a multichannel loyalty program,
online engagement is key to maintaining member
interest not only in your loyalty initiative, but
in your brand as well. Gen X consumers, which
prefer to remain with trusted brands, are more
apt to engage online with brands that offer loyalty
programs. To remain relevant with this group of
buyers, you should consistently offer high-quality
products, as well as excellent customer service.
Meanwhile, millennials and baby boomers will
be more likely to engage online with brands that
offer meaningful and inventive ways to recognize
them. Millennials especially like to be appreciated
through the online space. Beyond giving
customers discounts and coupons, you should
drive online activity such as prompting members
to take an online survey and reward them for
completing the action. By offering content and
other online activities, you can build greater
customer engagement and affinity for your brand.

Baby Boomers Are More Loyal to
Consumer Package Goods Brands

23
By the Numbers
When it comes to Consumer Packaged Goods
brands, baby boomers remain the most loyal
generation, as 61 percent said that brands were
important in their purchasing decisions for
groceries compared to 47 percent of millennials.
Source: Alix Partners

The Takeaway

61%

Of baby boomers
remain loyal to CPG
brands

47%

Of millennials remain
loyal to CPG brands
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Unlike millennials, which are more flexible with
loyalty and are willing to switch brands for a
better deal, baby boomers favor certain brands
and products. For example, it’s important to take
the extra steps to ensure that your products are
in stock. Or if your store supply diminishes, offer
free shipping to the customer’s home when the
item becomes available. Meanwhile, millennials
have a lower tendency to remain brand loyal to
CPG brands because they are still experimenting.
It’s essential to engage this younger group
through causes and interests they genuinely
care about, and connect your brand to their
passion points. With the proper attention, you
can go far to keep your brand top of mind and
retain customer loyalty.

Strong Loyalty Offering Tops Criteria
for Millennials

24
By the Numbers
Less than half (46 percent) of millennials said
they wouldn’t be loyal to a brand without a
strong loyalty offering. Source: Bond Brand Loyalty

46%

Of millennials wouldn’t be
loyal to a brand without a
strong loyalty offering
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The Takeaway
When targeting millennials, loyalty programs are
one of the most important marketing strategies
you can implement to drive specific behavior.
This group expects value in anything they
participate in, including loyalty programs. If you
don’t have a full-fledge loyalty program in place,
millennials are less apt to remain loyal. These
consumers must fully understand the benefits
of a program and have ample motivation to be
involved. Clearly define your program benefit.
Demonstrate your dedication to customers by
outlining the value proposition of the program,
and be sure you have a robust rewards offering
to complement your initiative.

Gen X Consumers Lead in Loyalty
Program Purchases

65%

Of Gen Xers buy
at least once
a month from
brands whose
programs they
belong to

60.5%
Of baby
boomers buy
at least once
a month from
brands whose
programs they
belong to

By the Numbers

54.8%

Of consumer 68
and older buy
at least once
a month from
brands whose
programs
they belong
to

“Loyalty programs are the foundation for brands to develop
more engaging customer relationships. Recognizing customers
with rewards and incentives is necessary to cultivate strong
brand awareness and advocacy. Brands must be mindful of
who their customers are and tailor their marketing strategies
to address the specific needs, wants, and expectations of their
target demographics.”
- Dennis Tze, SVP, Client Success, CrowdTwist
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25
Some 65 percent of Gen X consumers buy at
least once a month from the stores or brands
whose programs they belong to, followed by
baby boomers at 60.5 percent, and consumers
68 and older at 54.8 percent.
Source: Dailybreak Media

The Takeaway
Loyalty is an important tool to help you enhance
your customer retention efforts. Customers
that registered to participate in your loyalty
offering have already effectively raised their
hands to be more engaged with your brand.
Loyalty program members are already primed to
receive messages from you, so it’s important to
develop the right incentives to drive additional
purchases. For example, you can offer bonus
points on purchases made during a specific
time period. You may also consider offering
additional coupons or offering cross-sell options
to customers following a recent transaction to
spur additional sales. No matter what strategy
you use, you should create a holistic approach
with other departments that ensures your brand
offers the best products and services, as well as
the highest ROI on customer relationships.

Conclusion
Building customer loyalty is essential
to your success. With a loyalty program
in place, you already have the right
foundation—strong relationships with
engaged buyers.

To motivate people to continue to stay connected to your
brand, the key is to be unique, responsive, and creative. Additionally, it’s imperative to show members the value of their
participation and recognize them—either with tangible incentives, such as coupons or trial-sized items, or rewards, such as
social badges. If you show customers why they matter, you’ll be
opening the doors to more engaging, profitable relationships
for years to come.

About CrowdTwist
CrowdTwist is an industry-leading provider of comprehensive
multichannel loyalty and analytics solutions that drive
engagement and incremental spend, leading to better customer
data, stronger insight, and more personalized experiences.
We are revolutionizing loyalty, helping top brands including
Pepsi, Nestlé Purina, L’Oréal, and Zumiez develop a deeper
understanding of customers. For more information visit
www.crowdtwist.com, or call 646.845.0646.
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