
After investing significant time and budgets in loyalty 
strategy design, technology, program operations and 
marketing, how can managers make sure their programs 
keep members engaged for the long-term, and continue 
to deliver the positive revenue impact they were 
designed for? Staying in a “Top 5” frame of mind is key 
to successful engagement, resonance and long-term 
financial success.

TRANSACTIONAL AND NON-TRANSACTIONAL 
REWARDS. WHY CHOOSE?

Rewards are the most visible aspect of any loyalty 
program, and they are the fuel that drives member 
acquisition and ongoing engagement. For nearly half of 
managers identified our 2017 survey, the top financial 
challenge is determining the right rewards, pricing 
structure and ideal funding rates. Financial concerns 
can lead managers to be too protective of their bottom 
line and too “stingy” with rewards, undercutting the 
core purpose of the loyalty program from members’ 
perspective: to create value. When rewards are too 
hard to earn, take too long to redeem or are simply not 
relevant, members will lose interest quickly and can stop 
engaging for good.

Creating a balanced rewards scheme means offering 
both transactional and non-transactional rewards. 
Rewards for non-transactional activities such as 
signing up, writing an online review, posting on social 
media, or sharing a wish list are just as important 
for program engagement and can be much more 
meaningful to members. Managers must know how 
to structure rewards correctly, personalize them to 
deliver continuous value, and create experiences that 
stand out as relevant and memorable to each member. 
Of course, loyal customers should expect some 
financial reward, but core program members also want 
to see investment in a brand relationship that goes 
beyond transactions. 

Managers should identify and reward ambassadors and 
social influencers – not everyone will spend thousands 
of dollars, but any customer can be influential amongst 
their peers and recommend a brand to their social 
networks. “Gamification” is also an important aspect 
of successful loyalty programs – managers should 
design programs to be fun, exciting and challenging. 
Consumers are driven to achieve not just rewards but 
also status and recognition, just as they would be when 
playing a video game or leveling-up in Candy Crush.

A “Top 5” Frame of Mind:  
Improved Engagement for Existing 
Loyalty Programs

Despite the overall popularity of 
many loyalty programs, loyalty 
managers often struggle to maintain 
their program’s relevancy and keep 
members engaged. Customers are 
selective with their loyalty – according 
to our recent survey of consumers in 
North America, the UK and English-
speaking Asia, 80% belong to 5 
or fewer programs, and only 41% 
claim to be active in all 5 programs. 
Disengagement has a direct impact on 
business, as 86% of consumers shop 
more if they are engaged in a loyalty 
program whereas 63% shop less if 
they leave one. 



CONNECTED LOYALTY & OMNICHANNEL ENGAGEMENT

Even the most loyal customers have busy lives and multiple brand 
relationships, which makes it hard for program managers to stay connected 
and be “Top 5” relevant. The biggest external challenge to loyalty programs, 
according to nearly two-thirds of program managers included in our survey, 
is that consumers are shopping less in physical stores and more through 
mobile/digital channels. Many program managers simply lack the expertise 
for digital marketing and omnichannel engagement, while some managers 
lack the technology infrastructure as well. They struggle to keep pace with 
the unpredictable attraction their customers have for new and exciting 
technologies, channels and brands.

Lasting engagement with program members is only possible if managers 
invest in “connected loyalty.” Connected loyalty programs weave intuitively 
and seamlessly into members’ lives, using data effectively to understand 
members and their preferred channels of engagement. Consumers are 
seeking an emotional connection with brands and they want programs and 
rewards that align with their deepest values. But they also want programs 
to align with their digital habits and channel preferences. Omnichannel 
engagement can be the difference between a brand staying “Top 5” relevant 
or falling out of sight and out of mind.

REGULAR HEALTH CHECKS AND KPIS

Loyalty programs require regular health checks to ensure that everything is 
coming together for the program’s success. Choosing the right KPIs is a crucial 
step toward a meaningful health check, just as focusing on the wrong KPIs can 
lead to a false or incomplete picture of the program’s health. Our survey found 
that managers in North America are disproportionately prioritizing growth in 
total membership, even though member satisfaction and incremental revenue 
are much better indicators of a successful loyalty program. Every loyalty 
program has baseline KPIs, but a good health check is about how you balance 
and interpret KPIs, and this process is unique to each program, business and 
even country.

Health checks and KPIs need to factor in the program’s rewards structure, to 
determine where rewards are most needed for increased engagement. Do you 
want members to open their app more frequently? Write more reviews? Share 
your social media posts? These activities can all be tied to rewards, but where 
to devote those limited, budgeted resources should be driven by sound data 
insights.

STAYING IN A “TOP 5” FRAME OF MIND

Loyalty program managers who aren’t seeing the results they expected 
shouldn’t feel alone – engagement is a challenge across all verticals for 
both big and small brands, new and not-so-new programs. Above all, loyalty 
programs need to offer rewards that are valuable, relevant, easy to earn 
and easy to redeem. Rewards should also help create a brand relationship 
which goes beyond transactions and rewards non-transactional activities. As 
managers build relationships with program members, they need to execute 
on connected loyalty across all channels to keep members engaged. Regular 
health checks will help measure program performance, identify problem areas 
and target those areas for better results that satisfy customer needs as well as 
the bottom line. We are sure these best practices can help you get into a “Top 
5” frame of mind with your members, and stay there for higher, more effective 
and ongoing engagement.

For a deeper look at 
customer engagement 
best practices, you 
might enjoy our recent 
article on the currency 
of people-based 
marketing here


