
What Loyalty Looks Like: 
Creating a Beauty Loyalty Program 
That’s More Than Skin Deep

custom makeover or a private hotline to their favorite 
brand. And while VIB Rouge is geared toward the 
highest spenders, Sephora also keeps lower spenders 
engaged through the Rewards Bazaar, which makes it 
easy to redeem points for small items, such as lipstick 
and mascara. Sephora understands the importance 
of regular points earn and burn (the top two reasons 
consumers join a loyalty program, according to our 
loyalty survey, are for the incentives and rewards). For a 
brand’s most valuable customers, however, experiential 
rewards at the highest tiers are well worth achieving 
over time.

TIER STRUCTURES

The tiers themselves are common (and important) 
constructs within a beauty loyalty initiative. In a 
market that is constantly evolving and often rife with 
competition – every month seems to bring a new 
celebrity-branded product line – the need to identify 
the most loyal and dedicated customers is paramount. 
In this way, tiers can separate the occasional shoppers 
from the brand-loyal stars. 

Brands such as Urban Decay, e.l.f Cosmetics, and 
Ecodiva use tiered loyalty programs to create a sense 
of exclusivity for the highest spenders. Tiered loyalty 
structures are an effective strategy to reward customers 
according to the value that they bring to the business 
(in terms of spend) and to incentivize some competition 
between members. When creating a tiered loyalty 
structure, it’s important to maintain brand identity while 
encouraging different approaches to beauty. Urban 
Decay, for example, plays to an edgier crowd with its 
Obsessed, Freak, and Rockstar tiers, while Ecodiva 
elicits new age vibes with Insight, Wisdom, and Nirvana. 
Tiers help segment customers at different spend levels, 
while also binding them together in a like-minded 
brand experience. Urban Decay’s tiered program 
successfully lifted frequency by over 30% and increased 
member spend by 20% versus non-members, while 
strengthening engagement for core brand enthusiasts.

Tiers are often a great enhancement for a fully developed 
program, but new programs might consider holding off 
on tiers until they can establish a firm membership base 
and have a solid view of customer behaviors. According 

The beauty industry is a dynamic 
and young-skewing market, with 
Millennial women now making up 47% 
of heavy buyers of cosmetics. These 
consumers tend to be highly motivated, 
enthusiastic, and social, and they favor 
experiences over transactions. Think 
of the social influencers who share 
beauty photos, reviews, and product 
demonstrations through a myriad of 
digital channels. In a nutshell, this is 
an industry that is perfectly suited for 
loyalty programs. 
For beauty brands, a loyalty program is an opportunity to sell 
more products, gain much-needed insights into customer 
behavior, and tap into the excitement and creativity that drives 
engagement and evangelism in this unique category. Beauty 
brands often inspire extreme devotion; loyalty programs are 
the ideal vehicle to leverage that devotion to achieve positive 
commercial outcomes.

EXPERIENTIAL REWARDS

While cosmetics are consumer packaged goods sold in 
everyday retail stores, there’s something qualitatively different 
about beauty products versus, say, laundry detergent. Beauty 
is not just a CPG category, it’s a lifestyle experience. Yet beauty 
brands face similar challenges as other CPG brands – perhaps 
the most crucial of these is a lack of access to the kind of 
granular customer data that a loyalty program can provide. 
Because retailers own the point of sale, brands must rely on 
them to deliver transactional data, but that paints an incomplete 
picture. With a well-executed loyalty program, however, 
beauty brands can develop a holistic view of their customer 
and execute strategies based on that view to influence their 
behavior in beneficial ways.

Beauty loyalty programs should excel at using products as 
the springboard to experiential rewards, from special sales to 
birthday gifts and exclusive events. Sephora’s Beauty Insider 
program offers a particularly good example: The brand’s 
highest tier, VIB Rouge, has a steep spending requirement 
of $1,000 per calendar year, but customers who achieve 
this rarefied status can enjoy experiential perks like a free 
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to Merkle’s Q1 2017 survey, “The Great Loyalty Reset: A Global Outlook on Retail & 
CPG Loyalty,” 23% of consumers in North America leave loyalty programs because 
they require too much work, effort, or spending, and 7% leave because the 
program is too complex. When starting a new program, simplicity is key, but once 
members buy in to the program and spend patterns begin to crystallize, creating a 
tier structure can help members stay engaged and incentivized to keep spending. 

DIGITAL LOYALTY

Sephora’s Rewards Bazaar uses transactional rewards to keep lower-tier 
members engaged, but there are other ways to reward members besides 
spending. Digital loyalty engagement is crucial for health and beauty programs. 
Millennials live and breathe social media and that’s where they look to find 
referrals, recommendations, and product endorsements from friends, family, 
and brands. From 2010 to 2015, when mobile commerce was just beginning to 
mature, the online share of beauty and personal care product sales more than 
doubled, and the importance of mobile will only continue to grow. 

While brick-and-mortar stores still handle most beauty sales, social media 
is more important than ever for staying top of mind and creating relevant, 
meaningful content for brand awareness, promotions, and loyalty. Not only does 
digital engagement meet consumers where they want to be met, but within the 
framework of a loyalty program, also provides additional data points beyond 
the transactional data derived from POS systems.  Vanity Planet’s VP Rewards 
program, for instance, offers 100 points just for joining, 20 points for a like on 
Facebook, 10 points for reading the latest blog post, and 200 points for referring 
a friend. Millennials and tech-savvy older consumers place high value in word of 
mouth from their social networks. NYX Cosmetics, which has an avid social media 
following, launched a program concept around the idea of “community” aimed 
especially at social and local influencers. 

This is a great model for how health and beauty programs should build 
community through digital platforms and keep members engaged not only with 
great content, but with rewards attached for members who engage that content.

BEAUTIFYING LOYALTY

The beauty category is a loyalty marketer’s dream, an opportunity to build a 
fun, engaging brand identity that requires just the right mix of transactional and 
experiential rewards. Like all CPG sectors, beauty can be a challenging market 
to drive repeat sales – which makes loyalty programs that much more important 
for achieving bottom line results. Beauty brands should reflect their customer 
base – exciting, creative, and highly social – if they hope to maintain engagement 
in a digital world. Invest in your customer relationships, not just their beauty, and 
they’ll show you what loyalty looks like.

For more information on 
the nuances of beauty 
loyalty programs, check 
out our article on loyalty 
for luxury brands here.
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