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Building Loyalty
The keys to turning unknown customer
into loyal advocates
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Today’s Agenda

e Loyalty Backdrop
e Foundations for building Emotional Loyalty

e Real world examples + Strategies & Tactics
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Loyalty Backdrop
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Relationship Marketing Matrix

Drive revenue, create personalised experiences, and deliver a
unique value exchange across the entire customer lifecycle

Acquisition & Retention
Customer Engagement & Loyalty

Value Data Messaging Cross Justin Time Intelligent Retention Advanced
Exchange Enrichment at Scale Channel Marketing Marketing Marketing We)':114Y;

Unknown Known Personalised Loyal
Consumer Customer Customer Advocate




Unifying
loyalty &)

and marketing Brand Outcomes
e Customer evangelism
cre ateS e Increased share of wallet
e Higher customer retention
mutually e Data enrichment

e Employee happiness

revvarding

outcomes @
fOI' the brand Customer Outcomes
and customer o Trust

e Personalised experience
e Rewards & incentives

e Customer satisfaction

e Emotional connectivity

Customer




Know all that is
Knowable about
Customers

Some Key Themes

Create a
Value Exchange
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95%

Of loyalty program members want
to engage with their brand’s
program through new and
emerging technologies. (Bond)

78%

Of customers indicated discounts
as the most valuable feature of
loyalty programs. (Statista)

Of consumers are more likely to
recommend a brand if it has a
good loyalty program. (Bond)

93%

Of customers cite instant discounts
as an incentive towards joining or
renewing premium loyalty programs.
(Statista)

46%

Of customers said free products
were a valuable feature of rewards
programs. (Statista)




Programme -
Impact

European
Loyalty ‘
$ )

Loyalty programme impact is o o

very positive across Europe. BE 23 Yo 26 Yo

On average across the 24

European markets surveyed, 43%
say membership makes them
more loyal, 33% feel more N L 28%
emotionally connected to brands,
29% will spend more with a brand
when a member of its loyalty

programme and 36% say they are Strengthens Encourages Encourages
more likely recommend a brand. loyalty greaterspend recommendation

Mando Connect 2023




Foundations for Loyalty

R

{3 MARIGOLD \ .




Key Loyalty Components

Authenticity
0 1 Do we see credibility and integrity in

the context of customer relationships?

Know your customer
o 2 Do you have a clear view of who the

customer is and their wants and needs?

Moments that matter
0 3 What are the key customer inflection points?

04

A clear value proposition

What does the individual gain from
being your customer?

Are friction points reduced and is
engagement easy or fun?
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#1 AUTHENTICITY

“76% of consumers say they would be
more likely to become loyal to a brand
they perceived to be authentic”

Hawk Partners 2022 Brand Authenticity Index
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#2 KYC

“50% of UK customers have switched
to another brand because they
don’t feel valued”

Cheetah Digital
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Rational Needs

¢ Functionality
¢ Price

¢ Convenience
¢ Experience
¢ Design

¢ Reliability

¢ Performance
¢ Efficiency

¢ Compatibility

e Service
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“As customers’ relationships with a brand
deepen, they move along the pathway
toward full emotional connection...
fully connected customers are 52%
more valuable than those who

are just highly satisfied”

Harvard Business Review 2015
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Emotional
needs are

a vital
counterpoint

| am inspired by a desire to.....

...Stand out from the crowd
...Have confidence In the future
...Enjoy a sense of well-being
...Feel a sense of freedom
...Feel a sense of thrill

...Feel a sense of belonging
...Protect the environment

...Be the person | want to be
...Feel secure

...Succeed in life




Understanding wants and needs

Declared
Preferences

What information
have they
volunteered?

Observed
Behaviours

How are they
engaging?

What content are they
consuming?

Inference Surveys vVOC
Insight / Analytics & Polls Research
What traits can we What are their v

; ; at are their views "

identify? , Deeper competitive

and attitudes intelligence (formal)
What segments (informal)

should we build?

17
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#3 MOMENTS THAT MATTER

“70% of the customer's journey is
based on how the customer feels
they are being treated”

McKinsey
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Journey Visualisation

PHASE 1 PHASE 2 PHASE 3 PHASE 4
I want to find the best upgrade | want to validate the best | need to be sure | am I am confident | have
solution from my provider option for renewal. set up correctly. the right product.
NEEDS &
EXPEGTATIONS PRICE / FUNCTIONALITY SERVICE SERVICE / EXPERIENCE EXPERIENCE / BELONGING
. Renewal
00 reward

download Inapp

notification

i N\ Account
rSnc:acc:ilﬂ /\ Web Upgrade email / setup
chat confirmation \ FAQ/ hints
i & tips email
Email \._/
confirmation

Service
agent

Word of
mouth Service

agent

0
()

]
P
- ‘Prices have risen, desired “'m having to explain things ‘Access to my account and its set i o ¥ g
features dropped’ p up has changed - it’s a little p

‘1 get it. | understand the service and
‘Key information buried’ over again and again confusing.” I’'ve given my feedt_)ack a‘nd shared my
experience

VOICE OF
CUSTOMER
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#4 VALUE PROPOSITION

“76% of people are more likely
to recommend a brand that
delivers simple experiences”

Siegel + Gale
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Keep it simple, accessible

Easy to understand why
you should buy or engage

Easy to explain how
it fills a need

Clear to see why it’s better
than alternatives

21
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Real world examples
_|_

Strategies & Tactics

22



Clear Loyalty

Value Proposition

A very simple concept that is as much companion
utility for habitual behaviour than programme.

e 150 stars is a free drink

e (3starsperf)

e 450 stars opens a Gold tier with extra
shots, syrups and toppings

e Ordering ahead via app for collection
streamlines the experience




Clear Loyalty Value

Proposition

VIPis a perks based initiative where long term
customer tenure unlocks increased benefits

Free cinema tickets
Prize draws for event tickets
Virtual reality experiences

Unigue experiences -
walk on parts, meet and greets

Concierge-type customer service




Paid Loyalty Propositions

e Strengthen relationships
with high value customers

e Acquire new committed customers
e Memberfunded

e Releases more member value (experiential)

“Members of paid loyalty programs are 60
e Elevates engagement percent more likely to spend more on the
brand after subscribing”

e Setsyouapart

McKinsey 2020
e Makes switching harder

e (Generates revenue




A Paid
Membership

Community

Joining costs $30 - individuals become lifelong members,
with no free option available

e 10% discount on all eligible purchases
e 20% off bike and snow services

e Wide array of benefits creates an opportunity cost
not to join - $20 bonus card added to membership
and product basket providing it is $50+ encourages
initial signup

e Program embraces the brand goal of connecting
with the outdoors with various give-back
& community connections

Member Free Standard Shipping

No minimum purchase amount required. Exclusions apply.

20% Off Shop Services

Members save 20% on bike & snow shop
services, plus free cycle flat tire repair
and machine wax. Exclusions apply.

v

Member Collection

Early access to curated products and limited-edition gear. Only
at REI Co-op—and just for our members.

Co-op Member Reward Buy and Trade In Used Gear

Co-op profits go back to their source— With Re/Supply, co-op members shop
members get 10% back annually on and trade in used gear that's ready for
eligible purchases. (10% is typical but more life outside.
not guaranteed.) Exclusions apply.




Experiences,
Messaging, and
Data Management

..Not just buying a cycling jersey, you’re buying
into a cycling community membership for £70/year

e Organised club rides from our 23 Clubhouse
and Chapter locations.

e Exclusive riding trips and access to fully-supported
Summits along with priority access
to key events.

e Subsidised members-only Club kit and early access
to special editions and brand collaborations.

e Clubhouse perks with half-price coffee
and subsidised bike hire.

e Members-only app to see what's on,
join rides and connect with fellow members.
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#5 EXPERIENCE

“00% of all consumers find a positive
experience with a brand to be more
influential than great advertising™

PwC
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Gamifying 1:1 Communications

Tap & pop all 5 red
balloons below!

SPIN TO WIN!

Up To 50% Off Online & In Stores.

ON ORDERS OVER $50

PRETTY
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Live Virtual
Experiences

During lockdown a food shopping company invited Sparks
members to invite only virtual cooking events.

e Members only exclusive
e Allingredients sourced from their shops

e Available live or on-demand

\
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A Personalised Path to Customer Engagement

Grow Your Build
Consumer
Database .
Profiles
[m] o (n]
Unknown
Consumer

1 2

Turn marketingand  Gather zero party
advertising efforts data such as

into a consumer purchase intent
database using and psychographic
engaging data at point of
experiences ingest to profile
to convert the consumers

unknown to known

Unify Your
Datasets

Segment
& Analyse

Known
Customer

Bring POS, ERP Discover
and other first party  opportunity, build

data into a single, audience
unified platform for ~ segments and
real-time insights orchestrate data
and activation with real-time
interaction
management

Cross-Channel Personalisation
Engagement At Scale

Retained
Customer

Deliver content and Activate your first and
offers via email, zero party data to
sms and mobile  deliver personalised
wallet at scale with messaging and

deep analytics and journey orchestration
optimisationvia  delivering higher
machine learning engagement

Foster
Advocacy

Reward
Loyalty

7 8

Engage, reward
and incentivise
customers to drive
more revenue and
interaction while
optimising your
offers building
customer lifetime
value

A seamless
consumer journey
that rewards
behaviour as well
as transactions
fosters emotional
loyalty to the brand
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Questions
& Answers

Scan to get
Mark Taylor’s details



Thank you
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