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Retailers recognize that they must evolve their 
loyalty programs to satisfy today’s savvy, tech-
enabled customer. Loyalty programs need to 
move beyond the traditional “earn points and 
receive rewards” structure and play a key role 
in enabling the unified commerce experience.  
Today’s loyalty programs can be leveraged to 
truly strengthen customer relationships and 
increase loyalty by enabling enhanced services 
and rewards: 
• Real-time customer identification in-store to 

enable guided selling 
• Customized rewards based on customer 

preferences 
• Gamification to engage customers and 

encourage social interaction 
• Mobile tracking and redemption of rewards 

and offers 
 

Boston Retail Partners 
recently completed the 
2015 CRM/Unified 
Commerce Benchmark 
Survey of top retailers to 
identify their current and 
future loyalty program 
plans and strategies for 
nurturing customer 
relationships. 

Loyalty Programs are Top Priority 
for 46% of Retailers  
It is a widely known fact that acquiring new 
customers costs 5-10 times more than 
retaining existing customers. Therefore, 
retailers realize it is essential to delight and 
retain their customers.  To do this, retailers 
need to establish an intimate relationship with 
their customers so they can deliver a 
personalized and meaningful experience to 
each customer. 
 
Loyalty programs are one of retailer’s best 
tools to “know the customer, reach the 
customer, and deliver this experience.”  
Offering customers exclusive perks and 
relevant incentives or rewards for their 
purchases encourages them to identify 
themselves while shopping.  Successful loyalty 
programs keep valuable customers engaged, 
satisfied and loyal to the brand. 

 
Retailers participating in the CRM/Unified 
Commerce Survey validated the importance of 
establishing a structured loyalty program to 
support customer relationships as 46% 
indicated a structured loyalty program was one 
of their top priorities (Exhibit 1). 
 

 

“Retailers recognize the need for structured and meaningful 
loyalty programs with 62% increasing their budgets this year to 

enhance their loyalty programs and supporting technologies.” 
- Ken Morris, Principal, Boston Retail Partners  

 

74% 

46% 

43% 

43% 

Customer Experience/Engagement 

Structured Loyalty Program 

Customer Segmentation 

Centralized CRM (Master Data 
Management/Big Data) 

Exhibit 1 
Top 3 CRM Priorities 
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It is surprising that 47% of those surveyed do 
not currently offer customers a loyalty program.  
This would seem to put these retailers at a 
competitive disadvantage when their 
competitors are offering a loyalty program. 
When faced with a choice, many consumers 
choose to purchase from a retailer with a 
loyalty program to accrue points and earn 
rewards. 
 
Our survey data additionally supports the 
priority that retailers are placing on loyalty 
programs, with 62% of retailers increasing their 
2015 budgets to enhance loyalty programs and 
supporting technologies (Exhibit 2).  

 
Identifying the Customer 
Customer personal preferences and shopping 
behavior remain anonymous without some 
type of customer identification. One of the best 
ways to identify customers and collect 
customer information is through a loyalty 
program. Loyalty programs are a great way to 
encourage customers to opt-in as they enter 
the store, by providing loyalty information such 
as point balances, rewards or personalized 
offers easily accessible from smartphones. 
 
The ability to identify the customer as they 
enter the store – via their smartphone ideally – 
allows the retailer to personalize the customer 
shopping experience in real-time. Although few 
retailers indicated they currently have this 
ability, the bigger story is the 53% who plan to 
implement this within 5 years, which is a 883% 
increase (Exhibit 3).  
 
When executed appropriately, real-time 
personalization provides retailers the ability to 
deliver a better brand experience, which 
encourages ongoing customer engagement, 
sustainable loyalty, and sales uplift.  

 
Picking the Right Rewards  
Consumers like to earn rewards. Generally, 
more rewards = more purchases. According to 
the 2015 Loyalty Report by Bond Brand 
Loyalty based on a recent survey of more than 
10,000 consumers,1 enrollment levels in loyalty 
programs have reached an all-time high as 
consumers consider them valuable and 
indicate that they influence shopping behavior.  
 
The survey also found that one-third of 
consumers agree they would not be loyal to a 
brand if it were not for a loyalty program, and  
70 percent modify when and where they shop 
to maximize points.  
 
Rewarding the customer is a key component of 
a successful loyalty program and can be an 
important differentiator for retailers. Most 
retailers focus on five activities to reward 
customers – purchase amount, online 
purchases, email subscriptions, frequency of 
purchases and product reviews (Exhibit 4). 
 
Retailers must ensure that customer rewards 
add value and are meaningful to the customer; 
otherwise they are ineffective. It is extremely 
valuable for retailers to analyze customer data 
and understand customer behavior to tailor the 
rewards based on “customer context.”  
Customer context refers to the interrelated 
factors of customer insights and environmental 
conditions that make the shopping experience 
relevant. 

                                                
1 Bond Brand Loyalty Report 2015,  
http://www.retailcustomerexperience.com/whitepapers/bo
nd-brand-loyalty-report-2015/ 

62% 3% 35% Loyalty program and 
supporting technologies 

Exhibit 2 
Budget Change from 2014 to 2015 
Increased Decreased No change 

6% 39% 14% 
Ability to identify customers 

when they walk in the store via 
their smartphones 

Exhibit 3 
Identifying the Customer 
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While 12% of the respondents reward loyal 
customers with personalized offers, many still 
rely on traditional discounts and coupons that 
may not be an effective incentive to drive 
customer purchases (Exhibit 5). 

 
Another way that retailers are engaging the 
customer is through gamification. With 
coupons and specials the status quo, most 
customers are accustomed to finding a good 
deal on their purchases through online 
shopping. Retailers have to work harder to 
offer a distinguishing experience that engages 
and keeps the attention of their customers. 
Engaging customers by utilizing game 
dynamics – gamification – helps stimulate 
brand engagement and foster long-term 
loyalty. 
 
Gamification is the concept of applying game-
design thinking to non-game applications, such 
as loyalty programs, to make them more fun 
and engaging. By rewarding users with points 
or badges in exchange for store visits, 

purchases or watching product videos, retailers 
have further information on shopping and 
purchasing behavior to fuel future sales. Many 
of the activities identified within gamification 
also encourage customers to demonstrate their 
loyalty through social media interactions by 
“liking” on Facebook or posting images of their 
purchases on Instagram. Gamification is a 
great way for retailers to engage customers 
and help inspire brand enthusiasts. 
 
The CRM/Unified 
Commerce Survey 
results show an 
explosion in the use of 
gamification from 6% 
last year to 31% this year 
and a 181% planned increase within the next 
five years (Exhibit 6). 

 
Measuring Your Success 
Like any retail initiative, loyalty programs need 
to be tracked and measured to determine the 
organization’s return on investment. While key 
performance indicators (KPIs) can vary across 
organizations, there are some standard metrics 
that most retailers utilize (Exhibit 7). 
 

12% 

12% 

19% 

27% 

54% 

73% 

We do not reward 
customers 

Personalized 
customer offers 

Special events 

Free shipping 

Loyalty program 
points/reward 

Discounts/coupons 

Exhibit 5 
Loyalty Program Rewards 

31% 31% 25% Gamification 

Exhibit 6 
Gamification 

Implemented 
Implemented within 2 years 
Implemented in 3-5 years 
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32% 

32% 

42% 
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Product reviews 

Frequency of purchases 

Email subscription 

Online purchases 

Purchase amount 

Exhibit 4 
Customer Activity Rewards 

181% 
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Sales and transaction uplift – 73% of the 
retailers utilize this metric to measure the uplift 
between a group of stores vs. a control group. 
 
Customer retention – This KPI measures the 
organization’s ability to retain customers over 
the long term and to generate recurring 
revenue from existing customers. 68% of the 
retailers currently use this metric to measure 
the effectiveness of their loyalty program. 
 
Activation rate – 45% of retailers utilize this 
metric to measure the percentage of registered 
members who have completed at least one 
transaction over a specific time period. 
 
Sales penetration – This KPI measures the 
percentage of sales generated by loyalty 
program members. 45% of retailers use this 
metric to measure the success of their loyalty 
program. 
 
Mobile is Changing Loyalty 
Programs 
The mobilization of retail has afforded retailers 
additional ways to interact with their customers 
at the relevant moments when customers are 
making their buying decisions. Provided the 
customer has downloaded an app and 

accepted terms and conditions of a loyalty 
program, retailers can: 
• Provide instant coupons during checkout 

via NFC 
• Alert customers of promotional items via 

email, SMS text or mobile app 
• Text coupons to customers walking/driving 

by the store to encourage a visit 
 
Despite the desire to offer industry best 
practices, it has proven to be a challenge for 
retailers to keep pace with advances in mobile 
technology. While 47% of retailers increased 
their mobile marketing budgets this year, 73% 
of retailers currently do not offer their 
customers mobile access to the features of 
their loyalty programs.  
 
This is certainly an area of opportunity for 
retailers in their quest to incent customers to 
opt-in to loyalty programs and communicate 
with these customers. Over half of the retailers 
are working towards these mobile best 
practices and plan to offer more mobile 
capabilities in the next two years.  Examples 
include tracking point balances, redeeming 
rewards, sending alerts to those customers 
near a reward threshold and offering special 
promotions (Exhibit 8). 
 

73% 

68% 

45% 

45% 

Sales and transaction uplift 
Customer retention 

Activation rate 
Sales penetration 

Exhibit 7 
Loyalty Program KPIs  

25% 
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29% 
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33% 

38% 
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17% 

17% 

8% 

8% 

Offer special promotions 

Alert when customer is near a reward 
threshold 

Redeem rewards 

Track point balance 

Exhibit 8 
CRM/Loyalty Capabilities via Mobile 
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According to the 2015 Loyalty Report2 almost 
half of consumers want to engage with 
programs via mobile, but in 61% of the cases, 
customers are not aware of whether or not the 
loyalty programs in which they are enrolled 
even offer a mobile app.  
 
As mobile technology continues to mature, it 
will provide further opportunities to interact with 
the customer and enhance customer loyalty. 
Two key considerations for retailers to address 
with their mobile loyalty initiatives are: 
• Build the infrastructure and develop the 

skills required to effectively manage 
multiple mobile interactions 

• Properly balance customer experience with 
customer privacy concerns 

 
The Future of Loyalty Programs 
Digital loyalty rewards programs and coalition 
loyalty programs across retailers may be the 
way of the future. These programs not only 
incent your customers to shop and reward 
them when they do, they also take advantage 
of the ubiquitous smartphone in their purse or 
pocket. Consumers’ smartphones have 
become a preferred way to interact and shop 
brands and this will only increase in the future. 
In addition to shopping, mobile phones will 
soon be the preferred vehicle for payments 
and receipts. A few of the options making 
headlines include (Exhibit 9): 
 
Plenti - American Express recently launched a 
new loyalty program with an interesting twist - 
you don't actually need an American Express 
to earn points. One card allows you to shop at 
multiple retailers across categories to accrue 
                                                
2 Bond Brand Loyalty Report 2015, 
http://www.retailcustomerexperience.com/whitepapers/bo
nd-brand-loyalty-report-2015/ 

points and then use the savings earned as a 
discount at various businesses. Combining 
multiple loyalty programs into one card or app 
helps alleviate loyalty card and app fatigue. 
 
Shopkick – This shopping app for 
smartphones and tablets offers customers 
rewards for walking into stores. Points - called 
“kicks” - are awarded when users walk into 
participating stores or by scanning product 
barcodes or QR Codes using a smartphone 
camera, or by making purchases. Points can 
then be redeemed for various items such as 
gift cards, iTunes song downloads, movie 
tickets, and Facebook Credits. 
 
There are also potential options tied in with 
mobile payment apps. As consumers get more 
comfortable paying with their phones, 
integrating a loyalty program would allow 
customers to manage their rewards within the 
payment app. 

 
Conclusion 
Consumers continue to push retailers to offer a 
seamless shopping experience across all 
channels.  Retailers realize that it is even more 
imperative to cultivate and nurture the 
customer relationship across channels through 
a loyalty program to help retain that devoted 
customer. Loyalty programs allow retailers to 
better engage and deliver the experience 
customers expect. 
 
However, many retailers are launching loyalty 
programs simply for the sake of telling 
customers they have one. This is not enough 
to have a significant impact on purchasing 
patterns and building and sustaining loyalty. 
Effective loyalty programs require an 
investment in not only your customers, but also 
your brand. The best programs reinforce the 

11% 

12% 

40% 

26% 

20% 

18% 

Integrate loyalty program with a mobile payment app 

Participate in mobile loyalty app such as Shopkick 

Exhibit 9 
Future Mobile Initiatives 
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brand’s values and offer meaningful rewards 
based on customer behaviors and preferences. 
They fuel a more emotional buying experience 
that customers actually enjoy. 
 
 
 
 

All of this can be achieved through a structured 
and meaningful loyalty program combined with 
real-time retail to keep your customers 
spending at your brand and loving their overall 
shopping experience enough to keep coming 
back – again and again. 
 

About Boston Retail Partners 
 

Boston Retail Partners (BRP) is an innovative and independent retail management consulting firm 
dedicated to providing superior service and enduring value to our clients. BRP combines its 
consultants' deep retail business knowledge and cross-functional capabilities to deliver superior 
design and implementation of strategy, technology, and process solutions. The firm's unique 
combination of industry focus, knowledge-based approach, and rapid, end-to-end solution deployment 
helps clients to achieve their business potential.  
 
BRP’s consulting services include:    
 

Strategy  Business Intelligence  Business Process Optimization  
Point of Sale (POS)  Mobile POS    Store Systems and Operations! 
CRM  Unified Commerce    Customer Experience & Engagement   
Order Management   E-Commerce   Merchandise Management  
Supply Chain  Information Technology  Private Equity 
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