
Loyalty.X 
It’s not about rolling out loyalty programs for 
keeping score. It’s about rolling out customer 
experiences rooted in data that influence 
loyalty – and drive incremental revenue.

Brands have trained their customers to wait 
for big sales weekends. A discount-centric 
approach to loyalty not only incentivizes the 
wrong behavior, but it also fails to deepen 
customer relationships.

“The problem with fixed ratio 
incentives is that people come 
to expect them, so there’s less 
excitement associated with the 
enforcement.”

— Incentive Mag

THE 
PROBLEM 
WITH 
LOYALTY 
TODAY

Loyalty.X is about delivering finely-tuned and completely personalized experiences (X) to 
individual consumers at the optimal time, through the optimal channel. Loyalty programs are 
often the conduit to direct consumer relationships and represent a treasure trove of first-party 
data that fuels better personalization. Historically, loyalty programs were built with the sole 
objective of reducing customer churn and blindly rewarding “loyalty”. 

Modern programs need to incorporate a core value proposition including hard benefits 
(discounts), soft benefits (personalized experiences) and utility, as well as a broad mix of 
engagement motivators that offer targeted value to your consumers.

Rethinking Loyalty



• Personalization is paramount to delivering a great experience and a profitable loyalty program
• Focus on driving incremental value on a per customer basis vs rewarding existing behavior
• Motivate high value behaviors and advocacy in addition to transactions/spend
• Align the financial value of benefits to the potential value of each customer to maximize profitability
• Take on a mobile-first and omni-channel approach to create a frictionless experience

Loyalty is Created through Many Avenues
Implementing the SessionM solution will allow for a more convenient experience, better service, 
and a strategic rewards program, as well as creating one-to-one engagement and incorporating 
social responsibility to help customers feel good about their purchases. As customers put more 
importance on shared values, your company has the opportunity to distinguish itself from the 
competition. By collecting customer data from all touchpoints and combining with machine 
learning, SessionM enables marketers to capture true value by predicting optimal offers and 
personalized experiences to motivate high value behaviors.

Loyalty as an Outcome
Loyalty is the outcome of knowing who customers are across all channels at all times, being 
able to meet and anticipate their needs, and recognizing them for their attention and spend as 
individuals:



Loyalty Below the Line
In marketing, promotions of a product or a service can be categorized as “above the line” or 
“below the line”. Above the line marketing typically involves a broad reach and is relatively 
untargeted. Below the line marketing, on the other hand, usually targets a specific person or 
group of people. At SessionM we believe that a truly successful loyalty program is one that 
matches sound above the line design with compelling below the line thinking, tactics, and 
tools.

Visible above the line loyalty tactics drive 
acquisition, retention, and sustained 
customer engagement:

• Points
• Tiers
• Evergreen Benefits for All

The data produced by these activities 
enables even more compelling and 
sophisticated below the line value 
creation in the form of deeper customer 
relationships, LTV, and ROI:

• 1-1 Offers
• Micro-Segmentation
• Product Recommendations
• Surprise & Delight Perks
• Personalization
• Private Tiers

To learn more, visit SesssionM.com to get a demo.

http://SesssionM.com



