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The battle for consumers’ attention and relevancy is stronger 
than ever, placing an increased focus on brands to not only 
complete a conversion, but also keep that new customer coming 
back again and again. 

Brands have always understood that retaining an existing 
customer was cheaper and more valuable than obtaining a new 
customer. In fact, the average “loyal” customer spends 67% 
more in months 31-36 with a brand than in the first six months, 
according to conversion optimization brand Invesp. Brands 
have just been limited in their insights and technical abilities to 
capitalize on this strategy. 

That’s all changing. 

The days of a successful loyalty program consisting of the one-
size-fits-all model are over. This short-term, discount-based view 
on loyalty never truly engendered lasting relationships. Not to 
mention it left customers susceptible to the brand’s competitors 
swooping in with a better offer. 

An abundance of customer data and advancements in marketing 
technology have allowed brands to up their sophistication, 
both in terms of the insights they are able to derive about 
their customers and how they are able to connect with those 
customers across touchpoints. 

With this sophistication comes a need to enhance reporting in 
order to grow—and prove—ROI. 

INTRODUCTION—THE EVOLUTION OF LOYALTY
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BUSINESS OUTCOMES
Whether launching a loyalty program from scratch or evaluating 
an existing program, the first and most important question to ask 
is “What is the purpose of a loyalty program for our brand?” 

Determining the purpose of loyalty within your brand is a critical 
first step, whether it’s changing customer behaviors, increasing 
order volume, or changing the way people talk about the brand. 
It helps to not only focus your strategies, but also identify which 
metrics are most important for you and allows you to begin 
setting benchmarks against those metrics. 

Metrics that speak to how well your program is performing from 
a business perspective range from order size and frequency to 
increases in the times and ways in which customers engage with 
your brand.

EXPANDING LOYALTY  
MEASUREMENT AND ROI 

Even in their less-sophisticated forms, loyalty programs have 
been proven to resonate with consumers. According to a 2019 
Forrester report, 89% of online US adults belong to some form of 
loyalty program. Meanwhile, eMarketer reported that 79% of US 
adults are more likely to continue engaging with a brand with a 
strong loyalty program.

The validation for loyalty is extensive. Yet rolling out a cookie-
cutter program isn’t enough to impress consumers. The 
questions to ask are vast and wide-ranging when attempting 
to determine if your loyalty program has been successful. Are 
customers responsive to the types of behavior we’re trying to 
motivate? Do they view our brand value in a positive light? Are 
these engagements actually benefiting us as a company? 

These questions—and in turn the ways in which you are 
measuring ROI—can be bucketed into three categories: business 
outcomes, customer focus, and emotional benefits. 
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CUSTOMER FOCUS 
Consider the behaviors and needs of a loyal shopper of big-box 
retailers compared to those of someone who shops with luxury 
brands. Maintaining that bond is important to both, but the 
tactics to make it happen differ wildly. For a brand with shoppers 
who are less discount focused, we instead structure the program 
around what they care about, which means creating experiences 
from the moment they walk into the store to the moment they 
leave. But for a frequent shopper of Target, receiving 5% off their 
entire order might be more enticing.

Saving 5% off your purchase and receiving invitations to VIP 
events are both useful and impactful methods of engendering 
loyalty. But it all depends on the context of your audience to 
understand what will resonate with your cusotmers and for 
your brand. And as a marketer, you need to be able to quantify 
that impact. 

Performing both qualitative and quantitative analysis to 
understand who your customers are demographically and 
what they care about is key to being able to deliver true loyalty-
building experiences. Marketers are also utilizing more and more 
customer-value metrics, rather than focusing on only brand-value 
metrics. In other words, brands are tracking more than just basic 
revenue metrics. They are also tracking what rewards customers 
are earning, how long it takes for them to reach the milestone, 
and how long it takes to redeem. These stats speak highly to how 
much the rewards are resonating. 

EMOTIONAL/SOFT BENEFITS
We’re reaching the more nuanced portion of our measurement, 
but nonetheless an important—and insightful—aspect. You may 
know how often your customers engage with rewards or other 
strategies, and with that you can make inferences, but do you 
really know how they feel when they interact with your brand? 
More and more marketers are studying customer sentiment to 
better understand not only how they feel about brands, but also 
the impact of the various channels and methods with which they 
engage. This is a great opportunity to see the performance of any 
soft benefits, as well as perks the customer receives outside of 
the transaction. 

It’s important to note that this is more of a gray area in that these 
insights might not directly align to a revenue or business goal. 
But it does speak to the health of your loyalty program and is 
useful in establishing a cohesive, consistent experience across 
every touchpoint. 

EXPANDING LOYALTY MEASUREMENT AND ROI 01

89%
OF ONLINE US ADULTS BELONG TO 
SOME FORM OF LOYALTY PROGR AM 1

1 Source: Forrester, Advance Your Approach to Customer Loyalty 
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UNDERSTAND THE IMPACT ON THE BOTTOM LINE 
Expanding loyalty program ROI also depends on understanding 
how your loyalty program is impacting revenue and sales. How 
does the relevant loyalty program data pertain to business units 
across the organization? How can this information enable teams 
to determine the impact their efforts are making? For example, 
which channels are customers purchasing through, what are the 
top-selling items, and what’s the difference in spend between 
loyalty members and non-loyalty members. Here are some 
examples of transactional data retailers should be tracking:

 + Sales Over Time—Total sales over time, split between loyalty 
and non-loyalty members.

 + Average Transaction Size Over Time—Average transaction size 
over time, split by loyalty and non-loyalty members, as well as 
overall average. 

 + Top-Selling Items—Top-selling items by total spend or 
quantity of items sold.

METRICS TO FOCUS ON  
TO MEASURE LOYALTY

EVALUATE PROGRAM GROWTH
If you don’t know where you started or have little insight into 
where your loyalty program is at, then it’s impossible to set 
benchmarks for where you want to be or the current health of 
your program. At the most basic level, brands who are serious 
about optimizing their loyalty program for ROI need relevant 
membership data. Here are some examples of membership 
metrics retailers should be tracking: 

 + How many customers are enrolling on a daily basis? 

 + How many members are part of each tier level?

 + Active Purchasing Members—members who have made a 
purchase over the last X days. 

 + Total Membership Count—total members, split by loyalty and 
non-loyalty members. 

 + Current Tier Membership—loyalty members, split by tier.

Most retailers operate loyalty programs, but how do they measure how they’re working? How can your brand expand the way you 
measure loyalty and get ROI? Many brands are still operating loyalty with old-school, broad objectives that consist of reward “loyalty” 
and reduce attrition. While those objectives have merit, by expanding the metrics to measure loyalty and optimizing those metrics 
around customer value across the lifecycle, retailers can realize greater program ROI. 
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02DETERMINE FINANCIAL LIABILITY OF POINTS + OFFERS
Every point and offer issued is free currency your company is 
giving away to customers. Ensure your team is equipped with 
the right information to enhance the customer experience, while 
controlling margins at the same time. With the right reporting 
and forecasts, retailers can access a wealth of information 
related to point and offer liability; to protect against fraud and 
to ensure your rewards program isn’t having a negative effect on 
the bottom line. 

Here are some examples of loyalty and offers data that retailers 
should be tracking: 

 + Daily Point Report—Points issued, expired, redeemed. 

 + Point Liability by Current Tier (if your loyalty program is tier 
based)—Total points issued, but not redeemed or expired. 

 + Offer Status—Breakdown of offers currently issued, expired, 
redeemed. 

 + Amount Saved on Discounts—Amount saved by discounts

CONTINUOUS IMPROVEMENT 
There is no such thing as ‘setting and forgetting’ when it 
comes to optimizing your loyalty program for maximum ROI. 
That’s why retailers need the information necessary to test, 
improve, and analyze their loyalty program strategy. Whether 
you’re determining the best strategies for increasing program 
enrollment, understanding which channels are driving the most 
transactions, or researching which items are your best sellers, the 
answer lies in a strong foundation of customer data. 

METRICS TO FOCUS ON TO MEASURE LOYALTY
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03Most marketers are collecting an abundance of customer data. In 
order to be able to effectively engage your customers, marketers 
need that data to be not only in one, unified place, but also 
actionable. Before organizations can start growing their loyalty 
program and measuring more sophisticated loyalty metrics, they 
need to have the proper foundation for their customer data. 
According to Forrester Research, organizations that use data more 
effectively to gain business insights grow more than 30% each year. 

Achieving that unified, actionable foundation depends on how 
the systems responsible for customer data and engagement 
communicate with one another. Systems that communicate 
effectively transform data from siloed, disparate profiles to a 
unified, singular profile for each customer that provides complete 
context for how to motivate customer behavior in the future. 

System communication is important for organizations to keep in 
mind when evaluating any new piece of software that impacts 
customer engagement. Marketers looking to take their loyalty 
strategy by purchasing a more sophisticated platform need to 
make sure they understand how this tool can make their life easier 
and provide value by bringing together important efficacy data. 

Great loyalty programs are grounded in reciprocal value 
exchange. Customers consent to give brands access to 
information about their preferences and behaviors if brands 
agree to use that data to deliver customized recommendations, 
offers, and experiences. Mutually beneficial relationships—ones 
that maximize lifetime value for the brand and satisfaction for 
the customer - can only be formed if brands demonstrate an 
awareness of past and present engagements with customers.

IF YOU’RE NOT MEASURING THESE BENCHMARKS, 
HOW DO YOU GET THERE? 
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then receive a deal on that product two days later. The behaviors 
and interests that drive customer decisions are constantly 
evolving. Your loyalty system must be able to keep up in real-time 
in order to provide a truly relevant and impactful experience. 

DESIGNING A RELEVANT PROGRAM 
You have done the legwork to understand who your most loyal 
customers are and what they want from your brand. How do 
you design a program that best aligns to their needs? There 
are plenty of elements you can leverage to tailor your program, 
whether it be through points, loyalty tiers, subscription plans, 
etc. Each provides value, but again, you have to understand your 
customers behaviors for them to work. 

Points offer flexibility in how rewards are earned, while allowing 
brands to capitalize on major campaigns (double-point days, for 
example) and incentivizing soft benefits (complete your profile 
for 100 points). But points might not work for brands with long 
purchase cycles or for luxury brands. Meanwhile, a tiered approach 
seeks to reward your best customers in the best ways, working to 
unlock a more premium, emotional experience. Yet it likely won’t 
work well for a net-new program without the data to drive it. 

HOW TO OPTIMIZE  
YOUR LOYALTY PROGRAM

So now you know what areas and metrics will help you determine 
your loyalty success. How can you enhance the quality of your 
program to continue increasing your ROI? 

CREATING CONNECTED EXPERIENCES
Loyalty is not a single-channel focus. Customers express their 
loyalty across many touchpoints and devices, both in-store and 
online. A successful loyalty program needs to operate through 
the lens of a single view of the customer. All of your systems and 
platforms must communicate in order to ensure your teams and 
messages are consistent from touchpoint to touchpoint. 

Take customer service, for example. It’s critical that your 
marketing and customer service teams are working with the 
same information and within the same experience. If a customer 
calls customer service, but doesn’t get the issue resolved, having 
a connected experience means the customer care rep is able 
to issue a reward as part of their attempt to resolve the issue.
The marketing team can also lean into the same connected 
experience by using that negative-experience information to 
place customers in relevant “get-well” email journeys.

The necessity for a connected experience also applies to 
purchase habits. Customers who buy a product one day shouldn’t 
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04It’s important to not think of these options as silos. Many brands 
utilize multiple elements in their program—such as leveraging 
points as a way to move up the ranks of tiers—which can be 
rolled out in iterative phases as the brand learns more about 
its customers. Again, it all depends on what fits best with your 
customers’ behaviors and shopping habits. 

BENEFITS 
When thinking about a loyalty program, our minds immediately 
turn to transactions. Receive 5% off your purchase, spend a certain 
amount and receive a free product, and so on. But customers are 
seeking more than just a discount from the brands they love.

Again, these benefits should appeal to both your business outcomes 
and customer values and incentivize the behaviors that are most 

important to the brand. But it doesn’t have to be purely tied to the 
cost of a product. Brands with a strong ecommerce presence may 
offer levels of free-shipping options, such as free two-day shipping 
for the lower tier and free same-day shipping for a more premium 
tier. It’s also common for luxury brands offer more experience-
based rewards, including early access to new products and special 
sales or exclusive in-store shopping options. 

Whatever you employ, ask yourself two important questions: 1. Can 
your back-end systems handle the benefits you are driving, and 2. 
Can your employees and marketing effectively and simply articulate 
your loyalty benefits? The second is especially crucial. A loyalty 
program should not be so complex and nuanced that it causes 
confusion. This will only lead to negative customer experiences.

HOW TO OPTIMIZE YOUR LOYALTY PROGRAM

A loyalty program should not be so complex  
and nuanced that it causes confusion.
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Loyalty programs are shifting from a nice-to-have to a necessity, 
but it’s not as simple as setting one up and forgetting about it. 
The program should consistently evolve and grow to match your 
brand and customers’ behaviors and needs.

As we’ve demonstrated in this ebook, the only way to have a truly 
successful and impactful loyalty program—one that customers 
have come to expect—is to put your brand under a magnifying 
glass and answer the questions of what your customers want 
from you and what is the purpose of the program for your brand. 
Once that is established, you can get the right systems in place, 
metrics in place, and benchmarks established to ensure your 
program is always working to keep your best customers happy 
and loyal. 

CONCLUSION
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